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Advertisers Will 
Use More P-0-P, 
AA Study Finds 


New York, March 18—What’s 
new in point of purchase adver- 
tising? 

AA directed this question to 
makers, suppliers and users of 
point of purchase materials, and 
here are some of the trends the 
respondents noted: 

1. A greater percentage of the 
average advertising budget is be- 
ing directed to point of purchase 
advertising. 

2. The p-o-p medium is gradu- 
ally—although still too slowly— 
being considered equal to maga- 
zines, newspapers and television. 

3. Advertisers and agencies are 
slowly accepting display advertis- 
ing as part of their campaigns. 

4. Motion displays, which were 
pioneered 20 years ago, are still 
new, ever-increasing, and will re- 
ceive a further boost with im- 
provements in battery motors. 

5. Plug-in motors, which account 
for most motion displays, will be 
used more and more in most point 
of sale spots, except supermarkets 
and chain drugstores. 


a 6. Supermarkets, with their al- 
ready crowded aisles, will be the 
prime users of battery-operated 
displays because of the lack of 
plug-in outlets. 

7. Displays are coming out of 
the windows and into the stores. 

8. Motion is being combined 

(Continued on Page 62) 
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OPENER—This spread runs in the March 20 issue of The Saturday Evening Post as 

the opening gun in an intensive campaign for Philco’s “Golden Automatic refrig- 

erator with the 2-way door.” A spread will follow in Life and pages in Collier's 

and Sunset Magazine. In addition, the drive will be supported in 200 newspapers, 

on “TV Playhouse” (NBC-TV) and “Breakfast Club’ (ABC). Hutchins Advertising Co., 
Philadelphia, is the agency. 


End of a Rivalry... 


Washington ‘Post’ Takes Over A.M. 
Field with ‘Times-Herald’ Purchase 


Pays Over $8,000,000 
for Paper Sold in 1949 
by Staffers for $4,500,000 


WASHINGTON, March 18—An in- 
tense personal and _ journalistic 
rivalry came to an end today as 
the Washington Post purchased 
and absorbed the Washington 
Times-Herald, its competitor in 
the morning field. 


Consumers Are Able to Buy, But in 
No Rush to Spend, FRB Study Shows 


Potential Buyers Are in 
Fine Shape, But ‘Feel 
Worse’ Than a Year Ago 


WASHINGTON, March 19—Pre- 
liminary results of the Federal 
Reserve Board’s annual study of 
consumer buying plans indicated 
today that consumers are less con- 
fident about their financial pros- 
pects and a bit more conservative 
in their planning than they have 
been in recent years. Many indi- 
cated they will buy during the 
last half of the year, if they buy 
at all. 

The survey, by field workers of 
the Survey Research Center of the 
University of Michigan, shows that 
consumers are generally in a 
strong financial position. Never- 
theless, the number who say they 
plan to buy new cars, homes and 
major household durables is be- 
low the 1953 peaks. 

This is the ninth year that the 
Federal Reserve Board has made 
studies of this kind, based on in- 
terviews with about 3,000 con- 
sumers during the months of 
January and February. In re- 
leasing the preliminary results of 
this year’s report, the board 
cautioned: “There is no necessary 
relationship between consumer 


buying plans at the beginning of 
the year and consumer buying 
behavior during the year. 


= “Consumer behavior is influ- 
enced by a variety of factors, some 
of a transient nature and some of a 
longer-run nature. Although the 
sample is selected on the basis of 
established scientific principles, 
the results obtained are subject to 
sampling and response variation. 

“For these reasons the board 
continues to emphasize the experi- 
mental nature of this method of 
economic research; considerable 
further testing of results is needed, 
especially in view of limited ex- 
perience in periods of receding 
general economic activity.” 

The report, prepared for publi- 
cation in the March issue of the 
“Federal Reserve Bulletin,” shows 
that increases in income were less 
frequent in 1953 than 1952. While 
a smaller proportion within each 
income group has savings, the 
volume of savings continued to in- 
crease and there were a larger 
number of individuals within each 
income group with savings in ex- 
cess of $500. 


= Consumer attitudes as to wheth- 
er this is a good or bad time to buy 
(Continued on Page 94) 


Details of the transaction re- 
mained a carefully guarded secret, 
but it was widely reported here 
that the Tribune Co., which had 
owned the Times-Herald since 
1949, is receiving $8,500,000 from 
the Post. Some reports place the 
sale price as high as $10,000,000. 

Col. Robert R. McCormick, pub- 
lisher of the Chicago Tribune, pur- 
chased the Times-Herald for $4,- 
500,000 in 1949. 


= The Times-Herald board of di- 
rectors readily agreed to the Post’s 
offer to buy the newspaper, it was 
reported, but Mrs. Garvin Tanker- 
sley, Col. McCormick’s niece, made 
a frantic effort to find alternate 
buyers. 

The transaction was first re- 
vealed at 1 p.m. yesterday by Eu- 
gene Meyer, board chairman of 
the Post, and Philip L. Graham, 
president and publisher of the 
Post. Three hours later, at the reg- 
ular publication time for the first 
edition of the Times-Herald, a 
combined Post & Times-Herald 
was issued containing editorial 

(Continued on Page 91) 
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Advertise and Sell to 
Avert Slump, ANATold 


Coca-Cola Cancels 
Portion of Record 


Ad Budget for 1954 


ArLanta, March 18—Coca-Cola 
Co., with the biggest advertising 
budget in its history set for 1954, 
has cancelled some _ four-color 
magazine insertions in a “tempo- 
rary” move. 

The cancelations, effective in 
July for the remainder of the 
year, will affect eight or ten con- 
sumer magazines, a company 
spokesman said, but he declined 
to name the publications. About 
the same number of magazines 
will continue on the schedule. 

The curtailment is being made, 
AA was told, as a budget realign- 
ment. When the ’54 budget was 
made up the company could 
merely estimate the amount of 
area advertising that would be 
done by local bottlers. Local bot- 
tlers are doing more newspaper 
advertising this year. Since Coca- 
Cola has what amounts to a coop- 
erative advertising arrangement 
with the bottlers, an extra amount 
of money has had to be earmarked 
for co-op promotion. 


# This extra money had to be tak- 
en out of one medium and put into 
another, the company spokesman 
said. It does not mean, he insisted, 
that the company is switching 
from magazines to newspapers. 
The move is merely ‘fa temporary 
realignment.” 

The increased promotion and 
sale of No-Cal, non-fattening soft 
drink, is said to be one of the ma- 
jor reasons for a more intensive 
area promotion of Coca-Cola by 
local bottlers. 

While no figures are available 
on the amount of advertising done 
locally by Coca-Cola bottlers, ac- 
cording to National Bottlers’ Ga- 
zette, local bottlers of soft drinks 
of all types spent an estimated 
$45,000,000 for area advertising 
and point of purchase materials in 
1953. It is expected that this 


(Continued on Page 91) 


Last Minute News Flashes 


McCann-Erickson Gets Swift's Hams and Bacon 
Cuicaco, March 19—Swift & Co. today announced the following 


agency appointments: McCann-Erickson, Chicago, 


to handle its 


Premium hams and bacon (formerly with J. Walter Thompson Co.) 
effective Nov. 1, and its agricultural research, effective immediately; 
Bert S. Gittins Advertising, Milwaukee, to handle its animal feeds, 
farm plant foods and hatcheries in the U. S., effective June 1; Mc- 
Connell-Eastman, Toronto, to handle this part of the account in Cana- 
da. Needham, Louis and Brorby, Chicago, handled research, feeds, 
hatcheries and plant food until early in January, when it resigned the 
account and added part of the Wilson & Co. account (AA, Jan. 11). 


7-Up Calls for Doubled Ad Budget: $4,500,000 


St. Louis, March 19—Seven-Up Co. will double its advertising and 
promotion budget immediately, bringing the total to between $4,000,- 
000 and $4,500,000. The company has commissioned Selvend Corp., 
Kansas City, to manufacture a line of soft drink vending machines ex- 
clusively for Seven-Up. H. C. Grigg, president, said the company has 
had sales increases each year of the 24 years it has been in business. 
“In this silver anniversary year,” he said, “we are determined to get a 
substantially larger share of the soft drink market” (see Page 20). 

(Additional News Flashes on Page 95) 


GE’s Park Urges Admen 
to Face Need for Better 
Management, Planning 


Hor Sprincs, Va., March 19— 
The Assn. of National Advertisers 
centered its attention on the job of 
an advertising management man 
in a period of readjustment at its 
spring meeting ending here today. 

George B. Park, manager of ad- 
vertising and sales promotion of 
General Electric’s marketing serv- 
ices division, stated the theme of 
the conference succinctly in a 


For other news of the ANA 
meeting see Pages 82 and 95. 


keynote speech urging admen to 
face up to the need for better ad- 
vertising management and plan- 
ning. 

Mr. Park noted that business 
conversation is studded with words 
connoting readjustment and said 
that this might well be the “best 
advertised slump” ever to come 
upon the country. He said flatly 
that severe economic dislocation 
doesn’t have to happen if advertis- 
ing, sales promotion and selling 
can meet the challenge. 


® He noted that many green man- 
agements have had no experience 
in difficult periods, and he be- 
lieves that advertising men will 
have to keep their managements 
persuaded of sensible pricing deci- 
sions and public responsibility. He 
also believes that stop-and-go pro- 
duction schedules are disastrous, 
and he urged competent research 
to assist in sound scheduling. 

“We sincerely believe,” Mr. Park 
said, “that today’s advertising 
manager has the great opportunity 
—as never before—of becoming an 
extremely important and vital 

(Continued on Page 78) 


Magazines’ Direct 
Mail Men Exchange 


Subscriber Secrets 


New York, March 19—Direct 
mail experts for the circulation de- 
partments of America’s leading na- 
tional magazines, representing up- 
wards of 160,000,000 combined 
circulation, have been exchanging 
trade secrets. : 

Seated around long tables at the 
two-day second annual Circulation 
Workshop of the Direct Mail Ad- 
vertising Assn.—built around the 
theme, “The Subscriber ... How to 
Win and Hold Him”—they have 
discussed their own experiences in 
soliciting new subscriptions and 
renewals. 

Yesterday, four simultaneous 
round-table meetings took up 
problems of planning campaigns, 
designing mailing pieces, selecting 
lists, and developing other sources 
for winning new subscribers. Four 
more panels this morning ex- 
changed facts and figures relating 
to campaigns aimed at achieving 
renewals. 

(Continued on Page 8) 
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Starch in Pudding, 


Jell-O Imagination-and Money-Put 


Pie-filling Ads 


Photo and Cartoon Hands; __ 


Get Free Rein in General 


Foods ‘54 Jell-O Drive 


By Lawrence Bernard 

New York, March 18—Take a 
photographer who has 
worked in advertising, bring him 


together with a client that has|”~ 


imagination—and lots of money— 
and you have the formula respon- 
sible for some of the best ads of 
1953. 

In a recent issue of ADVERTISING 
Ace (March 1) five topflight art 


directors listed their nominations| | 4 
for the five best advertising art| @ 


campaigns of 1953. Four of the 
five selected the Jell-O pudding 
and pie-filling campaign, high- 
lighted by the striking photography 


ef Irving Penn. Two of the four|: 
also selected the Jell-O gelatin ads|° 


featuring children and, more re- 
cently, humorous illustrations of 
animals. 

. What goes into turning out these 
“)\ highly acclaimed advertisements? 


s “After years of no experience in 
advertising I was looking for 
something dramatic to work on, 
like U. S. Steel or General Motors 
—and what did I get? Pudding!” 
That’s the way Irving Penn de- 
scribes his initial reaction when 
Young & Rubicam asked him to 
try his camera at advertising 
photography. The pudding and pie 
filling campaign had been moving 
along on an even keel but the 
client, General Foods, and the 
agency were looking for some new 
“direction,” some sort of “airy” ad 
—they weren’t sure just what. 
Fred S. Sergenian, v.p. and art 
director at Y&R, had lunch with 
photographer Penn, whose main 
experience was in editorial fashion 
(Continued on Page 84) 


Robert Hall Boosts 
TV Schedule; Adds 
Ten New Markets 


New York, March 18—Robert 
Hall Clothes Inc. is expanding its 
television coverage this spring to 
bring it in line with its heavy radio 
schedule. 

The expansion coincides with the 
company’s entry into ten new mar- 
kets. With the addition of this 
territory, the clothing chain wil 
have 175 “super saiesrooms” in 
about 120 markets. 

A longtime booster of spot radio, 
Robert Hall is currently buying 
one-minute announcements anda 
newscasts on radio stations in 
about 100 cities. 


@ Last year the company’s tv 
schedule included 12 markets. 
This spring 75 are on the list. The 
tv schedule consists solely of spot 
advertising. Most of the radio and 
video announcements combine the 
Robert Hall jingle with selling 
copy. 

Robert Hall’s advertising ap- 
proach varies from market to mar- 
ket, with newspapers, radio and 
tv getting most of the budget. Ali 
three are not used in every case— 
except in larger cities—but in the 
aggregate the budget is divided al- 
most evenly among the three. 

Frank B. Sawdon Inc. is the 


agency. 


Burner Boosted to PR Head 
Ashley W. Burner, assistant pub- 
lic relations director of Anderson 
& Cairns, New York, has been pro- 
moted to public relations director. 
He succeeds John Dromey, who 
has resigned to return to Boston, 
and will announce his future plans 


never | * 


PERSPECTIVE SHOT—Sample of CHOICE 
photography now in use for Jell-O puddings 
and pie fillings is this full-color page 
scheduled for Life, April 19. 


Time Inc.’s MNORX 
to Bow in August 
(Read On, Read On) 


New York, March 17—MNORX. 
What did you say? 

I said, MNORX. 

That’s what I thought you said. 
Why don’t you lie down here. Can 
I get an icepack for your head? 

No, you idiot. That’s the name 
for Time Inc.’s new sports maga- 
zine, which they say will come out 
in August, and that’s probably 
very definite. 

MNORX? MNORX? I’m pretty 

sure my newsstand dealer would 
punch me in the nose if I came 
around murmuring MNORX to 
him, 
Well, I should explain, that’s not 
actually the name. The name will 
have five letters, according to 
Time, and MNORX is just a work- 
ing title. These working letters— 
MNORX—are “outstanding, typo- 
graphically attractive and take up 
just the amount of space” desired. 
Or so I’ve been told. 


# Well, shut my mouth and call 
me MNORX. Or, as Andrew 
Marvell might have written: 

But at my back I always hear 
Time’s winged MNORX hurry- 

ing near. 

Let me tell you some more about 
MNORX. 
Please do. 
It will have a controlled cir- 
culation of 500,000 “families,” 
and a b&w page will cost $3,200. 
Price will be 25¢, with subsorip- 
tions forming the base of circu- 
lation and newsstand copies “lim- 
ited.” Editorial pages will close on 
Monday night and copies will 
reach readers on Friday. Nice to 
have talked to you. Goodbye and 
MNORX. 
MNORX to you, chum. 


Name Sutherland-Abbott 
American Optical Co., South- 
bridge, Mass., has named Suther- 
land-Abbott, Boston, to handle all 
its advertising, effective June 1. 
This includes institutional and sun 
glasses advertising, which is pres- 
ently handled by Batten, Barton, 
Durstine & Osborn. For more than 
20 years Sutherland-Abbott has 
been handling the advertising for 
the safety products division of 
American Optical. 


Moves Copy, Art Departments 
The Los Angeles office of Cal- 
kins & Holden, Carlock, McClin- 
ton & Smith has moved its copy 
and art departments into larger 
quarters in the Citizens Wilshire 


early in April. 


Bldg. 


*. | days. 


Cigar Institute 
Stops Ad Program, 
Waits for Survey 


NEw York, March 17—The Cigar 
Institute of America has suspended 


:|its advertising pending results of a 


survey now being made to find out 
how people are thinking about 
smoking in general and cigar 
smoking in particular. 

The survey is being made for the 


‘ institute by Benton & Benton, 
| Princeton, N. J., and is expected 


to be completed within about 90 


This information was confirmed 


| | by Eugene L. Raymond, managing 
| director of the institute, who told 
_ .|AA that future advertising plans 
~ | will be ready some time in June. 


“The institute will spend the 


,| Same amount of money for adver- 


tising that it has been spending,” 
Mr. Raymond said, “but how and 
where we will spend it has still to 
be determined. Perhaps we will 


=. |continue to use newspapers as we 


have been doing,” he said, “but we 
want to know where we are going 
and why.” 


= Recently the institute has been 
spending about $300,000 a year in 
the Sunday sports sections of 97 
newspapers in 94 markets (AA, 
Dec. 14, ’53). Last year it upped 
its advertising budget $50,000. Pre- 
viously, its advertising was con- 
ducted in magazines, notably Life 
and The Saturday Evening Post. 
Benton & Bowles is the agency. 

The National Restaurant Assn. 
will support the promotional ef- 
forts of the institute in the intro- 
duction into the restaurant field of 
a smokelore place mat, manufac- 
tured by Morgal Co., Philadelphia, 
Mr. Raymond said. 

The restaurant association will 
distribute sample mats, manufac- 
turers’ literature and price lists to 
7,500 members as part of its regu- 
lar bulletin service. In addition, 
the Cigar Institute will distribute 
mats and order blanks to 1,200 
cigar factory representatives and 


distributor salesmen to introduce 
the mat into the restaurant trade. 
Price savings will be offered mem- 
bers of the restaurant association. 


Mottern Heads N.Y. Office 

Edward Mottern has been named 
v.p. in charge of the New York 
office of O’Neil, Larson & McMa- 
hon, Chicago agency. He has been 
associated with William Esty Co., 
Foote, Cone & Belding and Roy S. 
Durstine Inc. 


Steitz Joins ‘Better Living’ 
Philip W. Steitz Jr., formerly 
merchandising coordinator for 
Puck-The Comic Weekly, has 
joined the promotion staff of Bet- 


oy Sahat 
oe 


L,Meres fea pacity cence ek dei BS oe Foe 
intel Make ct 


* Sever “hes year Gipwn 1 Coot Siow snk gill ~~ 
SES ) 
Whew tedden. sine ieimenartic dale oiiiiaalion Relliiie > 
Cee ae 


Lleetettaaate king tee i ee 
heme eck ew Seeidh, tee:'aek Maa. we re 


PROMOTION TIE-IN—Members of National Restaurant Assn. will receive place mats 
like this from Cigar Institute to help promote cigar sales in restaurants. Institute has 
suspended its advertising temporarily pending results of new survey on smoking. 


NEw York, March 17—A great 
deal more evidence will have to be 
established before it can be deter- 
mined whether cigaret smoking is 
a major cause of lung cancer. 

This point was stressed last 
night by Dr. Milton B. Rosenblatt, 
associate clinical professor of med- 
icine, New York Medical College, 


Congoleum-Nairn 
to Start $5,000 
Contest March 23 


Kearny, N. J., March 17—A 
grand prize of $5,000 will be the 
reward for the Gold Seal resilient 
tile customer who gives Congol- 
eum-Nairn Inc. the best reason 
why she has bought the product. 

The contest will be announced 
March 23 on the “Mr. & Mrs. 
North” tv show, sponsored on al- 
ternate weeks over NBC-TV by 
Gold Seal, and in full-page ads in 
American Home, House Beautiful, 
Building Manual and Successful 
Farming. In addition to the top 
prize, there will be awards of 
automatic dryers, Laundromats 
and steam irons to runners-up. 

Gold Seal dealers who assist 
their winning customers will also 
be eligible to receive cash awards 
up to $500. 

To be eligible, a consumer must 
buy Gold Seal resilient tile for her 
kitchen floor between March 20 
and July 31, and the statement 
must be submitted on an entry 
blank available at Gold Seal deal- 
ers. The campaign is being backed 
with spreads in merchandising 
papers, ad mats, window display 
materials and point of purchase 
displays. 

McCann-Erickson, New York, is 


ter Living, New York. 


the agency. 


TROPICAL PRINTS—All-expense trips to Rio await the winners of General Electric 
Co.'s “Mystery of the Missing GE's” contest, now getting under way. Paul H. Leslie, 
tv sales manager, holds the glass while G. A. Bradford, radio and tv advertising 


‘manager, tries to match sample prints 


with those on the door knob hanger. 


More Evidence Needed to Establish Whether 
Cigarets Cause Cancer, Medical Group Told 


and visiting physician to the New 
York Medical College. 

“A great deal more research 
must be done before one can estab- 
lish the etiology [inquiry into the 
physical causes of phenomena] of 
lung cancer or, as a matter of fact, 
all cancer,” Dr. Rosenblatt said. 

“The recent ability to diagnose 
lung cancer, plus the fact that it 
occurs only in older age groups, 
which have increased tremen- 
dously during the past two decades, 
seems sufficient to explain the in- 
creased incidence of the disease. 
Although the incidence of heavy 
smokers (20 years or longer) be- 
tween 40 and 45 years of age is 
very large, the incidence of lung 
cancer in this group is negligible.” 


= Dr. Rosenbdatt explained that 
the span of life has steadily in- 
creased, and that there are now 
four times as many people age 65 
or over in the U. S. as there were 
in 1900. 

“The evidence pointing to smok- 

(Continued on Page 97) 


‘SEP’ Ad Splurge 
to Spark Hardware 
Week, April 16-24 


INDIANAPOLIS, March 16—The 
National Hardware Assn. expects 
up to 50 pages of hardware adver- 
tusing to appear in the April 17 
issue of The Saturday Evening 
Post, highlighting “irha Hardware 
Week.” 

A total of 586 wholesalers and 
more than 100 manufacturers are 
expected to underwrite the b&w ad 
splurge in the Post, with the asso- 
ciation taking the first two pages 
in color. Grey Advertising is the 
agency for the association. The 
Post was said to be selling directly 
to the wholesalers and manufac- 
turers, who will support 23,000 
hardware stores (Independent Re- 
tail Hardwaremen of America) in 
the selling drive. 


@ The retailers are expected to 
spend “millions” on newspaper, 
radio and tv advertising in their 
home communities during the 
week of April 16-24. Each retailer 
will receive a 400-piece promotion 
kit which will include 70 pennants 
showing different manufacturers’ 
products, giveaway booklets aimed 
at the do-it-yourself market and 
newspaper mats. 

To increase volume and boost 
store traffic, special merchandise 
values will be promoted “on an 
unprecedented scale.” 

The retailer who makes the most 
effective promotion effort will win 
a Chevrolet panel truck, and the 
wholesaler salesman who is most 
helpful to dealers in promoting the 
week will win an expense paid 
trip to the NRHA convention next 
‘July in San Francisco. 
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Attendance Is Down, But Chicago Auto Show 9% 


Visitors Look Like Prospects for New Cars 


CuHicaGo, March 17—The buyer’s 
market is apparent at the Chicago 
Automobile Show this year. 

The crowds are down, but still 
big. Attendance at last Friday’s 
preview for the auto trade, and 
during the first four days of the 
show, was 221,000, down slightly 
from the 234,000 for the same per- 
iod last year. 

But enthusiasm has turned to 
interest. There are fewer buyers, 
although many onlookers appear 
to be good prospects for new Cars. 
A spot check by AA today found 
a number of persons talking deliv- 
ered price, accessories and color 
with salesmen, indicating that the 
prospects will become buyers if 
the final price is right. 

The sole survivor of the big auto 
shows of the ’30s, the Chicago ex- 
hibition in recent years has been 
a good measure of public attitude 
toward buying new cars. It con- 
sistently draws from surrounding 
states, 
small towns do not have all models 
of each line on display and because 
the show is a good excuse to visit 
Chicago. 

In other major cities this year, 
closest thing to the show has been 
General Motors’ traveling Motor- 
ama. 


@ Several salesmen said _ that 
trade-in prices will determine how 
many sales actually are made. 
Most prospects were referred to 
dealers for the final haggling over 
how much the old cars will bring. 

Exhibitors and the Chicago Auto 
Trade Assn., sponsor of the show, 
have some $5,000,000 invested in 
the show, including the value of 
the vehicles on display. This year 
there is an increase in the number 
of special exhibits pointing up fea- 
tures of automobile construction. 
Cut-away cars and mockups show- 
ing operation of power brakes and 
power steering are plentiful. 
Gaudy engines, chromed to the 
tips of their fan blades, have been 
dissected and hitched to electric 
motors to show how the pistons 
move. 


s A departure from _ previous 
shows is the increased use of pitch 
women to deliver sales messages. 
Speaking through public address 


Retail Salespeople 
Need Sales Punch, 


Flarsheim Charges 


Tutsa, March 16—“The amount 
of time which is wasted by retail 
salespeople between customers, if 
properly used, could move more 
merchandise than all of the retail 
stores in America are now suc- 
ceeding in selling.” 

With this charge, Henry Flar- 
sheim, v.p. of Bozell & Jacobs, Chi- 
cago, punched across a “close that 
sale” in an address to the Tulsa 
Sales Executives Club today. 

Speaking before a rally of some 
1,400 salespeople, Mr. Flarsheim | 
charged his audience and their | 
trade colleagues with falling down | 
completely when it comes to fol- 
lowing up on sales prospects. He 
also urged them to make clear 
product-feature explanations a 
part of their “sales-closing” oper- 
ation. 


Mr. Flarsheim predicted that 


“we are coming into a_ period: 


where weak manufacturers, weak 
wholesalers, weak retailers and 
weak salespeople will be shaken 
out. 

“It is only when salespeople... 
get out of the habit of closing 
sales, that factories slow down and 
people are thrown out of jobs— 
and wolfish grins replace worried 
frowns behind the Iron Curtain,” 
he declared. 


primarily because most) 


systems, they point out the fea- 
tures of the machinery and strug- 


describe what makes it go. 


play is that of Plymouth division 
of Chrysler Corp. A sedan is in 
the background, behind a living 
room setting decorated in uphol- 
stery fabrics and plastics. 

After pointing out how automo- 
bile decor fits in with living rooms, 
the lady pitchman moves offstage 
to a smaller display to relate the 
‘history of auto paint and uphol- 
stery. 


s In addition to 19 makes of auto- 
mobiles and nine truck lines, a big 
attraction for the paying (90¢) 


| musical review featuring pretty 
girls, a real fountain and new 
/automobiles. The 21 girls were 
| picked in beauty contests conduct- 
ed by community and suburban 
newspapers, thus assuring plenty 
of press coverage. Sixteen elabor- 
ate costumes (worn in a produc- 
tion number keyed to CATA’s 50th 
anniversary) alone cost $5,000. 

An attraction tried for the first 
time at the auto show this year is 
the “Winners’ Circle,” a collection 
of stock cars and racers that either 
set speed records last year or won 
major races. Speed, however, is 
soft-pedaled by auto show officials 
in all mention of the circle. 
Instead, the emphasis is on “con- 
tributions to automotive advance- 
ment made by the racing fratern- 
ity,” felt to be a better public re- 
lations approach in these times of 
debate over Detroit’s “horsepower 
race.” 


# Auto show visitors appeared to 
be most impressed by the array of 
semi-custom and semi-sports cars 
displayed by major auto firms. For 
the most part the cars have bodies 
blended of Italian design and Buck 
Rogers styling set on basically 
stock American chassis. 
Chicago’s four daily newspapers 
—the American, Daily News, Sun- 
Times and Tribune—did well fi- 
nancially with their special auto 
show sections published last week- 
end. Most reported “record” ad- 
vertising, but actual linage ap- 
peared to be at about the same as 
last year’s total. The sections con- 
tained from 22 to 28 pages each. 


Three Appoint Kennedy 

J. H. Kennedy Advertising, Chi- 
cago, has been named to handle 
advertising for Caravan Tours, 
European travel service; Mayer 
Mfg. Corp., producer of advertis- 
ing specialties and premiums, and 
House of Dolls, maker of dolls and 
toys, all of Chicago. 


gle with copywriter engineering to | 


The most elaborate single dis-|| 


visitors is a spectacular, 55-minute | ~ 


| 


TIE--N—Paul 


Jones & Co.'s 

policeman is a direct tie-in with the distill- 

er’s new advertising slogan—"Change for 

the better.” The traffic lights are in Day- a : +o . 

Glo, and the displays were produced for tractor and Heating & Plumbing not be at a competitive disadvan- 

| approximately 75¢ apiece. Sigrist Display Merchandiser will move April 1 tage, since the “free” rule applies 
Ad 


miniature 


vertising, Chicago, produced it. 
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REGIONAL CONTESTS—This Aunt Jemima 

cake mix ad is one of a series running in 

newspapers to promote regional contests in 
the northeastern states. 


Aunt Jemima Cake 
Mix Boosted with 
Regional Contests 


Cuicaco, March 17—In an effort 
to give a strong promotional boost 
to its Aunt Jemima cake mix, 
Quaker Oats Co. is conducting an 
experiment in regional campaigns 
by running separate consumer 
contests in 24 major markets in the 
northeastern part of the country. 

Contestants are asked to write in 
25 words or less why they like 
Aunt Jemima cake mix. Each en- 
try must be accompanied by an 
Aunt Jemima cake mix box top. 
Prizes, ranging from Miami vaca- 
tion trips to wrist watches, are the 
same in each regional contest, but 
the number of prizes varies ac- 
cording to population of the mar- 
ket. 

The company, through J. Walter 
Thompson Co., decided upon the 
series of regional contests because 
it believes a local contest creates 
greater interest than a national 
contest. It was pointed out that 
beth housewives and grocers are 
more responsive when they know 
prizes will go to persons in their 
own communities. 


s Paving the way for the contests, 
which run from March 1 to May 1, 
was a series of two insertions in 
newspapers in each of the 24 mar- 
kets. The contests themselves are 
being promoted with three to four 
full-page insertions in newspapers, 
plus radio and tv spots. 

Through newspaper ad _ sales- 
men, Quaker Oats has developed 
a cooperative tie-in with local 
stores. Dealers are being encour- 
aged by separate contests offering 
prizes similar to those being 
awarded in the consumer contests. 

The campaign is being limited to 
the northeastern part of the coun- 
try because Aunt Jemima cake 
mixes are not yet marketed west 
of Cedar Rapids or south of Wash- 
ington, D. C. 


Autoette Appoints Meltzer 

Autoette, Long Beach manufac- 
turer of electric cars, has appointed 
Richard N. Meltzer Advertising, 
San Francisco, to handle its na- 
tional advertising. The Saturday 
Evening Post and other national 
magazines will be used in a cam- 
paign now being prepared. 


Loeser Joins Calkins & Holden 

Peter Loeser, formerly with 
/Monogram Art Studios and the 
| New York Times, has joined Cal- 
kins & Holden, Carlock, McClinton 
|& Smith, New York, as associate 
art director. 


Plumbing Papers Move 
Master Plumber & Heating Con- 


‘to 1170 Broadway, New York. 


'|Emerson Sets $75 


as Monthly Fee for 
Rental of Color TV 


New York, March 16—Emerson 
Radio & Phonograph Corp. has an- 
nounced that the rental fee for its 
color television sets (AA, March 
8) will be $200 for the first month 
and $75 a month thereafter. 

The announcement was made 
yesterday in a letter from Ben- 


—|jamin Abrams, president of the 


company, to Emerson distributors. 
He explained that the first month’s 
fee will cover delivery and instal- 
lation charges as well as instruc- 
tion in operating the receiver. He 
added that the monthly rental will 
include servicing at no additional 
cost. 


# Mr. Abrams’ letter to distribu- 
tors advised them that a consumer 
may lease a color set on a month- 
to-month basis “by signing a lease 
which provides that he may retain 
possession of the color receiver for 
as many months as he elects by 
making monthly payments in ad- 
vance in conformance with the 
terms of the lease.” 

Emerson’s president said receiv- 
ers will be leased to dealers who 
in turn will sub-lease them to con- 
sumers. The plan is to be confined 
at least temporarily to New York, 
Philadelphia, Chicago and Los An- 
geles. Deliveries for rental under 
the plan will start the first week 
in April, Mr. Abrams said. 


Senate Body to 
Hold Hearing on 
Postal Rate Bill 


WASHINGTON, March 17—In an 
unexpected reversal of position, the 
Senate post office committee de- 
cided today to go ahead with hear- 
ings on the administration’s $250,- 
000,000 postal rate increase bill 
without waiting for the outcome of 
the debate which has yet to be 
scheduled in the House. 

Until today Sen. Frank Carlson 
(R. Kan.), chairman of the Sen- 
ate group, has taken the position 
that his committee should mark 
time on the rate increase plan 
until it gets a bill from the House. 
After two visits to the White House 
yesterday, Sen. Carlson shifted his 
position, and obtained permission 
from the committee to schedule 
hearings on the rate bill some time 
during the first half of April. 


= The Senate committee would 
take up the original administra- 
tion bill, which provides for a 4¢ 
rate on out-of-town letters, a 2¢ 
rate on bulk third-class mail and a 
35% two-stage increase on period- 
icals. While the 4¢ letter rate re- 
mains, the second and third-class 
provisions were extensively modi- 
fied in the version of the bill ap- 
proved by the House post office 
(Continued on Page 6) 


From Corn Cures to Spray Deodorants— 
Mennen Co. Reviews 75 Years of Marketing 


New York, March 16—Mennen 
Co., a national advertiser for 
around 60 years, is celebrating its 
75th anniversary, dating its exist- 
ence from the day in 1878 when 
Gerhard Mennen, his pharmacist’s 
degree four years old, began to 
market from his Newark drugstore 
his own corn cure. 

From the beginning he envis- 
aged a national market for the 
products he knew he could prepare 
for the use of the general public; 


FTC Eases Up on 
Use of ‘Free’ by 
Book-of-the-Month 


WasHIncTonN, March 17—The 
Federal Trade Commission today 
eased up on a cease-and-desist 
order it issued in 1952, limiting the 
use of the word “free” by the 
Book-of-the-Month Club (AA, 
May 19, ’52). 

The order was one of a series the 
commission proposed at that time 
in an effort to crack down on the 
offers which book clubs were us- 
ing to attract new members. 

FTC’s order against Book-of- 
the-Month Club prohibited any use 
of “free” if the offer was not in 
fact a gift or gratuity. While the 
order was upheld by the U. S. 
court of appeals for the second cir- 
cuit, FTC subsequently adopted a 
new attitude toward “free” which 
permits advertisers to use the 
word, provided the limitations are 
clearly and conspicuously ex- 
plained. 


s In today’s action FTC rejected 
a petition by Book-of-the-Month 
that the entire case be dropped. 
Instead, it substituted a new 
“standard” free policy for the 
“tough” policy originally applied 
against the Club. 

In refusing to dismiss the case 
FTC said Book-of-the-Month had 


failed to disclose the conditions of 
_its offer, and had actually violated 
{the more moderate position on 
“free” that is now being applied. 


FTC pointed out that the Club will 


to all its competitors. 


and his success, first as an indi- 
vidual, then as founder and head 
of Gerhard Mennen Chemical Co., 
was built on steady and deter- 
mined work along this line. 

Mennen Co., as the name has 
been for some years, is well pre- 
pared for its Diamond Jubilee 
year. It is comfortably ensconced 
in a handsome new $3,000,000 
plant near Morristown, N. J., into 
which it moved last year, and is 
otherwise as soundly established as 
possible, with the largest line of 
products in its history. 

Published on March 16 by Mc- 
Graw-Hill Book Co., a little vol- 
ume by Alfred Lief entitled “The 
Mennen Story” recounts in detail 
the history of the company from its 
beginning down to date, including 
the earliest advertising (a varia- 
tion of the once-familiar medicine- 
show technique) and the tireless 
search by Gerhard Mennen and his 
associates for the perfect product, 
the perfect package and the best 
possible label. 


# From Founder Mennen’s own 
energetic and effective sales work 
in a horse and buggy setup, cover- 
ing sections of New Jersey, Penn- 
sylvania and New York, the selling 
force was built up to the point 
where today it covers 300 drug 
wholesalers, 200 non-drug whole- 
salers and a wide variety of other 
outlets for the Mennen line. 

With the untimely death of the 
founder in 1902, at the age of 45, 
the company went ahead steadily 
under the direction of the young 
widow, aided as time went on by 
her son, William Gerhard Mennen, 
a Cornell graduate who joined the 
organization in 1908, became a v.p. 
in 1912 after working up from the 
bottom, and moved into the presi- 
dency on the death of his mother 
in 1916. 

“Bill” Mennen, as he is known in 
the company and by those who do 
business with it, is credited with 
the drive which has lifted the com- 
pany to its present level of solid 
success, and with having been re- 
sponsible for the development, for 
example, of the first talcum pow- 
der exclusively for men. 


(Continued on Page 96) 
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‘American Builder’ 
Hits Record $280,000 
Ad Revenue in April 


CuicaGo, March 18—The April 
issue of American Builder, its an- 
nual catalog-directory number for 
the light construction industry, 
closed with the largest advertising 
revenue ever recorded by a build- 
ing industry publication, it is be- 
lieved. 

Total revenue represented by 
302 advertising pages out of an 
over-all edition of 584 pages is 
more than $280,000, C. J. Wage- 
man, publisher of the Simmons- 
Boardman magazine, said. Largest 
advertisers in the issue are Gen- 
eral Electric, with eight pages, 
Westinghouse, with six, and U. S. 
Plywood, with six. 

The minimum page rate of Amer- 
ican Builder, based on paid circu- 
lation of 100,000, is $850. The aver- 
age rate for the pages carried in 
this issue is $927. 

New features in this annual ref- 
erence number are a bibliography 


of the building industry, covering 
68 pages, and a dealer listing serv- 
ice, used by many manufacturers 
to identify their local sources of 
supply. 

The record for the largest dollar 
volume of advertising in a single 
issue of a business paper thus far 
published is believed to be held 
by Factory and Electronics, both 
McGraw-Hill publications, which 
exceeded the American Builder 
figures in issues published in 1953. 


Ryerson Promotes Evans 
to Market, PR Director 


Keith J. Evans, advertising and 
sales promotion manager in charge 
of market research, sales analysis, 
sales promotion, advertising and 
public relations for Joseph T. Ry- 
erson & Son, Chicago steel pro- 
ducer, has been promoted to di- 
rector of marketing and public 
relations. Lowell M. Bennett, for- 
merly in charge of sales promo- 
tion, has been advanced to adver- 
tising and sales promotion man. 
ager. 

Other appointments in the de- 


Advertising Age, March 22, 1954 


each of sales analysis: Waiter «| ighlights of the Week’s News 


Creal, assistant manager of pub- ee ee 


to the Washington Post by Chi- 
cago Tribune for over $8,000,000, 
ending morning newspaper 
9, eR On Patra Page 1 
_Adman’s job during the readjust- 
| ment period gets the spotlight at 
_ Assn. of National Advertisers 
conference 


/MNORX it is, says Time Inc., talk-. 

ing about the working title of 
_ its new sports magazine to bow 
lic relations; John W. Atkinson,, im August .............. Page 2 
manager of advertising produc- Jell-O project is photographer’s 
tion; Norman T. Redmond, editor | joy, once he gets used to letting 


of “Ryerson News,” and Bertil E. | cos rear : 
nie | his imagination play with pro-| 
Anderson, assistant manager of, saic pudding ............ Page 2 


market research. 
Automobile show draws fewer 


Lowell Bennett Keith Evans 


‘LH]’ Names Gebauer, Lillis 
Harry L. Gebauer, formerly with : 1 leg wings 
the Journal of Commerce, and 8 Price is right ...... Page 3 
Paul B. Lillis, formerly with Ham- Senate postal committee reverses 
ler Industries of Chicago, have itself unexpectedly, decides to. 
joined the Cleveland sales staff of | 


hold hearings on rate hike bill 
Ladies’ Home Journal. 


before House acts ...... Page 3 


¥OU 


for Safety.” 


You can count on response from the Omaha World-Herald 
... because the World-Herald is read by THREE OUT OF FIVE 
families in the $2-Billion Nebraska and Western Iowa market. 
No other one medium so thoroughly influences this rich market. 

This year you can count on even greater response from the | 
World-Herald . . . because it’s Centennial Year in Omaha and | 
in Nebraska. The whole market is in a celebrating . . . buying... 


CAN COUNT ON 


esponse x 


_ a can count on response from the World-Herald . . . because 
its readers know its long tradition of sparking enthusiasm and 
interest. Ask any midwestern farmer about the World-Herald’s 
part in developing soil conservation. Ask any Omaha business- 
man about the World-Herald’s assist to industrial development. 
Ask ANYBODY in the area about the World-Herald’s “Crusade 


SPENDING mood. 


To get your share of the ready response in this spending 
market, be sure to include the World-Herald on your schedule. | 
Contact your nearest O'Mara and Ormsbee office now. 


* 34,000 PAID Orders in two months: Christmas Day, 1953, 
The World-Herald ran a full-color reproduction of a painting 
of Christ. Requests for prints began pouring in, although no 
offer had been made. The World-Herald then announced that 
reproductions would be made available at cost. During January | 
and February, more than 34,000 copies of the painting were | 


purchased by readers. 


Omaha World-Herald 


O’Mara and Ormsbee, National Representative 
New York «+ Chicago * Detroit * San Francisco * Los Angeles 
255,317 Sunday 


Publisher’s Statement as of September 30, 1953 


247,582 Daily 


‘Toy field shows trend toward in- 
creased summer and early fall 
promotions, Toy Manufacturers’ | 

| head reports .......... Page 10 


_Two brewers prepare invasion of 
soft drink market using carbon- 
ated beverages in 12 oz., flat-| 
WI GERD b.6 ose daccvows Page 20) 

Plastic housewares will get a big 
push from Dow Chemical when 
the company joins fabricators in| 
their first co-op effort ..Page 28 

Merrill Lynch 1953 ad budget tops. 
$550,000, with the stock broker- 
age firm using newspapers, di- 
rect mail and film ...... Page 29 

U.S. Information Agency chief) 

' urges business firms to adopt | 


Advertising Market Place ....80 
Along Media Path .......... 60 
Coming Conventions ......... 90 
Creative Man’s Corner ...... 70 
Department Store Sales...... 83 
GEE Gd. cedcewe és seneeee 12 
Employe Relations .......... 73 
| Eye and Ear Dept. .......... 73 


_Farm Publications Linage ... .86 
Getting Personal 


joint effort approach to overseas 
public relations ........ Page 32 
“What’s new in displays” is pic- 
tured and described by AA in 
two pages of photos of latest 
oe Pages 36, 44 
Canadian broadcasters make first 
study to determine who uses lo- 
cal radio north of the border, 
and what happens ...... Page 38 
British industrialists are scored by 
agency head for dragging their 
feet when it comes to spending 
ad money 


Five rules of point of purchase 


display design are outlined by 
POPAI show chairman in Ad- 
vertising Requirements ..Page 46 


research director draws ques- 
tions from research men, es- 
pecially those in other me- 
dia 
Florida Citrus Commission to re- 
view J. Walter Thompson Co. 
bid for the over-$2,500,000 ac- 
count next month ...... Page 53 


Big brands threatened by changes 
in consumer psychology, more 
powerful ad techniques, says 
Tatham-Laird exec. v.p. Page 56 

Daytime tv gets nod from Renuzit 
after tests of newspapers and 
supplements show tv has 17% 
better pull 

Hard-hitting punch lines are good, 
but only when based on fact and 
not straining credulity, Woolf 
says, giving examples ..Page 69 

Unadvertising-like illustration and 
good layout combine to produce 
two ads that score well with the 
Creative Man .......... Page 70 


REGULAR FEATURES 


Looking at Retail Ads ........ 74 
Merchandising Ideas ......... 16 
oo Ee eee rrr 91 
Photographic Review ........ 92 
Production Tips ............. 74 
MOOG TEMG. os cscciccccses 12 


Salesense in Advertising 
This Week in Washington ... .64 
Voice of the Advertiser ...... 716 
What They’re Saying 


The man on the right usually 
listens to sales talks ... but here 
you see him making one. At least 
once a year Account Executive 
Jerry Cowen does “on the spot” 
selling for our client, A. T. & T. 
He returns to Madison Ave. with 
renewed insight into the client’s 
problems .., and a better knowl- 


(ADVERTISEMENT) 


... selling ‘yellow pages’ space in Bridgeport 


edge of how to overcome them in 
the advertising he supervises. 
All our creative people find out 
more about their clients’ business 
by working for them in the field. 
We feel this helps us make more 
ads that “mean business.” 
Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N. Y. 
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THE KEYSTONE OF COMMERCE 


The BU—the Buying Unit, is the keystone of commerce. A Buying Unit is 
usually a family—two to a dozen individuals whose wishes, wants and 

buying power are tied together and shared. Nowadays, a BU often equals two 
or more breadwinners—the Head Guy and maybe his spouse or a maiden aunt. 


The BU is what makes cash registers wear out. It is the molecule 

of marketing—one whole customer for a baby carriage, a refrigerator, 

a chip-proof nail polish. Or a bar of soap. Or a trip to Aspen. The BU 
supports the whole framework of our economy, from the lobby newsstand 
to the multi-billion dollar corporation. 


The BU is the pride of America, the bane of the soap-box orator. 

It keeps booms booming, taxes flowing, employment growing. Economists 
consult over it, politicians palaver over it. The BU gets poked and 

prodded and pulsed and pushed around. But it always comes back for more. 


Back to the community supermarkets. Back to the corner drugstores. 
Back to the new car showrooms. 


These days most BU’s are able to buy most anything you have to sell. We said 
BU’s are able to buy. What makes BU‘s willing to buy? This is an important 
distinction—like the difference between the hole and the doughnut. 


Somewhere, sometime, the individual members of the household have to 
meet and agree to joint action in the market place. Mostly these councils 

on what-to-buy are held in the quiet of the home, with a family 

quorum present. Mostly they are held on Sunday, the time of least distraction. 
Mostly they are held over and around sections of the Sunday paper. 


And if you are there and ready with the right goods when the potential 
customers decide, when the BU changes from able to willing, 
you share the first doughnut. Otherwise you share the hole. 


So much for the BU—the economists’ basic unit of measurement. 


But wouldn't it be a miraculous and wonderful thing if you could sit in 

on a million family councils this Sunday? Be there while a million BU‘s 
were changing from can do’s to will do’s? Better still, wouldn't it be a super 
miracle to sit down simultaneously this Sunday with over 10,500,000 BU’s! 


Get ready for a 52-layer super miracle: For every Sunday in the year 

THIS WEEK Magazine lays this marketing miracle in the lap of American 
business! Ten and a half million BU’s gathered in ten and a half million 
separate buying huddles. Yet when they emerge to buy they’re all handy to 
the nation’s handiest markets—the great cities and their satellite communities. 


How is this miracle worked? Well, THIS WEEK’s editors know what people 
like to read on Sunday. What one BU likes to read on Sunday. What ten BU’s 
like. What ten and a half million BU’s like. This perceptive understanding 

of the Sunday reading taste has produced a publishing miracle the like of which 
has never happened before. And with a pint sized or a page sized 
advertisement the man who wants to meet a will do BU can do it in 

THIS WEEK, any Sunday, every Sunday—ten and a half million times over! 


Last year 422 advertisers spent $26,822,080 in THIS WEEK to watch 
that economic marvel, the BU, perform miracles for them. 


AMERICA’S LARGEST ° 
FAMILY MAGAZINE This Week 


MAGAZINE 


SHARES THE POWER AND PRESTIGE OF THESE 34 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun The Uacksonville) Florida Times-Union The Pittsburgh Press 

The Birmingham News Los Angeles Times (Portland) Oregon Sunday Journal 
Boston Sunday Herald The Memphis Commercial Appeal Providence Sunday Journal 

The Charlotte Observer Miami Daily News Richmond Times-Dispatch ; 
Chicago Daily News The Milwaukee Journal (Rochester) Democrat and Chronicle 
The Cincinnati Enquirer Minneapolis Sunday Tribune St. Louis Globe-Democrat 
Cleveland Plain Dealer The New Orleans-Times-Picayune The Salt Lake Tribune 

The Dallas Morning News States San Antonio Express and 

Des Moines Sunday Register New York Herald Tribune Sunday San Antonio News 

The Detroit News Norfolk Virginian-Pilot San Francisco Chronicle 
The Houston Post The Philadelphia Sunday Bulletin The (Spokane) Spokesman-Review 


The Indianapolis Star The (Phoenix) Arizona Republic The Washington Sunday Star 
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RETAIL DEALER ADS 
Yours or Your Competitors 
From newspapers and 


magazines published 
throughout t sete. 


Write for 


165 Church St., N. Y. 7 
BA 7-5371 


WDGY Will Be Mutual Affiliate 

WDGY will replace WLOL as 
the Minneapolis affiliate of the 
Mutual Broadcasting System, ef- 
| fective March 29. WLOL as of that 
| date will begin operating as an 
independent. 


Names Reiner Sales Head 
Manny Reiner, who formerly 
was associated with Louis G. Cow. 
an Inc. and Prolckter Productions, 
has been named general sales man- 
ager of Westward Productions, 


New York producer-distributor of 
motion pictures for tv. Mr. Reiner 
will keep his post as foreign man- 
ager for Samuel Goldwyn Produc- 
tions, in addition to his new duties. 


Y&R Appoints Gribbin, Feldman | 


Postal Rate Bill 


Young & Rubicam, New York, 
has appointed George H. Gribbin, 
v.p., copy director. He will be in 
charge of all copy for publication, 
radio and television advertising. 
Charles Feldman, associate copy 


‘director, has been promoted to v.p. 


GENERAL AND AUTOMOTIVE 
ADVERTISERS used The 


CHRONICLE 
EXCLUSIVELY! 


Yes... 


872 advertisers 


1,396,409 lines, 


“The CHRONICLE 


ALONE 


can do the job!” 


PROOF The Chronicle is Houston's 
Most RESULTFUL Medium! 


43 


Consecutive Years 
of Leadership in 
Advertising and 
Circulation. 


he 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE BRANHAM COMPANY — National Representatives 


# 


Source: Media Records 1953 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


ee 


Senate Body to 
Hold Hearing on 


(Continued from Page 3) 
committee last month. 

The House Republican leader- 
ship has not indicated when the 
rate bill will be called up for de- 
bate. Meanwhile, House Democrats 


opposed to the 4¢ rate on letters, 
and rebel Republicans are expres- 
sing hope that a coalition will be 
formed which will send the rate 
bill back to the House committee. 
Despite the reports of sharp op- 
position, however, administration 
leaders have not been openly pes- 
simistic about the chances of pass- 
ing the rate bill. According to 
members supporting the bill there 
is widespread recognition in the 
House that Congress cannot ap- 
prove pay increases for postal 
workers unless it also provides 
rate adjustments to hold down the 
department’s operating deficit. 


= Members of the Senate post of- 
fice committee have displayed 
little enthusiasm for the rate bill. 
But the same factors which rescued 
it from a hostile House committee 
might eventually influence the out- 
come in the House. 

These factors are: 

1. Loyalty to the administration. 

2. A desire to find revenue to 
offset some of the tax reductions 
now being approved. 

3. A desire to vote pay increases 
for postal workers. 


# On the other hand, there are at 
least three factors which work 
against a rate bill: 

1. Reluctance to approve a 4¢ 


are reported to be overwhelmingly | 


WILLIAM O. HILL has been promoted to 

the new post of sales promotion manager 

for the Dodge division of Chrysler Corp., 

Detroit. He joined the company in January, 
1952. 


letter rate in an election year. 

2. Reluctance to raise business 
operating costs during the present 
period of uncertainty. 

3. Confusion over the actual 
needs of the post office depart- 
ment. 


RCA Making Color TV Sets 


Radio Corp. of America, New 
York, has begun production of 
color tv receivers, three months 
ahead of schedule. According to 
Frank M. Folsom, RCA president, 
tricolor picture tubes are being 
turned out at the rate of 2,000 a 
month. Some of them are being 
shipped to other set manufactur- 
ers. On March 26, representatives 
of tv set makers will visit RCA’s 
Bloomington, Ind., plant to see 
the commercial color receivers in 
production. At that time they will 
get manufacturing drawings and- 
other details on the RCA color set. 


Opens Raleigh, N.C., Office 

On June 1, Robert F. Porter Co., 
Winston-Salem, N. C., will open 
a branch office in Raleigh, N. C., 
in the Raleigh Bldg. 


METROPOLITAN 
OAKLAND’S 
GREAT NEWSPAPER 
Only The Tribune, with the Greatest 
Home Delivered Circulation in North- 


ern California, gives complete coverage 
of the Metropolitan Oakland Area 
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tonight millions of families will 
be reading the Post. They’ve been at 


it for days. For every page of the Post 


156 in March 20 issue) is read. Each mem- 
ber of the family’ returns to the articles, 
stories and serials several times. And 
each time they go window-shopping 
in America’s most colorful market. Only 
The Saturday Evening Post delivers 


THIS IS ON ME 
By Bob Hope 


March 20,1951 - /%¢ 


this kind of reader- post = 


ship fitty-two times a le 


year. The Post gets to 


q 


‘ the heart of America. 


*Among Post families, the Post is read by 92% of the wives, 95% of the husbands, 88% of the 
doughters and 89% of the sons 10 years of age or over (from The Measure of a Magazine). A CURTIS MAGAZINE 
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Magazines’ Direct 


Mail Men Exchange 
to increase sales...and decrease costs Subscriber Secrets 


(Continued from Page 1) 
° ° ° j Unique among workshop setups 
advertise more in newspapers im 754 was'tie'cstabishment ora cireu 
ee ee lation court of appeals” consisting 
of experts Walter Belknap, Time 
Inc.; Lowell Shumway, McCall’s; 
G. T. Zignone, Parents’ Magazine; 
William H. Hoffman, Audit Bureau 
of Circulations, and S. O. Shapiro, 


because... 
In 1954, MORE people are spending MORE time reading newspapers 


than ever before in the history of America, and they are spending Saute 

MORE money for their newspapers. Clad in somber judicial robes 
The price of newspapers to the reader has constantly increased in these five publishing executives 
recent years, yet newspaper circulation has continued to increase— were on hand during the two-day 
in 1953, to a new high of 54,472,286. session to review problems arising 
The people WANT their newspapers, and they PAY for their news- on special subjects such as postal 
papers, and they DESIRE high advertising content. laws, accounting procedures, news- 


The significance of these facts deserves the profound consideration stand sales, and other matters re- 
of American manufacturers and their advertising agents. lated to circulation. 

Addressing the opening luncheon 

Published in the interest of all newspapers by yesterday (Thursday) ’ Lawrence 

Moloney, Regan & Schmitt Chait, Time Ine., president of 

Representing Newspapers Only DMAA, outlined projects now be- 


ing undertaken by the organiza- 
*/tion in furtherance of what he 


A century is heard in a single note 


The tonal brilliance of the Steinway Centenary piano sings of unhurried 
artistry. In every note ring the golden overtones of a hundred years of pains- 
taking craftsmanship. 


For this is the year of the Steinway Centennial. And this is the greatest 
Steinway of them all. Its graceful, effortless lines define an instrument that is 
one with the musician—reflecting his talent, responding instantly to the subtle 
shadings of his touch. 


National advertising points out to millions the dedication to perfection 
which has made Steinway the Instrument of the Immortals. 


We have served Steinway & Sons for more than half its hundred years. 
te 
N.W. AYER & SON, INC. 
Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 
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called its “new look.” During the 
coming week, he said, the first of 
a continuing series of monthly case 
histories will be distributed among 
the association’s membership, dis- 
cussing in detail unusual direct 
mail problems and their actual 
solution by member organizations. 


s A direct mail code of ethics, Mr. 
Chait told the 130 circulation peo- 
ple present, is being drafted “to 
clean out the dirty fringes of the 
industry.” Personnel on the draft- 
ing committee include representa- 
tives of the advertising trade press 
and representatives of the Post 
Office Department. 

The next regular meeting of 
DMAA’s board of governors, in 
Chicago May 6, will hear the first 
report of another committee work- 
ing on the prospect of drawing up 
an audit bureau of mailing lists, 
Mr. Chait revealed. In addition, in 
conjunction with the National 
Assn. of Postmasters, research is 
being carried on which it is hoped 
will lead toward the establishment 
of a National Postal Service Acad- 
emy, whose function it will be to 
train postal workers in the opera- 
tion of efficient postal systems. 


Cunningham Elected President 
of C&W; Walsh Board Head 


John P. Cunningham, who has 
been exec. v.p. of Cunningham & 
Walsh, New York, has been named 
president of that agency. Fred H. 
Walsh, who served as_ president 
since Newell-Emmett Co. became 


Fred Walsh John Cunningham 


C&W in 1950, moves up to chair- 
man of the board. 

Mr. Cunningham will continue 
to direct creative activities for the 
agency’s 33 clients, while Mr. 
Walsh will continue devoting his 
time to Liggett & Myers Tobacco 
Co., largest of the clients. 


Sande Rocke Names Ingeman 

Milton S. Ingeman, formerly 
merchandising manager of War- 
wick & Legler, New York, has 
joined the staff of Sande Rocke & 
Co., New York producer of sales 
promotion materials and direct 
mail advertising, as v.p. of mer- 
chandising and sales promotion. He 
has formerly been associated with 
Schenley Industries, National 
Distillers, Park & Tilford, and 
Avon Drug Co. 
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The Phoenix Republic and Gazette heads straight 


M 
WHERE THE HONEY IS 


in the $1-billion Arizona retail market ! 


Your advertising really makes a beeline for business 
when you place it in The Phoenix Republic and Gazette! 
That's because 83.4 per cent of The Republic and 
Gazette's circulation is packed into the Phoenix Metro- 
politan Area where more than half Arizona’s $1-billion 
retail sales is registered. What's more, a whopping 
91.5 per cent of The Republic and Gazette's circulation 
blankets the Phoenix City and Retail Trading Zones with 
61 per cent of all Arizona retail business. Every one of 
the 143,353 copies of The Republic and Gazette is a 
worker — harvesting record sales for your product 
when you advertise in The Republic and Gazette. 


THE PHOENIX REPUBLIC & GAZETTE 
PHOENIX, ARIZONA 
REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
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Pay-As-You-See TV 
Test Averages $10 
Per Month Per Set 


PaLM SPRINGS, CAL., March 16— 
Telemeter, pay-as-you-see system 
now in operation here, has aver- 
aged a return of $10 per month per 
set, according to Carl Lesserman, 
International Telemeter Corp., Los 
Angeles. Mr. Lesserman added that 
this is well above the level ex- 
pected at this stage. 

The company has released this 
summary of the first full month of 
operation: 71 sets of the 512 con- 
nected to the Palm Springs Com- 
munity Television System were 
equipped with Telemeter when the 
first subscription telecast was 
made on Nov. 28. A total of 148 
out of 614 were connected to Tele- 
meter as of Jan. 30. 

The opening telecast—of the 
Notre Dame-USC football game— 
was seen by an estimated 97% of 
all subscribers. First-run pictures, 
run on the same day and date as 
at the local theater, averaged an 
85% sell-out via Telemeter. Pic- 
tures shown via Telemeter two 
weeks to six months after the local 
theater showing hit 50-60% of 


Paste 

= The price of the programs 
varied from 25¢ for the Rams-Colts 
professional football game to $1.35 
for the first-run pictures, “Forever 
Female” and “Here Come the 
Girls.” Each picture was shown 
twice nightly, and the price for the 
first showing entitled the viewer to 
see the second show. 

The Pro Bowl football game in 
Los Angeles, a Southern California 
exclusive for Telemeter, was 
priced at $1, and showed an 88% 
sale. ~ 


Buy Salt Lake City Agency 

Smith Advertising Agency, Salt 
Lake City, has been sold by Ralph 
Smith to Roy E. Morrissey and 
Don Gorder, former associates of 
Mr. Smith. The agency will be 
located at 235 S. Main St. under the 
name of Smith-Morrissey Agency. 
Mr. Smith will remain active only 
with the publication of the Utah 
State Medical Assn. Bulletin, issued 
monthly. 


Rosten Leaves DuMont 

Irwin Rosten has resigned as 
manager of news and public af- 
fairs of the DuMont Television 
Network, New York. He had been 
with the company for four years. 
Mr. Rosten plans to move to the 
West Coast after a brief vacation. 


IMPORTANT ENOUGH TO 
MAKE AN ISSUE OF .. . 


The business future is a subject of ma- 
jor importance to all of us, including 
the millions of young people in school. 
That’s why we've made it the subject 
of our March 17 issue, with the theme, 
“Faith in the Future.” Would you like 
to see how we interpret industry's expan- 
sion program to high-school students, 
and how some leading corporations 
themselves address our readers? We'll 
be glad to send you a copy of the 
March 17 INDUSTRY issue. Just write to: 


SCHOLASTIC 
MAGAZINES 


33 West 42nd Street, New York 36, New York 
75 East Wacker Drive, Chicago 1, Il. 


| products. 


‘Schlegel Names Rumrill 
| Charles L. Rumrill&Co., Roches-| 
ter, has been named to handle ad- 
| vertising for Schlegel Mfg. Co.,| 
Rochester maker of textiles for the | 
automotive industry and _ other! 


Names Bearden-Thompson 
Bearden-Thompson-Frankel, At- 
lanta, has been named to handle 
advertising for Frozen Food Fac- 
tors Inc., Atlanta. Newspapers, 
radio and television will be used. 


Reliance Names Ferber A. M. 

Reliance Mfg. Co., Chicago, 
has appointed Arnold Ferber, for- 
merly with Posner-Zabin Advertis- 
ing, advertising manager. He will 
make his headquarters in New 
York. 


Miller Elects Simpson V. P. 

Miriam Simpson, account execu- 
tive with Miller Advertising, New 
York, has been elected a v.p. She 
has been with ‘he agency since 
1951. 


Miss Krafi to Gardner-Morris 


Ellen Kraft, formerly a copy- 
writer for Denhard & Stewart, New 
York agency, has been named an 
account executive of Gardner- 
Morris Associates, New York public 
relations consultant. 


‘Parade’ Adds ‘Times’ 

The St. Petersburg Times will 
begin distributing Parade on April 
18. The supplement will have 45 
distributing mewspapers at that 
time. 
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Sevenair Elected to Board 

Robert S. Sevenair, v.p. for in- 
dustrial relations of Stahl-Meyer 
Inc., New York, has been elected 
to the board of directors and has 
assumed the additional duty of v.p. 
for operations. 


Bolsey Appoints Wexton 

Bolsey Corp. of America, New 
York, has appointed Wexton Co., 
New York, to handle its advertis- 
ing. Ben Sackheim Inc., New York, 
is the previous agency. 
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The proved ability of overhead materials 
handling equipment to make major contribu- 
tions to lower production costs gives us par- 
ticular incentive to design great reliability 
and efficiency into our equipment. For many 
years, we have found Product Engineering an 
outstanding source to the new ideas in design 
engineering we constantly seek. 


K. R. Weise, Chief Engineer 

Cleveland Tramrail 

The Cleveland Crane and Engineering Co. 
Wickliffe, Ohio 
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Dean & Schultz PR Bows 

Phil Dean, formerly publicity 
director of WNBC-WNBT, New 
York, and Burt Schultz, previously 
with Benton & Bowles, have 
formed a public relations and pub- 
licity company, Dean & Schultz, 
at 28 W. 44th St., New York. 


O'Connor to Hicks & Greist 

Giles O’Connor, former motion 
picture producer, has joined Hicks 
& Greist, New York, as a radio-tv 
copywriter. 


Drug Makers Urged 
to Train Detail Men 
in Better Selling 


New York, March 16—Better 
selling by the pharmaceutical man- 
ufacturer’s detail force, which for- 
merly was not even supposed to do 
actual selling, was urged on mem- 
bers of the Pharmaceutical Adver- 
tising Club of New York last week 
by Walter L. Griffith, Detroit man- 


ager of the promotion department 
of Parke, Davis & Co. 

Pointing out that while sales are 
down, there is a fair prospect of 
1954 drug sales of $1.5 billion, Mr. 
Griffith asserted that the sales and 
detail men of the industry must be 
selected and trained to make the 
most out of their calls on physi- 
cians, each such call costing be- 
tween $4 and $10. The aggregate 
cost of calls in which the 15 min- 
utes or so which the busy physi- 
cian can give are devoted to poli- 


tics or discussions about the farm- 
er’s daughter, instead of to selling, 
is very high, the promotion | execu- 
tive said. 

This is also true of any call that 
does not click, for any reason, in- 
cluding the following which he 
enumerated as contributing to in- 
adequate results from the indus- 
try’s sharply increased tempo of 
advertising and promotion: 


@ 1. Lack of knowledge of the 
product or products which he is 


He Leads Design at Cleveland Tramrail 


HE READS PRODUCT ENGINEERING 


You advertise here 


to reach and sell 


the design-engineering leaders throughout the giant, 
73-division Original Equipment Market 


The 26,000 paid subscribers to Product Engineering offer you one of industry’s 
greatest concentrations of buying power. In each of the Original Equipment — 
Market’s 73 divisions,* these men decide whose parts, materials, components, 
and finishes will help to make industry’s new machinery, equipment, and 
appliances more reliable, more efficient, and more saleable. And their decisions 
in respect to your products will basically influence the profile your sales curve 
will take this year, and every year. 


This simple fact makes Product Engineering an uniquely powerful adver- 


tising force in industry . 


. . so powerful that over 800 advertisers last year 


placed 4,422 pages in this magazine’s 13 brilliant issues, to make it first again, 
by a wide margin, among design publications, and second among all monthly 


magazines. 


In a year when strongly competitive markets put an ever-growing premium 
on better product designs, design engineering’s voice will more than ever dic- 
tate who gets the business in the $30-billion O.E.M. 


And nowhere can you more surely influence design engineering’s voice than 
in the only design magazine 26,000 design engineers voluntarily seek and pay 
to read. If you don’t have all the facts about Product Engineering’s LEADER- 
SHIP in the O.E.M., make sure you ask for them today. 


*Write, or ask your Product Engineering representative, for a - 
copy of our Original Equipment Market Identification Chart. 


The McGraw-Hill Magazine 
of Design Engineering 


McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3 * Boston 16 © Chicago 
Cincinnati 8 * Cleveland 15 * Dallas 1 * Detroit 26 
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trying to sell. 

2. Inability to recognize the im- 
portant selling factors involved. 

3. Inability to organize and sell 
a program. 

4. Inability to utilize and to have 
always available effective selling 
tools. 

Detail men can easily offend 
physicians by an attitude of supe- 
rior knowledge, Mr. Griffith em- 
phasized, referring to the fact that 
the ideal detail man was formerly 
thought to be a physician, whereas 
now most of them are graduate 
pharmacists. He added that Parke- 
Davis has found the non-technical 
graduate to be best of all, as com- 
pared with a pharmacist without 
sales ability. 

The sales-detail force must be 
carefully trained, must be made 
familiar not only with the com- 
pany’s products but with its pro- 
motion program, and must be kept 
mindful of the necessity of asking 
for and getting the order, Mr. 
Griffith said. 


Form Plessner & Johnson 

Marion L. Plessner and Robert 
E. Johnson have formed their own 
agency in the Humboldt Bldg., 
St. Louis. Mr. Johnson previously 
was advertising and publicity di- 
rector for Fanchon & Marco—St. 
Louis Amusement Company Thea- 
ters, where he succeeded Mr. Ples- 
sner in 1947 when the latter joined 
20th Century-Fox Film Corp. The 
agency will handle advertising for 
Fanchon & Marco, the St. Louis 
Sheraton Hotel, Missouri Cinerama 
Corp., Home Show of St. Louis 
Inc., Quality Chemists Inc. and 
Aytophone Corp. 


‘McCall's’ Boosts Mrs. Adams 
Mrs. Marshall Adams, newspa- 
per food and homemaking editor, 
has been named to the new post of 
food marketing specialist in Mc- 
Call’s promotion department. 


Yeur Agents Can Have 


40 Branches in 1954! 
NAAN now has 40 offices * over 800 
principals and staff * more than 1100 
é diversified accounts * fittings ae 


Why be alone in the agency busi- 
ness? If your agency will work co- 
operatively and unselfishly . . . if 
it can measure up to NAAN's high 
standards . . . it belongs in NAAN, 
most influential and helpful to you 
of all the networks. Principals of 
interested agencies which can 
qualify in our few open-franchise 
territories will be invited to attend 
(this is a must) NAAN’s 23rd An- 
nual Management Conference at 
Boca Raton, Florida, April 12-18, 
1954. For confidential details on 
requirements, write now. 


id 


NAAN is now represented in: Cedar Rapids—Cleve- 
lond—Dayton—Des Moines—Detroit—Edmonton 
—El Paso—Fort Wayne—Fort Worth—Grand 
} Rapide—-Greenvilo, $. C.—Horttord—Kansas City— 

tos Angeles—| phis—Mil- 
waukee—Mobile— Montreal —Nashville—New =, 
Orleans—New York—Oakland—Oklahoma City— 4 
/  Peoria—Philadelphio—Portland, Ore.—Providence 
1/7 St. Lovis—San Prancisco—Seattle—Syracuse— 
a Tocomo—Fforonto—Tulso—Washington—Waterloo ; 
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Advertiser-Sponsored Editorials 

The recent flurry of controversial broadcasts—notably those of 

dward R. Mfirrow, highly critical of Sen. McCarthy, and of Fulton 
pew Jr., highly commendatory of the same senator—raise once 
more a problem which has never been satisfactorily solved. 

The problem stems, essentially, from the position which radio 
stations and networks have usually maintained of being unbiased 
and disinterested carriers of entertainment, news and commentary. 
They profess to present all viewpoints, dispassionately and without 
prejudice, and to have no particular opinions of their own. 

This has been a satisfactory situation, in general, but it raises 
questions under conditions of high tension and fierce controversy 
which seem to have no satisfactory answer at present. The stations 
and the networks have insisted that they are “common carriers” 
in the field of communication—a position quite different from those 
of magazines and newspapers, which may be equally exact in pre- 
senting both sides of controversial questions in their news columns, 
but which also express their official opinion through the editorials 
appearing in their columns. 

In radio and tv, “editorials” are the exclusive prerogative of com- 
mentators, some of whom are employes or officials of stations and net- 
works, and some of whom are quite independent of the broadcast 
facilities they use. They speak for themselves, and not for the owners 
of the facilities they use. 

But most commentators, even though they profess to speak only 
for themselves, appear under the sponsorship of one or more adver- 
tisers, and thus their position has no parallel in the world of printed 
opinion. There would be a direct parallel to the Murrow and Lewis 
cases if newspapers sold their columnists to advertisers, who “spon- 
sored” them. This procedure has, indeed, been suggested on occasion, 
but as far as we know, it has never been done. 

What results from this commercial sponsorship of programs which 
express opinions of a highly controversial character is a peculiar 
set of circumstances whereby an advertiser, presumably solely in- 
terested in making sales for toothpaste or hand lotion or insurance 
or some other commodity becomes, whether he likes it or not, an ac- 
tive party to a controversial public discussion which no doubt 
pleases some of his potential customers and displeases others. 

This is, depending entirely upon your viewpoint, good or bad. In 
our viewpoint, it is essentially bad. It is bad, first, because it is 
(in our opinion) bad salesmanship to stir up extraneous controversy, 
and we suspect that any toothpaste or hand lotion salesman who 
tried to sell his product by discussing politics or world affairs would 
not last very long. 

It, is bad, too, because it raises a serious question about how far a 
company’s advertising budget may legitimately be stretched. It has 
long been accepted that any company has the right to spend its 
advertising money on public policy matters which affect its future as 
a company. Like all definitions, this one is certainly elastic. Yet 
there are obvious bounds beyond which it cannot go. And those 
bounds presently appear uncomfortably near. 


Little Comfort for Hat Makers 


There appears to be little for hat makers to cheer about in the 
poll which Resistol Hat Co. has just made of the reasons why men 
wear hats. The principal reasons, according to the poll, are that 
hats make men look “more mature,” or that their wives or girl 
friends “talked them into one.” 

Being “talked into” one is a pretty negative thing. Looking “more 
mature” is at best a temporary reason, which must inevitably become 
a bad reason when time works its inexorable ravages. 

It looks from here as though the hat manufacturers are going to 
have to do some really creative selling if they expect to keep a 
goodly proportion of men’s noggins under cover. 


“He's the fellow who told me about the indecisive agency man who 
shake his head on the diagonal.” 


learned to 


What They're Saying 


Report to the Profession 


of increasing exasperation to the 
profession from coast to coast. The 
delegates, and I am sure that they 
spoke with the united support of 
all dentists, sharply condemned 
the flood of misleading advertis- 
ing claims for dentifrices. These 
claims can actually constitute a 
serious threat to dental health. 
When millions of people are told 
that a dentifrice is the cure-all 
for every ailment from dental 
caries to all forms of periodontal 
disorders, there are some who will 
be led to believe that they are at 
a reasonable level of dental health 
when, in fact, they are only ac- 
cumulating the very dental dis- 
orders they seek to prevent. The 
practice of actors posing as den- 
tists to promote commercial prod- 
ucts on television has aggravated 
the problem. Unfortunately, there 
are a few dental research scien- 
tists who wittingly or unwittingly 
have permitted incomplete re- 
search reports to be used by denti- 
frice manufacturers as the basis 
for sensational advertising claims. 

It should be noted that the den- 
tal profession has no serious quar- 
rel with dentifrices themselves 
so long as they do not contain 
harmful or dangerous ingredients. 
Dentifrices, whether they be a 
paste, a powder or a liquid, serve 
as a valuable aid to the tooth 
brush in proper care of the teeth. 

As health practitioners, how- 
ever, dentists view with concern 
the wild and_ unsubstantiated 
claims being made by certain ad- 
vertising agencies in a mad scram- 
ble to get a bigger share of the 
consumer’s dollar for his particu- 
lar client. 

This current wave of false and 
misleading advertising concerns 
the dental profession for two 
reasons.-First, because it may re- 
sult in damage to the dental health 
of the individual who believes un- 
critically what he reads or sees 
or hears, and second, because it 
is undermining the American way 
of life by destroying public con- 
fidence in the integrity of all ad- 
vertising. Throughout the years, 
the advertising profession has 
done a magnificent job in the 
public interest through the dis- 


semination of sound health educa- 


tional information. It is regretta- 


The House of Delegates [Amer- ble that this fine achievement, 
ican Dental Assn.] took action on| Which has contributed so greatly 


of the American people, is now 
being undermined by the current 
wave of false advertising claims. 


—Leslie M. Fitzgerald, D.D.S., Presi- 
dent, American Dental Assn., in New 
York Journal of Dentistry, March is- 
sue. 


How to Build Knowledge 
of Your Brand 

Research has come up with some 
leads for improving the power of 
advertisements to create brand re- 
membrance. For one thing, ads 
which emphasize ‘the want” be- 
hind the product have been found 
superior by 11% to those which 
merely describe the product. Read- 
ers remember a brand name more 
easily when it is presented as a so- 
lution to a want, instead of as a 
mere label. The result is that when 
the want arises, people automatic- 
ally think of the advertised brand. 


—‘Please Note,’’ issued by Henry J. 
Kaufman & Associates, Washingtc, 
Db. C. 


Get the Best Sales People 

Now comes the killer—but you 
must come face to face with this 
problem; continue to grapple with 
it and lick it—I mean, selling on 
the floor. Get the best sales people. 
I don’t care how, but get them. 
What’s the use of wonderful mer- 
chandise, beautiful surroundings, 
creative window displays, appeal- 
ing ads, if your selling doesn’t 
measure up? Train them, teack 
them, educate them, show them, 
give them incentives. 

Stay with them. Don’t sit in 
your offices playing with figures 
all day. You can’t sell figures, 
only merchandise, and if that mer- 
chandise has fashion, it’ll have 
news and “If It’s News, It’ll Sell.” 


—Alfred Shapiro, president, Alfred 
of New York, at the National Retail 
Dry Goods Assn. convention. 


Out of the Kitchen 

I have nothing against the John 
Dalys, the John Cameron Swayzes, 
and I certainly wouldn’t want to 
replace H. V. Kaltenborn. But it 
would seem to me that there is 
room for a few women on televi- 
sion to talk about something be- 
sides cooking and fashions. 

I claim women, too, have minds! 


~—Faye Emerson's syndicated tv col- 
umn March 12. 


| 
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Rough Proofs | 


Excise taxes are to be reduced 
soon, maybe, and in the meantime 
the retailers interested in selling 
furs, cosmetics and other affected 
items might just as well take off 
for Florida. 


Chicago automobile dealers, with 
50 years of experience behind 
them, say no show is complete 
without a comedy act and a chorus 
line. 


The “bootleggers” in the auto- 
mobile business don’t care for the 
term. They say not even a small 
convertible could be slipped into 
a pants leg. 


Phil Wrigley, who feels the Chi- 
cago Cubs couldn’t possibly do the 
chewing gum business any good, 
warns Gus Busch against the 
perils of associating the famous 
Bud horses with even the high- 
flying Cards. 


“Lung cancer patient sues ciga- 
ret firms, says ads misled him.” 

Sounds like propaganda from 
people who have sold _ tobacco 
stocks short. 


Edgar Bergen has signed up 
with Kraft Foods for an hour-long 
radio show, in which Charlie 
McCarthy and Mortimer Snerd 
will continue to be heard and not 
seen. 


Parents’ Magazine is having its 
biggest April issue with a billing 
of $592,559.14, and Gladys the 
beautiful receptionist is wondering 
who contributed the 14¢. 


“What happened to the 5¢ cup 
of coffee?” is the theme of the 
protests tape-recorded by the Am- 
pro Corp. 

The same thing that happened 
to 5¢ phone calls and subway rides. 


* 

An advertising agency in Lin- 
coln, Neb., says it operates in “the 
cleanest city in the U. S.” 

Even when the legislature is in 
session? 


A religious publisher looking for 
advertising representatives doesn’t 
demand that they be balls of fire, 
but just honest and sober. 

What’s the advertising world 
coming to? 


“You will lose some customers 
today!” warns NBC television. 
That is, if your competitors’ ad- 
vertising is half as good as they 
think it is. 
o 


John E. Tinker Jr. says indus- 
trial advertising needs humaniz- 
ing, and so don’t be surprised to 
find some delightful de-lovelies 
slipping into prosaic ads of heavy 
machinery. 


Alfred Politz says audience fig- 
ures should be regarded as com- 
plementary to ABC circulation 
data. 

Well, anyway, they’re usually 
complimentary. 

Copy Cus. 
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MECHANICAL “COPY TESTER” used in leading Philadelphia department stores! 


And THE INQUIRER stands FIRST in 


national advertising, retail advertising, classi- 


Here’s a copy tester without a peer (apolo- 
gies herewith to Messrs. Gallup, Robinson 
and Starch!) It’s the machine that tallies 
each day’s sales in Philadelphia’s depart- 
And because these stores 
demand fast action every selling day, their 
FIRST choice is THE INQUIRER. 


fied advertising and total advertising. Good 


reason then for THE INQUIRER to be 
FIRST on your schedule in America’s 
3rd market! 


Che Philadelphia Mnguirer 


The Voice of Delaware Valley, U.S.A. 


ment stores. 


Exclusive Advertising Representatives: West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK & CHAMBERLIN 
155 Montgomery St. 
Garfield 1-7946 


ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


GEORGE S. DIX 
Penobscot Bldg. 
Woodward 5-7260 


Retail sales in 
DELAWARE VALLEY, U.S.A. 
top national average 


Retail sales per family in Delaware 
Valley, U.S.A. are 4.6% higher than 
national average. Here, 2.9% of 
U.S. population accounts for 3.1% of 
total retail sales, 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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1,000,000 Men 


With High Incomes 


The family incomes of Elks are far 
above average. That’s why these 
fraternal-minded men are exceptional 
prospects. They can and do buy 

more to live better. 


a 


All Elks are co-owners 

of The Elks Magazine. 

They welcome it, read it, 
believe in it. The 

effective selling power 

of The Elks Magazine 

) is due to the preference 
these 1,078,590 men 

give to the products 
advertised in it. 


THE MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


New Kaiser to Bow 
Via 1,000 Dailies 


TOLEDO, March 16—Newspaper 
ads announcing the new super- 
charged 1954 Kaiser will appear in 
about 1,000 newspapers March 22 
and 23. 

Newspapers on the list which 
sell front-page reading notices also 
will carry four-line front-page 
teasers directing attention to the 
Kaiser ad on the inside pages. Fred 
Adams, advertising manager of the 
Kaiser-Willys sales division of 
Willys Motors Inc., said he believes 
this is the first time the device has 
been tried by an auto maker. 

Announcement of the new 
Kaiser will also be made on the 
Lowell Thomas newscast (CBS 
radio), in full-color spreads in 
April issues of Life, Newsweek, 
The Saturday Evening Post and 
Time, outdoor bulletins and in 
dealer-placed newspaper, radio 
and television advertising. 

William H. Weintraub & Co., 
New York, is the agency. 


Display Booklet Offered 

A new booklet, “The Six Im- 
portant Categories of Point of Sale 
Displays,’ as used by some of 
America’s largest advertisers, is 
available free to advertising and 
merchandising executives from 
Kay Ine., 142 E. 49th St., New 
York 17. 


Meblin Joins Avery-Knodel 

David Meblin, formerly an ac- 
count executive with KGO-TV, 
San Francisco, has joined the San 
Francisco staff of Avery-Knodel 
Inc., radio-tv station representa- 
tive, as assistant to David H. San- 
berg Pacific Coast manager. 


Your dollar 
delivers 
89.4% more 
on KWKH 


than on 
Shreveport’s 
second station! 


It’s a cinch to figure Shreveport’s Number One 
radio value—it’s KWKH, hands down. 


KWEKH gets three times as many Average Daily 
Listeners as Shreveport’s second station—actually 
delivers 89.4% more listeners-per-dollar! 

The audience figures above are from the new 
Standard Station Audience Report—the more 
conservative of the two recent audience surveys 
made in this area. 


Ask your Branham man for all the facts about 
KWKH’s superiority, here in the important 
Arkansas-Louisiana-Texas area. 


50,000 Watts © CBS Radio . 


LISTENERS PER DOLLAR 


(1-time, %-hour daytime rates) 


KW KH 


A Shreveport Times Station 


“! ee 


SHREVEPORT LOUISIANA 


, 


The Branham Co., Representatives 


Henry Clay, General Manager 


‘ Fred Watkins, Commercial Manager 


Advertising Age, March 22, 1954 


Getting Personal 


Donald E. West, director of marketing research for Redbook, is 
one of four specialists forming a technical assistance team which 
left March 5 for four weeks te conduct management seminars in 
Belgium. The team was selected by the Council for International 
Progress in Management . . . Ted Bates & Co. partner Clifford N. 
Parsells and John Dupree, managing partner of Ivy Lee & T. J. 
Ross, are part of another team spending six weeks in northern 
Italy... 

Also traveling these days is Richard F. Cousins, v.p. of Dillon- 
Cousins & Associates, who is studying market conditions in ten 
South American countries and the Caribbean area... 


DECKED OUT—Mr. and Mrs. J. Eward King stop for a picture on arrival in Honolulu 
for a month's vacation. Mr. King is a v.p. of Time Inc. in Chicago. 


Les Hoffman, president of Hoffman Radio Corp., Los Angeles, is 
serving as California chairman of the Cancer Crusade... Donn 
Chown, head of the script department at WJR, has been appointed 
chairman of the Detroit radio and television committee for the na- 
tional General Assembly of Presbyterian churches. He will coordi- 
nate radio and tv appearances of clergymen and other speakers dur- 
ing the assembly in May... 

Howard O. Colwell, of Batten, Barton, Durstine & Osborn, has 
become engaged to Barbara E. Hrosenchik. He’s the son of Robert 
T. Colwell, v.p. and director of Sullivan, Stauffer, Colwell & 
Bayles. .. 

Lou Weintraub, director of public relations of Pavelle Color Inc., 
was sworn in as honorary deputy commissioner of borough works, 
March 4, by the Manhattan borough president—an honor for his 
services “in the fields of civic and community activity.”.. 


EAST AND WEST—Mr. and Mrs. Ed Lefler, of N. Hollywood, Cal., and Mr. and Mrs. 

Arthur Karl of New York take time out for a rest in Las Vegas, following a direct 

mail meeting in Los Angeles. Mr. Lefler is president of Publishers’ Consultants Inc., 
and Mr. Karl heads Names Unlimited Inc. 


The American Institute of Graphic Arts has awarded a certificate 
of excellence to Walter I. Seigal and his CBS photographic staff for 
the photographs they contributed to the network’s 1952 annual 
report ... Agency president Lynn Baker and Mrs. Baker are holiday- 
ing in Palm Beach...Admen are busy as ever in philanthropic ac- 
tivities. S. O. (Shap) Shapiro, v.p. and circulation director of Look, 
once again holds a key position as a vice-chairman of the 1954 
Joint Defense Appeal campaign...And Kenath T. Sponsel, v.p. 
of Erwin, Wasey & Co., is chairman of the advertising and 
publishing group for this year’s Cancer Crusade in New York... 

Patrick Campbell, former v.p. of Don Lee-Mutual Broadcasting 
System, has been assigned to the American embassy in London as 
radio and television officer... 

The Variety Club of Baltimore has named 20th Century-Fox pres- 
ident Spyros P. Skouras “Industry Man of the Year” and will give 
him a testimonial March 31...And the 1954 Keynote Award of the 
National Assn. of Radio and Television Broadcasters will be be- 
stowed on CBS chairman William S. Paley at the annual convention 
May 25... 
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nylon, rayon and cotton—and is constructed of heavy paperboard | arch Wine Co., New York. Monarch 
‘showing its powers by publicly and provides space for two full-| put together a three-minute record 
| washing them. One of the animals, size bottles of Fix-a-Drink. of its Emil Mogul-created sales 
/a rayon plush bear, is offered as a Recipe Foods is plugging the theme, and shipped one to each of 
gift to observers. gadget both as a toy and a practi-|its 2,000 distributors’ salesmen—at 
‘cal dispenser for the housewife.| their homes. 

e Apparently happy with sales of S. A. Levyne Co., Baltimore, is the} Says Monarch: “It took a lot of 
e Nobody seems to know what it|demonstration gimmick which its Bennett’s Fix-a-Drink beverage | 48ency. time and effort to arrange this 
means or where it began, but “Up- turns into a children’s toy men- | syrup in its debut last year, Recipe | mailing so that each salesman re- 
Helly-Aa” makes good copy for a/agerie. Thor is concentrating this Foods Inc., Baltimore, has come up| e The “Man-Oh-Manischewitz” ceived his own _personally-ad- 
history-minded Scotch distiller.| year on the laundering of synthetic with this year’s “secret weapon”— musical jingle now saturating the} dressed letter at his home—away 
The firm is Chivas Bros. Ltd., Ab-/| fabrics. So, it has put together a a toy soda fountain. Offered as a metropolitan radio airwaves turned|from the distributor’s office... It 
erdeen distiller of a 12-year-old | “Miracle Washing” zoo-full of toy self-liquidating premium—at 50¢ up in the mail this month in a looks like it was well worth ‘the 
Scotch, and the phrase refers to a;}animals made of Orlon, Dacron, and a product label—the toy is promotion for the sponsor, Mon- trouble.” 

January ceremony native to the 
Shetland Isles which involves the, 


The ceremony of \Ip-Helly-Aa.. 


Sales and PR Notions... 


Merchandising Ideas 
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Let the facts tell you why American 
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UP-HELLY-AA—Printed on parchment, this 

is one of a series on Scottish tribal cere- 

monies being distributed in the U.S. by 
Chivas Bros. Ltd., Aberdeen distiller. 


launching of a replica of a Viking 
ship. In the first of a series of five 
messages to be distributed in the 
U. S. this year, Chivas printed the 
story of “Up-Helly-Aa” on fine 
parchment and passed it out to 


ABC net-paid circulation, June 1953: 32,649 
Net-paid, December 1953: 33,000 


whisky distributors. (Subject to ABC audit? 

“We do know that it commemo- 
rates the end of mid-winter,” com- ‘ ee Boe ae. as 
mented Chivas. a oy 5 Rs ais ae man 


e Standard Pressed Steel Co., 
Jenkintown, Pa., wanted to make 
life a little easier for its 2,400 dis- 
tributors. So it conducted a survey 
—and found the most-demanded 
item to be a better box label for 
its line of socket-head screws and 
specialty fasteners. 

In its new design, Standard de- 
parted from traditional horizontal 


_ of a business magazine is a selective audience . . 


Because the first requisite advertisers have always demanded 
. composed 
as completely as possible of men with buying power for their 
particular products . . . it is important for every advertiser 
whose products are used by metalworking production to 
know how much more American Machinist offers them in this 
respect than any other metalworking magazine published. 


Because American Machinist is edited exclusively for metal- 
working production men, and is the only all-paid circulation 
magazine among leading metalworking publications, the 
proved interest of its subscribers in metalworking production 
is self-evident. And today American Machinist has more 
production-responsible subscribers than any metalworking 
magazine has ever offered before . . . 33,000 of them.* 


Ihaamncnsviat 1953 (subject to Me eodit) 
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BREAK FOR DEALERS—New box label (in ~ eS “ES: thes, = /. open ot ot a 7 - an 

color) design by Standard Pressed Steel Co. MR mi , P nk ee [ 

is shown at right. At left is the old hori- 
zontal-type label. 


lines of type. It put together one 
family-identity label with perti- 
nent information in vertical type 
for quick identity—and different 
colors used to distinguish differ- 
ent-size screw threads. Formerly, 
the firm had used 12 different 
labels for its products. 


e Thor Corp., Chicago, is promot- 
ing its washers now with a new 


li exposed daily to elaims for LABEL, 
ER, Invasion of Privaey, Vielation of 
Copyright. 
INSURE THIS HAZARD! 
Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 


WRITE FOR DETAILS AND -RATES 


/EMPLOYERS REINSURANCE 
CORPORATION 


losurance .Exschange — Mansas City Mo 


Thus . . . because American Machinist is Metalworking’s 
outstanding example of what a top-flight industrial maga- 
zine should be: selective, purposeful, waste-free, and metal- 
working-wide in its acceptance and influence .. . 953 
advertisers again in 1953 made it the No. 1 advertising 
medium for the products used and bought by metalworking 
production. 


"cost ven oUsAND PER 
Net Paid Circulation 
12 of 13- time rate 


‘a7 7 0. 8 Bl. Ne 


‘What’s more, all the outstanding and exclusive values which 
make American Machinist so clearly the leading editorial 
and advertising force in the great 15-division Metalworking 
Industry are yours at a cost-per-thousand subscribers well 
below that of any other magazine edited for the biggest 
of industrial markets. 
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Anderson & Cairns Boosts 2 

Victor Seydél has been elected a 
v.p., and Thomas R. Vohs a direc- 
tor of Anderson & Cairns, New 
York. Mr. Seydel directs the agen- 
cy’s radio and tv department, and 
has been with the organization 
since 1949, while Mr. Vohs joined 
Anderson & Cairns in 1946, and has 
been a v.p. since 1952. 


Lawrence Peskin Inc. Moves 
Lawrence Peskin Inc., New 
York, has moved to 250 W. 57th St. 


U. S. Agencies Not 
Affected by NLRB 
Ruling, Link Says 


New York, March 18—While 
the agencies involved in the Na- 
tional Labor Relations Board 
Puerto Rican ruling were still 
studying the decision, George Link 
Jr., counsel for the American Assn. 
of Advertising Agencies, voiced 
the opinion that agency-talent re- 


‘lationships in the U. S. proper will 
‘not be affected by this decision. 
Last week in two cases involv- 
ing radio and tv performers in 
Puerto Rico the NLRB ruled that 
advertising agencies which pro- 
duce radio or tv shows and hire 
and pay the talent must accept 
responsibility as the employer of 
that talent (AA, March 15). 
McCann-Erickson International, 
one of the agencies involved, de- 
clined to comment pending further 
study of the matter by its labor 


relations staff. 


Mr. Link pointed out that it is 
obvious from the opinion that the) 
NLRB appears to be uncertain of| 
some of the facts itself, having) 


“asked for further information be- 
fore coming to a decision” on one 
case. 


@ Last week’s decision covered 
four separate cases. In one, the 
advertising agency was absolved of 
all responsibility as an employer, 
and in another the board requested 


App 


Concentrated Circulation 
Where Metalworking Is Concentrated 


What’s more, these American Machinist subscribers are 
concentrated where metalworking production's buying power 
is concentrated. Eighty per cent of our U.S. subscribers are 
in the 12 key states in which 81% of Metalworking’s im- 
portant plants (50 or more workers) are located . . . 


. » . and 82.88% of American Machinist subscriptions are 
bought and paid for by companies; corporate officials and 
general managers; department managers, superintendents, 
and engineers. No other magazine offers you such a con- 
centrated and waste-free paid circulation among the men 
whe are buying the machinery, equipment, components, 


and services needed to produce $95-billion of metalworking 
products this year. 


ii 


SO ... when you want increased sales in the $95-billion Metalworking Indus- 
try, and want to build preference for your products among this industry’s 
most important buying group . . . production management . . . the facts 
will tell you why: 


This is the No. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 


ASSOCIATED BUSINESS PUBLICATIONS 


‘ 


CLYDE E. McDANNALD JR., formerly ad- 
vertising manager of American Safety 
Razor Corp., has joined Meldrum & Few- 
smith, Cleveland, as executive on the Durkee 
Famous Foods account. 


more data before handing down a 
final decision. 

Mr. Link believes the question 
of who is the employer of radio 
and tv talent would be answered 
differently in a formal proceeding 
relating to the situation as it exists 
in agency operations in the 48 
states. The practicalities of the ad- 
vertiser-agency relationship here 
would show these performers to be 
employes of the broadcaster, the 
program packager or the adver- 
tiser, he feels. The traditional 
agency position is that an agency 
fill the role of an agent in such 
talent contracts. 


s In the case of agency-packaged 
shows, the question of who is the 
employer of the talent, etc., would 
depend on the contract between 
the agency and the advertiser buy- 
ing the show, Mr. Link said. 

The NLRB decision also has giv- 
en rise to speculation as to whether 
it might eventually have ramifica- 
tions in advertiser or agency profit 
sharing and pension plans. The 
Four A’s lawyer thinks not. When 
a sponsor pays an announcer or 
any other radio or tv performer 
for services, such performers 
do not usually come under the def- 
inition of employes for “that sort 
of thing,” he said. 


General Foods Boosts Darling 
James J. Darling, formerly prod- 
uct manager for Log Cabin syrup 
and Baker’s coconut in the Frank- 
lin Baker division of General 
Foods Corp., has been named man- 
ager for grocery products of the 
division. He joined GF in 1952 af- 
ter six years with American Home 
as promotion manager. Earlier in 
his career he was associated with 
Crowell-Collier Publishing Co. 


In a meeting, 
you want to tell your story 
clearly, quickly and to the 
point...with impact. 


“To-the-point” thinking 
in layout and production 
goes into every job at 
The Chartmakers. 


For that EXTRA ingredient 
that spells SUCCESS in 
your presentations, exhibits, 
promotions and reports... 
call on Chartmakers. 


Write or — for booklet 
on Complete Visual Service 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 
MUrroy Hill 8-2760 
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Would you hunt big game on 


Would you peddle power tools at a ladies’ tea? 
99% of the girls don’t know the difference between 
a ratchet and a hatchet. And care less. They might 
drool over a car’s upholstery but they’ll act like 


dodoes when the talk turns to differentials. 


When you’re busy not under-estimating you-know- 
whom, don’t under-estimate man-power, either. The 
inherent weakness of many advertising lists these 


days is not too few women, but not enough men, 


Get yourself lots of men in TRUE. 2,000,000 men 
in one big, vital package. For the TRUE market is 
big time. TRUE was... the first man’s magazine to 
be bought by over 1,000,000 men. . . and is now 
the first man’s magazine to be bought by more than 
2,000,000 men!* 


What's more, in 1953 TRUE was No. 2 among all 
consumer magazines in the number of men’s shoe 


advertisers. TRUE was 5th among all magazines in 


M2. 
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Fifth Avenue ? 


pages gained from automotive advertisers. TRUE 
| was 5th among all magazines in dollars gained 
' from sporting goods advertisers. 
! Look over your advertising list now. Are you over- 


_ board for women? Get back in balance. Buy men... 


A 


Buy TRUE, America’s Largest Selling Man’s Mag- 
) azine — delivering 2,000,000 men at only $3 per 
) page per M, based oncurrent guarantee of 1,750,000. 


AMERICA’S LARGEST SELLING MAN’S MAGAZINE 


TRUE 


THE MAN’S MAGAZINE 


one of the Fawcett family... serving millions of America’s families 


67 WEST 44th STREET, NEW YORK 36, N. Y. 


*Publisher’s estimate, February issue 
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Brewers Prepare 


Can Invasion of 
Soft Drink Field 


ago, 


12 oz. cans. 


ucts (AA, Dec. 21, 53). 
Coca-Cola so far has not been : 
stampeded into changing the prod- | Montclair, N. J., has been named to | 
uct or its traditional advertising. | handle amrovtinind oe se soerene | Ren to Rich 
.|Sales techniques, however, have|Paint division of Interchemical | 
az a: * ts fee ak become et At and Coke|Corp., Newark. The account was cently was creating and producing sign and development of displays 
soft drink market with flat-top,| franchise bottlers in some areas | formerly handled by Salow & national service campaigns for|and packaging for the pharmaceu- 
have been handing out free sam-' Associates, Passaic. 


‘bottle to its 12 oz. line. Shasta| ples in supermarkets to push the | Two Name Shubart Co. for PR 
Water Co., a San Francisco bottler | 12-bottle carton. The carton also) 


that lost its once dominant place jis viewed as a good way to increase 
on the West Coast several years the per-bottle price. 


Josephson, 


Advertising Age, March 22, 1954 


has been named creative chief of 


Harry E. Shubart Co., Denver, Richardson-Shaw, Detroit. 
has been named to handle public 


E : 4 ‘relations for the market develop- Foster Opens Own Office 
is staking its revival on ‘ment council of the Denver Cham- 


both canned and sugarless prod- Appoints a orl Cutiek oo h cmneh at the Daves CNN 
Culick & Cuffari, | C@™Pet Club Inc. 


Wallace E. Foster, formerly ad- 
vertising manager of American 
Druggist, has established his own 
company, Wallace Foster, products 


ardson-Shaw promotion, at 270 Park Ave., New 


Ralph E. Davis, who until re-| York. It will specialize in the de- 


several automobile manufacturers, | tical field. 


Pabst Brewing Co., through its 
Hoffman Beverage Co. subsidiary 
in Newark, will test two colas in 
Rochester and Syracuse late this 
month, and Van Merritt Brewing 
Co., Burlington, Wis., has formed a 
beverage division to market five 
drinks in April. 

Pabst-Hoffman colas will be 
tested as Tap-a Cola Non-Fatten- 
ing, a low-calorie drink, and Tap- 
a Cola Extra Dry. Price during | 
the trial run will be two cans for | 
25¢. 

Pabst will use newspaper page 
ads and radio-tv spots in the two- 
city test. Warwick & Legler, New 
York, is the agency. 


= The Van Merritt Beverage Co. 

ivision of the Wisconsin brewer 
pl produce root beer, orange, 
grape, wild cherry and chocolate 
malt flavored carbonated drinks. 
A cola may be marketed later. 

Initial Van Merritt production 
is planned at 80,000 cases a month. 
More than $1,000,000 is* to be 
spent on the new production line 
by the end of the year, according 
to plans. 

Marketing will be on a regional 
basis. The beverages will sell for 
10¢ a can. A spokesman for Bozell 

,_ & Jacobs, Van Merritt agency, told 
AA that orders already received 
make production a bigger problem 
than sales. 

Ad plans for the new Van 
Merritt line have not been settled. 


f 


s The entry into the soft drink 
market of heavyweight brewers 
promises a major marketing battle, 
industry cbservers predict. Estab- 
lished bottlers have had enough 
trouble without the brewers 
throwing their broad distribution 
net and big ad budgets at them. 

Bottling Industry, summing up 
why bottlers will increase their 
advertising spending 4% (to $75,- 
000,000) this year, listed these 
problems facing soft drink makers | 
(AA, Feb. 1): 

1. Increasing competition from 
outside the industry, especially 
from soft drink powders. Powder 
sales have risen sharply. 

2. The market needs broadening. 
Four out of ten Americans do not 
consume soft drinks, according to 
a recent study. 

3. Rising prices of soft drinks are 
not readily accepted by consumers. 

4. Canned beverages and dietetic | 
beverages have shown signs of 
making major inroads into the es- | 
tablished market. 


s Introduction of canned carbon- | 
ated drinks was made possible by 
recent technical developments. 
Cans are heavier than beer con- 
tainers and specially coated to 
withstand the corrosive effects of | 
acid and sugar. Stronger cans also | 
are required to withstand the)! 
higher pressures of carbonated | 
soft drinks. 

Some bottlers have been af-| 
fected by rising costs more than 
others, partly because of the econ- | 
omy theme used in their advertis- | 
ing many years. Others, especially | 
Coca-Cola, had a bigger margin to | 
start with and thus suffered less, | 
but price increases have been in- 
evitable. 

A number of bottlers have 
adopted the “if you can’t beat 
them, join them” philosophy when 
faced by canned and sugarless 
competition. 


a s Pepsi-Cola switched to the low- 
calorie theme and added a smaller 
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“PULSE” PROVES | 
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TV Audience Survey by Pulse, Inc., 
released in February, reports that 


WKY-TV nas ALL tne 
TOP 15 TV PROGRAMS 


in 29 Oklahoma Counties! 


Pulse, Inc., after a 3-week, 29-county survey of Oklahoma TV 
preferences, has reported that .. . in addition to having ALL of 
the TOP 15 major once-a-week shows ... WKY-TV originates 
the TOP 10 multi-weekly shows and has a WEEK ’ROUND 
70% SHARE OF AUDIENCE .. . during those periods when 
other stations are on the air... plus, an exclusive audience 
during some 20 hours a week of bonus morning programming! 
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TUE PERIOD WKY-TV | Station “8” | Station “C’| Stetion “D"| Misc. TV 
MON. thru FRI. 7 am te noon 84% | 11%" i 5% 
MON. thru FRI. noc 3 te 6 pin 64% | 32% L t 4%, 
MON. thru FRI. 6 pm te midnite | 69% | 24%, 1%° 1%" 5% 
SATURDAY 8:45 am te noon 97% 3% 
SATURDAY noon te 6 pm 63% | 33% 1%° tl’ 3% 
SATURDAY 6 pm to midnite 74% | 19%° 1%" 1%° 5% 
SUNDAY 10 am to noon 97% 3% 
SUNDAY noon to 6 pm 79% | 11%°* 44° y 5% 
SUNDAY 6 pm to midnite 7O% | 21% 3% ° 1%° 5% 
*Not on air entire period 
C21 Not on air l—tess thon '/r of o percent 


industry, ratings tell — 
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Nielsen Co. Reports 
Big Year in ‘53— 
Volume Was Up 11% 


CuIcaGo, March 18—Increasing 
demand for, and appreciation of, 
marketing research services were 
reflected in the annual report of 
A. C. Nielsen Co. for its fiscal year 
ending Aug. 31, 1953, during which 
it had the largest volume of busi- 
ness in its history. 
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The total for domestic opera- Food-Drug division, 
tions and those of foreign subsidi- | ‘sales of $6,182,000. More extensive of previous 60-day service, were 


aries was $10,975,000, an increase 
of 10.9% over 1952. Domestic busi- 
ness alone amounted to $9,035,000. 

Net profit after taxes was $285,- 
000, compared with $255,000 in the 
preceding year. Including the op- 
erations of subsidiaries, net profit 
was $374,000, an increase of 38% 
over the previous year’s net of 
$271,000. 


= Increases were reported in the|fast interim reporting, including reduction 


which had reports with twice the frequency 


and flexible facilities for testing new developments reported for the 
were provided for this department, | division. 


along with more comprehensive | 
reporting of sales-stimulating ac- successful completion of Nielsen 


The Radio-TV division reported 


tivities currently in wide use, in- Coverage Service Number 1 and 
cluding retail displays, promotion- | the development of an improve- 
al offers to consumers and trade ment plan for Nielsen Radio In- 


deals. 


dex service. This involved a sub- 


The maintenance of sample ac- stantial sample revision, including 


curacy, 


during periods between the attainment of correct percent- 


censuses of retail distribution, and | ages of 1, 2 and 3-radio homes; a 


in sample size, and 


that . 


Seton 


Hooper's TV Audience Measurement, 
released in February, reports that 


WKY-TV nas 14 oF tHe 
TOP 15 TV PROGRAMS 


in the Oklahoma City Metropolitan Area! 


Reporting from its January survey, C. E. Hooper, Inc. announces 
. from sign-on to sign-off . 
average percentage of viewers than ‘the other three Oklahoma 
City Stations combined! A week-’round average of 63% of ALL 
Oklahoma City metropolitan area TV set-owners tune WK Y-TV! 
WKY-TV has the TOP PROGRAM in this area, “DRAGNET” 

. and 14 of the TOP 15 PROGRAMS! 


. WKY-TV has a Jarger 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO. 
THE DAILY OKLAHOMAN * OKLAHOMA CITY TIMES * FARMER-STOCKMAN *® WKY RADIO 


‘Check these survey figores 


3 : ~-ggntinues to hold the audience 


three other Oklahoma Cty 


carefully! They show. that. 
WKY-TV, Channel 4... FIRST 
in Oklahoma Television . . . 


nv spite of the opening ot 


TV stations in the past 
‘six months! 


Individual Evenings 6.00 P.M. to 12:00 Mid. 
SHARE OF TV AUDIENCE 
DAY WKY-TV | STATION ® | STATION C | STATION D 
SUNDAY 64% 32% 4% it 
MONDAY 50% { 424, 4% 2% 
TUESDAY 58% 36% 4% 2% 
WEDNESDAY 63% 31% 4% 2% 
THURSDAY 61% 33% 4% 2% 
: FRIDAY 57% | 40% 2% 2% 
Ped SATURDAY 69% 25% 4%, 4% 
' AVERAGE for WEEK 60% 35% 4% 2% 
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_ EVERYTHING CLEAMEST 


“ 


MOBILIZED—Stressing that there’s “no 
| material difference’ when you‘’re washing 
with a Maytag, this Displa-Mobile was de- 
signed and prepared for Maytag Co. by 
Berger-Amour, Chicago. 


greater statistical accuracy by pro- 
viding the measurement of four 
weeks each month instead of two. 
Metering of additional receivers 
in multiple radio homes and of 
secondary television receivers was 
also provided through a _ single 
mailable audimeter which meters 
any combination of four radio or 
television receivers. The company a 
is now providing radio and televi- o 
sion station-audience information 
for 30 or more major market areas. 


= The Consumer Research divi- 
sion is continuing to provide spe- 
cial surveys based chiefly on data 
collected via supplementary as- 
signments to the regular field or- 
ganization. This service is primari- 
ly of the one-time type, and client 
demand has exceeded capacity to 
| supply. 

In the foreign field, service has 
/been established in New Zealand 
‘and Belgium. “Nielsen services,” 
‘the company commented, “are well 
on their way to encircling the 
| globe.” 
| The company has completed the 
building of an addition at its How- 
ard St. headquarters in Chicago 
'so that all of the operations are 
now housed in a single location. 
The number of domestic employes 
reported was 1,197. 


_Forjoe Appoints Falter 
| Harold S. Falter, formerly gen- 
/eral manager of WBCO, Bessemer, 
Ala., has been named manager of 
the Dallas office of Forjoe & Cc., 


radio-tv station representative. 


Pietzsch Joins PR Consultant 

Sidney G. Pietzsch, formerly 
news director of WFAA, Dallas, 
has joined the staff of Witherspoon 
& Ridings, Dallas public relations 
counselor. 


( ADVERTISEMENT ) 


D. M. Nason Appointed 
‘Purchasing Agent of 
American Safety 
Razor Corp. 


|David M. Nason has recently been 
appointed purchasing agent of Ameri- 
can Safety Razor 
Corp., prominent 
manufacturers of 
razors, cigarette 
lighters, soaps and 
cosmetics. A ma- 
jor user of metal, 
chemicals, pack- 
| aging, transporta- 
tion and allied 
| products and serv- 
ices, American 
“Safety Razor 
Corp. is typical 
of the tremendous 
purchasing power 
consistently 
reached by The 
Wall Street Jour- 
nal. 

_Mr. Nason is one of the firm’s high- 
level executives who is a_ regular 
reader of The Wall Street Journal. 
With a total national circulation of 
258,448, this only National Business 
Daily influences executives in every 
state and in every type of business. 
What an advertising medium! 
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The NEWS of the Rockies 


In 1953 we published more classified 
linage* than our total linage in 1945. 
Denver grows. Its morning news- 
paper grows with it. 


*Media Records 


Rock ! Mountain News 
A Beripas' Howard Newsrapes — 


& Associates, which has done 
“fairly well” in its’ ten years of 
|existence, took an anniversary 
| page in the Post-Dispatch Sunday | 
ito (mildly) correct some of the! 
| nice things said about its growth— 
|} and to label many of them “exag- 
gerated.” 

Using a kind of reverse-wham- 
my approach to self-congratula- 
tion, the St. Louis agency devoted 
its big display in considerable part 
to an analysis of “What we are 
not.” This seemed to amount to 
quite a lot. 

“Because we've been fortunate 


enough to show some growth,” 


‘complained Krupnick, “there have 


been some flattering tales told 
about us. And like most such tales, 
greatly exaggerated. 


ws “Sure, we are No. 3 agency in 


“We're Not So Much,’ Krupnick Murmurs 
Modestly in 10th Anniversary House Ad 


St. Louis, March 17—Krupnick | 


town,” it added modestly, “but No. 
2 is still several times our size... 
and No. 1 many times larger. And 
neither act the slightest bit con- 
cerned about being overtaken soon. 
And with good reason—for they. 
like ourselves, have just wound 
up their biggest year. 

“Sure we have progressed... ,” 
Krupnick conceded, “but there are 
agencies around America whose 
meteoric rise makes us look like 
we've been standing still.” 

There were consolations, of 
course, for this unsensational 
climb to third out of 102 St. Louis 
agencies. The chief one cited was 
“our method of working.” 


a “Here just about everybody 
zeros in on client sales and adver- 
tising problems. That practice, 
sound as it questionably is, does 
take time, 


WANT TO PULL 
INSTANT SALES 


- SUCCESSFUL MERCHANTS: i 


-TEUL YOU HOW 


“The Locally-Edited Times Picayune 
States Dixie Roto Magazine has pro- 
duced more actual sales per advertising 
dollar than any other medium we have 
ever used.” 


GUSTAVE P. COVERT 
Covert Shoe Stores 
New Orleans, La. 


* Locally-Edited for highest 
readership 
© Gravure magazine reproduction 
© Complete flexibility 
© Newspaper circulation impact 
¢ Maximum savings on 
positives 


For more information about these 13 weekly 
newspoper gravure magazines contact one of 
the following representatives: The Branham 
Company, Cresmer & Woodward, Inc., Jann 
& Kelley, inc., Kelly-Smith Co., Moloney, 
Regan & Schmitt, Inc., O'Mara & Ormsbee, 
Inc., Scolaro, Meeker & Scott, Inc., Story, 
Brooks & Finley, Inc, 


IN NEW ORLEANS? 


but at the Local Level . 


@ CITY—NEW ORLEANS 


@ LOCALLY-EDITED MAGAZINE OF 
NEW ORLEANS TIMES 
PICAYUNE STATES 


@ STORE—COVERT SHOE STORES 


i i 


Over the past year, many national advertisers have scrapped tradition 
and hought magazine circulation by new yardsticks —with surprising 
sales gains! Magazine advertising with all its glamor and color, yes— 
. blanketing major markets. The Locally- 
Edited Gravure Magazines give you complete flexibility. Buy one 
market or all thirteen. Time your selling messages to suit local condi- 
tions, seasonal variations. Your New Orleans campaign in the Dixie 
Roto Magazine will be seen by 80.3% of New Orleans families, while 
the leading national magazine covers only 11% of that market. 


Why not talk with one of the representatives listed below? Hear how 
others are profiting through current campaigns in one or all of the 
LOCALLY-EDITED GRAVURE MAGAZINES. 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
COLUMBUS DISPATCH * DENVER POST © HOUSTON CHRONICLE 

INDIANAPOLIS STAR * LOUISVILLE COURIER-JOURNAL * THE NASHVILLE TENNESSEAN 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY 


GUESSING CONTEST 
isthe — 
? 


does inhibit against | 
_ | GUESSING GAME—U. S. Rubber Co. has 


| mothers and their small! fry stopping to ask 

| what holds the rope up in this display 

produced by Sweeney Lithograph Co., 
Belleville, N. J. 


growing too much... too rapidly.” 
| Another (uncited) consolation 
|may well have been Krupnick’s 
recent acquisition of the Griese- 
_dieck Bros. Brewery account, 
which will amount to nearly $2,- 
000,000 a year, the agency figures. 
Griesedieck is planning to bring 
out a new beer, and reportedly 
will “pull out all the stops” on 
advertising. 

| Also overlooked (until later) 
was a claim that in the past year 
-Krupnick increased its staff by a 
third and more than doubled its 
office space. 

_ Ina final payoff paragraph, the 
| Krupnick house ad really hit the 
depths of humility: 


a “The purpose of this advertise- 

|ment isn’t to sound off on what 
/we consider the modest accom- 
| plishments of our first ten years,” 
'it murmured huskily. “Rather it 
\is to signal the beginning of the 
{next ten. And our eagerness to 
/meet their challenge.” 

All in all, Krupnick seemed to 
concentrate on just giving thanks 
for being alive: “Ten years ago, 
they told us...‘You’ll never get 
that kind of advertising agency 
off the ground...certainly not in 
conservative St. Louis!” 

The agency answered this by 
going to the bumblebee: ‘“Accord- 
ing to the laws of aerodynamics, 
it’s impossible for the bumblebee 
to fly. But the bumblebee doesn’t 
know anything about the laws of 
aerodynamics...so it flies and 
flies and flies!” 


ws As for St. Louis conservatism, 
Krupnick denied it. But readers 
could still find there a possible 
clue to the agency’s under-selling 
ad approach. 

“If being ‘conservative’ means 
being allergic to huff and bluff, 
razzle-dazzle and blue-sky hokum 

..then we St. Louisans are con- 
servative. And let’s stay that 
way.” 


R&R Gets Frito Co. Division 

Ruthrauff & Ryan, San Francis- 
co, has been named to handle ad- 
vertising for the western division 

of Frito Co., maker of Fritos and 
Chee-tos. The agency has handled 
the eastern advertising of Frito for 
several years. 


Malone Appoints Cowart 

Bill T. Cowart, formerly with 
Chapman & Cowart, Ashland, O., 
agency, has been named creative 
contact man for Norman Malone 
Associates, Akron. 


Award Ken Schmid for Ad 

Ken Schmid Studios, Chicago, 
has been given first award by the 
Artists Guild of Chicago for its ad 
in the group’s 1954 directory. 
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The following pages offer an analysis of newspaper 
advertising in Los Angeles. Even quick study will make 
clear that America’s third market is a newspaper market 
and The Times which published 43.8% of the advertising 
in its field and led in 93 of the 114 Media Records 


classifications, is the one essential medium. 
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DAILY TIMES ....... 
SUNDAY TIMES ..... 
2nd PAPER DAILY 
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14,164,881 
11,487,246 


Percent 
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25.9 
12.6 
10.2 
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112,611,102 
31,122,363 
18,198,225 
18,611,726 
10,561,755 


TOTAL DISPLAY ADVERTISING 


100.0% 
27.6 
16.2 
16.5 
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Percent 
THE TIMES....... 33,297,023 40.4 
ane Paper ....... 19,495,987 23.7 
3rd Paper ....... 12,957,272 15.7 
4th Paper ....... 9,176,067 11.2 
5th Paper ....... 7,387,507 9.0 | 
TOTAL LINAGE ... 82,313,856 100.0% : 
DAILY TIMES .......... 20,002,385 24.3 
SUNDAY TIMES ....... 13,294,637 16.1 
2nd PAPER DAILY ...... 11,678,500 14.2 | 
2nd PAPER SUNDAY .... 7,817,487 9.5 c 
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LOS ANGELES NEWSPAPER ADVERTISING 


TOTAL RETAIL ADVERTISING 


4th 


PAPER 


11.6% 


2nd PAPER SUNDAY .... 


TOTAL DEPARTMENT STORE 
ADVERTISING 


4th 
PAPER 


8.5% 


2nd PAPER SUNDAY ... 


TOTAL GENERAL ADVERTISING ° 


SOURCE: MEDIA RECORDS 


TOTAL LINAGE ... 


DAILY TIMES ........ 
SUNDAY TIMES ...... 
2nd PAPER DAILY ..... 
2nd PAPER SUNDAY .. . 


Linage Percent 
25,261,781 41.9 
13,456,514 22.3 

8,907,498 14.8 
7,000,006 11.6 
5,686,405 9.4 

. 60,312,204 100.0% 

14,910,805 24.7 
10,350,976 17.2 
7,430,020 12.3 
6,026,494 10.0 

Linage Percent 

12,137,098 48.6 
5,328,031 21.4 
3,508,835 14.1 
2,110,504 8.5 
1,859,856 7.4 

24,944,324 100.0% 

7,673,368 30.7 
4,463,730 17.9 
2,607,929 10.5 
2,720,102 10.9 


Linage Percent 
8,035,242 36.5 
6,039,473 27.5 
4,049,774 18.4 
2,176,061 9.9 
1,701,102 7.7 

22,001,652 100.0% 
5,091,581 23.1 
2,943,661 13.4 
4,248,480 19.3 
1,790,993 8.2 


* Includes Automotive and Financial 
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THE LARGEST CIRCULATION 
ON THE WEST COAST 


With an average weekday circulation 
f of 396,472 the Los Angeles Times leads 
D : LY the second paper in its field by more 


than 72,000 copies every weekday. 


On Sundays, The Times circulation 
N D Y reaches 773,241 to surpass its nearest 
S$ U A competitor in the Los Angeles field 


by more than 73,000. 


More than three out of four families 
who read the weekday Los Angeles Times 


have the newspaper delivered to their 

HOME ” DELIVERED homes. Total home-delivered circulation 
is the largest among all morning 
newspapers in America. 


THIS IS THE PAPER 
FOR YOU 


First by far in circulation ... first by far in display and 


classified advertising . . . the Los Angeles Times is 
first by far in results in America’s third largest 
market. Add to this all around leadership 

the lowest milline rate in its field and 
the Los Angeles Times certainly is 


the paper for you. 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 
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HIGH FASHION—Deering, Milliken & Co. 
has this ad scheduled for consumer maga- 
zines and 100 newspapers this spring. Capi- 
talizing on the wrinkles in an elephant’s 
hide, the ad emphasizes the wrinkle-resist- 
ent features of Milliken’s Visa tropical fab- 
ric. Lewin, Williams & Saylor, New York, 
is the Deering, Milliken agency. 


U.S., Germany Plan 
for Mergenthaler 
Centennial in May 


New York, March 16—The 100th 
anniversary of the birth of Ottmar 
Mergenthaler, inventor of the 
Linotype, will be observed during 
May in both Germany, where he 
was born May 11, 1854, and the 
U. S., where his mechanical talents 
made possible one of the major 
inventions of history. 

A major feature of the anni- 
versary will be the dedication of 
the newly erected town hall and 
Mergenthaler Museum in Hachtel, 
Germany, birthplace of the in- 
ventor, on May 9. A special tour 
is being arranged for American 
printers and publishers by the 
German Educational Travel Assn. 
which will include a visit to the 
International Printing and Paper 
Fair in Dusseldorf (May 15-30) 
where ceremonies also will be held 
to observe the Mergenthaler cen- 
tenary. 

Also in Germany, the _ type- 
foundry of D. Stempel AG will 
issue a new typeface of classic 
character to be named Mergen- 
thaler Antiqua, designed by Her- 
man Zapf. Horst Kliemann has 
prepared an extensive collection 
of material on the general subject 
of printing over a period of 2,000 
years, which will be issued in a 
book of 300 pages. 


= In this country, the Mergen- 
thaler Linotype Co. has prepared 
a festival book, to be printed in 
English and German language edi- | 
tions, dealing with Mergenthaler’s 
life. 

The Mergenthaler centennial 
will also mark the bestowal of the 
first Mergenthaler awards for ex- 
cellence in Latin American journ- 
alism. Established by the Inter- 
American Press Assn. following 
a gift from Mergenthaler Linotype 
Co. of $62,500 for distribution in | 
annual amounts of $2,500, the 
awards will be announced in Sao! 
Paulo, Brazil, in October, during 
the association’s 10th annual con-| 
vention. 


Commerce Department Issues | 
‘Distribution Data Guide’ 


The Department of Commerce 
has released the first issue of “Dis-_ 
tribution Data Guide,” a monthly | 
publication listing new government | 
and non-governmental publica- 
tions relating to distribution, mar- 
keting and selling. 

The publication is being com- 
piled by the office of distribution | 
of the department’s business and) 
defense services administration. | 
During a trial period it will be 
distributed without charge to asso- 
ciations and individuals requesting 
it. 


| 
| 
| 
j 
| 


-‘wold-Eshleman_ Co., 


_ Biddle to Handle Home Show 


WerBell Appoints McDonald NBP Recognizes 546 Agencies 
Donald McDonald, formerly v.p., National Business Publications, 
of the Louisville office of Gris-| Washington, has issued a list of 
has been! 546 agencies which it has rec- 
named resident manager of the ognized. The association’s recog- 
Louisville office of Mitchell Wer- nition program was established in 
Bell Advertising, which has head- August, 1952. 
quarters in Atlanta. 


Mitchell Named Coast Rep 
The Lion, and its Latin Amer- 


lications of Lions International, 
Chicago, have named H. L. 
Mitchell of Huntington Park, Cal., 
(‘to represent them on the West 
| Coast. . 

Baynham Shoe to Dooley | 

Baynham Shoe Stores, Cincin-| WBZ-WBZA Name Fred Greene 
nati, has appointed Dooley Adver- | Frederick Greene has 
tising Co., Louisville, to direct ad- named advertising and sales pro- 


The Chicago office of Biddle Co. 
has been named to handle promo- 


| tion of the Hammond, Ind., “Parade vertising for its Cincinnati, Nash-' motion manager of WBZ and 


of Homes,” which will be held) ville, 
June 12 through July 11. stores. 


Lexington and Louisville WBZA, Westinghouse stations in 
‘Boston and Springfield, Mass. 


‘ican counterpart, El Leon, pub-| 


been | 
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me +) Me Lists 2,850 busi- 

3 ness papers, farm 
BACON s papers and con- 
sumer magazines 


that use publicity 


PUBLICITY 
CHECKER —ists them alpha- 
betically and in 99 


vnarket groups — compiled trom thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $6.00. 
BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


Sent on approval. 


CAME THE DELUGE! 


To get an up-to-date line on “who’s listening 
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and where,” the Double Cola people, through 
their agency, Noble-Dury and Associates, Inc., 
ran a 10-week contest on Double Cola’s Double 
Pleasure Party (6:15-6:30 p.m. 
starring the inimitable Little Jimmy Dickens. 
Then, according to Double Cola’s Bob Ashley, 
“came the deluge!”” — more than 20,000 entries 


Saturdays) 


Le from 34 states and one foreign country — more 
proof that they’re listening to WSM not 
only throughout the Central South, but 
in many other states, too! 

To give your product a ride on 
this powerful beam, talk to Tom 
Harrison or any Petry Man. 


Nashville ¢ Clear Channel @ 50,000 Watts 
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Ceoner's makes a modest proposal 


es eae 


ES Se | 

| 
FITTING AND PROPER—William Carter Co., 
Needham Heights, Mass., will run this 
four-color page in The New Yorker and 
Time during May and June to promote its 
“fitting and proper’ men’s underwear. | 
The campaign, which broke last week, never | 
shows underwear. Last September, Carter 
started the ball rolling with an ad headed: 
“What does a Scotsman wear under his 
kilt?’ Batten, Barton, Durstine & Osborn is 
the agency. 


Dow Joins Plastic 
Molders in First 
Co-op Campaign | 


MiIpLANpD, MicH., March 16—! 
Dow Chemical Co. is using tel-| 
evision, consumer magazines and) 
business papers to build consumer 
acceptance of plastic housewares | 
and to assist retailers to move mer- | 
chandise off their shelves and into) 
the hands of consumers. 

The program launched this 
month is a new phase of the com- 
pany’s merchandising program for 
plastic housewares made of Styron, 
Dow polystyrene, Millard J. 
Hooker, advertising manager of 
the company, told AA. | 

Beginning March 1 the company | 
included plastic housewares on its. 
sponsorship of the Dave Garroway | 
morning news show, “Today,” on | 
the NBC-TV network, carried on 
50 tv stations five days a week. 

In addition, color pages are being 
used in current issues of Chain 
Store Age, Hardware Retailer, 
Good Housekeeping, Variety Store 
Merchandiser and Woman’s Home 
Companion. 

MacManus, John & Adams is the 
agency. 


@ The advertising program is we) 
signed to help buyers select na- 
tionally advertised products. Since 
Dow manufactures only the poly- 
styrene molding granules, the ad-. 
vertising features products of lead- 
ing manufacturers of Styron 
housewares. 

A unique feature of Dow’s ad- 
vertising is a continual overlapping 
on products. The company’s cus- 
tomers, molders and manufacturers 
of plastic materials, are encouraged 
to tie in with Dow advertising, Mr. | 
Hooker said. 

Some do so on a regional basis, 
and others on a partial network) 
participation, covering 12-14 cities. 
Others use local spot promotions 
on radio or tv. 

In the current campaign 13 com- 
panies are participating. Eight 
have bought tv time covering three 
to eight markets. One company is 
using participation network tv in 
46 markets. 

This is the first time that the! 
plastic molders have participated 
in a Dow campaign, Mr. Hooker 
said. The merchandising staff of, 
Dow is largely responsible for this. 

“Housewares made of Styron 
have been evaluated and presold, 
Mr. Hooker said. “If _ retailers 
stock, display, advertise and pro- 
mote them, we know they will 
make profits.” 

The present campaign on plastics | 
heusewares will be repeated in- 
October. | 


Appoints Hirshon-Garfield 


wear manufacturer, has appointed 
the Miami office of Hirshon-Gar- 
field to handle its advertising. 
Fashion magazines, newspapers 
and business papers will be used. 


Globe Luggage to Lancaster 

Globe Luggage Co., New York, 
has appointed Lancaster Advertis- 
ing, New York, for Princess Pak 
hat boxes for women. Business 
papers will be used. 


Charles Hoyt Names Lewis 

Daniel G. Lewis, formerly with 
the advertising department of The 
New Yorker, has joined Charles 
W. Hoyt Co., New York, as an ac- 
count executive. 


Alix of Miami, dress and sports-| 


Advertising Age, March 22, 1954 


H field because of technical facilities Life advertising manager. 
‘Houze to Bow with it developed while manufacturing Vinéent ca Brosnahan, o—— 
H optical lenses, signal lamps, x-ray, Cleveland office manager, now be- 

Glass Dinnerware welding glass, radar viewing comes New York advertising man- 

Point Marion, Pa., March 16—. screens and glass colors developed ager, and Frederick L. Redpath, 
L. J. Houze Convex Glass Co., for church windows. |formerly St. Louis manager, now 
manufacturer of sunglass lenses, is Chicago advertising manager. 
has entered the tableware field ‘Life’ Promotes Richardson, 
with the introduction of colored Hanson to Regional AdHeads | Hallaren Named PR Director 
glass serving accessories. In addi- Wallace C. Richardson, formerly! John D. Hallaren has been ap- 
tion, the company will come out New York advertising manager,| pointed public relations director 
with a formal dinnerware line in has been named eastern advertis- of the American Rayon Institute. 
July. ing manager of Life, and Charles | He formerly was advertising and 

Plans for fall advertising are W. D. Hanson, formerly Chicago public relations director for Bur- 
being prepared by Tyndall Asso-| manager, has been named western | lington Mills Corp. 
ciates, New York. Business papers advertising manager of the maga- 
and magazines probably will be zine. Mr. Richardson succeeds Miss Wann Joins ‘Bazaar’ 
‘used. | William Holman, recently ap-| Edith Wann, formerly fashion 

E. V. Ogg, exec. v.p. of Houze, pointed head of Time Inc.’s publi- coordinator at B. Siegel, Detroit, 
‘said that the company, which cation development advertising de- has been named associate mer- 
‘pioneered colored glass lenses in partment. Mr. Hanson succeeds | chandising editor of Harper’s Ba- 
‘the U. S., entered the tableware John F. Morrissy, recently named | zaar, New York. 


us 138,000 Management, Production, Engineering and Purchasing 


"Rp executives in metalworking read it... use it. ..depend upon it! 
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Advertising Age, March 22, 1954 


Hamilton Textile to Peck 


Hamilton Textile Mills Inc 
New York, has appointed Peck Ad. 
vertising, New York, for its new 
line of nylon tricot knitted sheets. 
An introductory campaign starts 
April 1. 


WINS Appoints Smith 

Robert S. Smith, formerly di- 
rector of musical programming at 
NBC, New York, has been named 
program manager of WINS, New 
York. 


Paper Drops Moran, Hedekin 

The Daily Times, Gainesville, 
Ga., has severed its relationship | 
with Moran, Hedekin & Fischer, 
New York newspaper representa- 
tive. 


Merrill Lynch ‘53 
Ad Budget Topped 
‘Halt- Million Mark 


New York, March 16—Merrill 
Lynch, Pierce, Fenner & Beane, na- 
tional stock brokerage house, in 
1953 had a total income of $47,679,- 
244 against $43,614,818 in ’°52,anda 
net profit after all expenses and 
taxes of $2,079,496 against $1,929,- 
312. 

In its annual report, the partner- 
ship disclosed that combined re- 
search, publishing and advertising 
activities of its 112 branches in ’53 
amounted to $2,239,272 of which 
$550,419 was for newspaper and 
magazine space and $290,333 for 
statistical services. 


As in past years, the report says, 
newspaper financial page advertis- 
ing continued as the major medi- 
um. About 300 newspapers and 
periodicals ran Merrill Lynch ads 
during the year. 


# More than 3,000,000 pamphlets 
were distributed to customers. Its 
bi-weekly business news magazine 
has a circulation of 90,000, and 
two special issues had a printing of 
145,000 and 130,000 each. 

A film sponsored by Merrill 
Lynch, “Marketplace U. S. A.,” is- 
sued in May, has been widely 
shown to trade and farm groups 
in the U. S. and Europe. Two spe- 
cial showings were made to mem- 
bers of the British Parliament. 

In ’53 the brokerage house did 
10.3% of all round-lot securities 


|business and 17.2% of the odd-lot 


Stock Exchange, against 9.4% and 
16% in ’52. 


Rad Products to Duane Jones 
Rad Products Inc., New York, 
has named Duane Jones Co., New 
York, to handle advertising of its 
Rad white crystal bleach, Rad all- 
purpose cleaner and Rad furniture 
polish. Newspapers, radio and tv 
are scheduled. Rad products has 
not advertised for “some time.” 


Mogul Gets Gold Label 
Gradiaz, Annis & Co., Tampa, 

has named Emil Mogul Co., New 

York, to handle advertising for its 


Gold Label cigars. The account 
was formerly with Joseph Katz Co., 
New York. 


business handled on the New York | 


PARENTS’ BALM—So that Mom and Pop 
won't have to listen to the tv programs 
selected by their offspring, Hoffman Radio 
Corp., Los Angeles, is offering a special 
set of earphones (“spacephones’”) which 
can be attached to six Hoffman tv models, 
leaving Junior free to watch and listen to 
his favorite show without driving his 
parents nuts. More conservative models are 
also available for adults. 


202 Negro Papers in U. S., 
Lincoln U. Finds; Awards 5 

There are 202 commercial Negro 
newspapers, including two dailies, 
now operating in the U. S., ac- 
cording to the annual survey con- 
ducted by the Lincoln University 
school of journalism in Jefferson 
City, Mo. In addition to the two 
dailies, there are 193 weeklies, 
four semi-weeklies and three bi- 
weeklies. The compilation is free 
upon request. 

The school has given citations of 
merit for outstanding performance 
in journalism to John H. Johnson, 
publisher of Ebony, Tan, Jet and 
other magazines, and to John H. 
Sengstacke, Chicago Defender 
publisher. Awards for significant 
contributions to better human re- 
lations have been given to Time, 
the Chicago Daily News and the 
Southern Patriot. 


VCA Buys ‘Goldberg’ Show 

Vitamin Corp. of America, New- 
ark, N. J., will present “The Gold- 
bergs” over DuMont starting April 
13 at 8:00 p.m. EST. This is the 
date Bishop Fulton J. Sheen leaves os 
the air for a vacation from his ‘ 
Admiral Corp.-sponsored program, 
which fills that time period for six 
months of the year. Vitamin Corp. 
of America has an option on the 
8:30 p.m. period when Bishop 
Sheen comes back next Oct. 12. 
Time for the vitamin company was 
bought through Batten, Barton, 
Durstine & Osborn. 


NATION'S tARGEST TRADE TERRITORY 


IMPORTS AND EXPORTS 
THROUGH PORT OF 
EL PASO—UP 857%, 


1982 Tetel .....é.. $114,800,000. 
1940 Total 12,000,000. 
oniaeudbouwn 102,800,000. 


El Paso is the Largest 
City on the Border 


The 1 Paso Cimes 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ Line BUYS BOTH! | 
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‘TELL AND SELL. YOUR STORY 
‘WITH GENUINE PHOTOGRAPHS: 
8x 10's. Post Cards Tip-ons 
Miniatures—Portfolios—Business, Cards 
THE GROGAN PHOTO COMPANY 
(1275 N. Bahls St., Danville, Hiinois 
sv . * emscago ormice: — 
122 S$. Michigan Ave., Phone Webster ». 3219 


‘Chicago Buyers’ Guide Out 


| available. 


Rival Adds TV Spots 
The 19th annual _ edition of | 


“Buyers’ Guide and Industrial: in ‘Biggest Ever’ 
Directory of Chicago,” compiled) 


and published by the Chicago Dog Food Campaign 


Assn. of Commerce & Industry,| : 
1 N. LaSalle St., Chicago 2, is now |, Curcaco, March 16—Rival Pack- 


‘ing Co. will back up its dog food 
product this spring with what it 


THE QUAD.CITIES 


calls the “biggest concentrated” 
campaign ever used to promote a 
| dog food. 

| A feature of the drive is a great- 


3RD IN DRUG SALES 


Among the 11 Standard Metropolitan Areas of lowa - Illinois 
55 % of Drug Sales are on the Illinois Side 
CBS for the QUAD-CITIES 


TELCO BUILDING, ROCK ISLAND. unos 


Represented by Avery-Knodel, Inc 


ily expanded tv schedule which 
| will use 104 stations in 82 cities 
and will also have a greater fre- 
quency of telecasts per station. 
The schedule calls for spot adja- 
cencies, and Rival says it has cre- 
ated a continuous “story line” 
commercial to make the most of 
audiences listening to nearby 
high-rating shows. 


s The drive will also include an 
uninterrupted schedule of once-a- 
month ads in_ store-distributed 
magazines, plus continued news- 
paper, outdoor and point of sale 


ads will feature the Rival “value 
'chart” introduced last fall (AA, 


Sept. 25). There will also be small 


news ads, used in multiple-im- 
pression fashion. 

The nine-point “value chart” 
will continue to be Rival’s big 
pitch. Motif in newspaper ads— 
and some of the tv films—will be 
a cartoon dog putting up one of 
the Rival charts on a brick wall. 

Charles Silver & Co. 
agency. 


Bateman Joins Robinson & Co. 

William L. Bateman Jr. has been 
added to the creative staff of 
Elwood J. Robinson & Co., Los 
Angeles agency. He was formerly 


furniture chain in Southern Cali- 
fornia. 


Tipton Rejoins Gillham 

Jay Y. Tipton has returned to 
Salt Lake City from the San 
Francisco Bay area to rejoin Gill- 
ham Advertising Agency as v.p.in 


advertising. Big-space newspaper 


charge of copy. 


a 


en 


tr J 


~~ 


a 


certain that the leader is in the Cincinnati Times-Star. Even stronger in 1953 than in 1952. 
with more linage in the Times-Star than in any other Cincinnati newspaper.) 46 years of leadership. 


iS-STAR 


The leader in liquor sales in Cincinnati’s Hamilton County is Seagram’s 7 Crown, and you may be 


(And 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 


is the 


copy chief for Barker Bros., retail | 
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SEWER SEAL—Leon Jolson, 
Necchi Sewing Machine Sales Corp. and 
Elna Sewing Machine Co., accepts the U.S. 


president of 


Testing Co.'s quality seal, the first to be 

awarded in the sewing machine industry, 

from Mrs. Ruth Ann Little, home economist 

in charge of the consumer service division 
of U. S. Testing. 


Measures Proposed 
to Crack Down on 
Obscene Magazines 


ALBANY, March 16—Six meas- 
ures intended to crack down on 
“obscene, lewd or indecent” com- 
ics, Magazines and pocket books 
were endorsed here yesterday by 
the joint legislative committee on 
comics books. The proposals are 
currently before the state legisla- 
ture. 

The committee’s annual report 
to the legislature also declared 
that publishers who opposed re- 
strictive legislation on the ground 
that it violated constitutional guar- 
antees of free speech and free 
press were “confusing liberty with 
license.”’ 

Warning that unrestricted pub- 
lication of objectionable publica- 
tions was threatening the spiritual 
and mental welfare of the state, 
the committee charged that the 
distribution of crime comics was 
contributing to juvenile delin- 
quency. 

Authors and publishers, it said, 
“are exploiting crime and horror 
for profit.” 


L. A. Agency Appoints Two 

Stromberger-LaVene-M cKenzie, 
Los Angeles, has named Henry 
Hinke business manager. and 
Harmon O. Nelson to head tel- 
evision and radio operations. Mr. 
Hinke has a background in busi- 
ness administration. Mr. Nelson 
was formerly program manager 
for KNBH, Los Angeles, and has 
had previous agency experience in 
radio and television. 


Buys Don Lee Newscast 

North American Van Lines, Los 
Angeles, has signed to sponsor the 
news commentary program of 
Cecil Brown, Mondays, Wednes- 
days and Fridays, on the full Don 


Lee Broadcasting System network 
‘of 45 stations. The newscast is 
heard at 8:00 a.m. Joe Castor & 
| Associates, Los Angeles, is the 
agency. 


| Brewer to Stay in Milwaukee 

| Miller Brewing Co., Milwaukee, 
‘which announced last summer it 
planned to expand outside of Mil- 
_waukee, has reversed the decision. 
| Frederick C. Miller, brewery presi- 
‘dent, said, “We don’t feel that we 
can brew a Miller High Life qual- 
ity product outside of Milwaukee 
and have consistent quality.” Mr. 
Miller said civic pride is a second 
factor in the company’s decision. 


Hotel to Ad Counselors 

Hotel Westward Ho, Phoenix, 
has appointed Advertising Coun- 
selors of Arizona, Phoenix, to han- 
dle its local and national advertis- 
ing and publicity. 
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Grocery Men Will 
Buy Via Television, 
Max Buck Predicts 


NEw York, March 17—Electron- 
ic salesmanship will make the 
knock-on-the-door, pound-on-the- 
pavement type of salesman as out- 
moded as the horse and buggy. 

This prediction was made this 
week by Max E. Buck, director of 
merchandising for NBC’s owned- 
and-operated radio and tv stations, 
in a speech before a meeting of 
grocery manufacturers representa- 
tives. 

The NBC merchandise expert 
envisions a “single master sales- 
man standing before a camera in 
his home office and speaking to 
buyers sitting in their own chain 
store offices before a ‘buyer’s 
screen.’ 


# “In full, rich color, the new 
product will be submitted for con- 
sideration to buyers everywhere 
at once,” by way of television, Mr. 
Buck said. “The electronic sales- 
men will show the package, open 
it, point out its packaging advan- 
tages, pour out the product, show 
it and demonstrate it. Trained 
home-economists will give tips on 
its use and merchandising men will 
give advice on how to sell it fast- 
est and most profitably. Ad spe- 
cialists will show retailers how to 
tie in their own advertising. 

“It will be the end of all private 
deals, special favors. For there on 
the buyer’s screen, for all to see, 
will be the price, the terms, the 
delivery date—giving all retailers 
equal opportunity to buy wisely 
and well. 

“Chain buyers for the first time 
will buy—through color television. 
They will be moved by the same 
things that move homemakers to 
buy—through the appearance of 
the product, the value of the prod- 
uct, its many uses. 


= “It will end the great guessing 
game in which buyers now too of- 
ten indulge—‘will the women buy 
it?’—a guessing game which comes 
from buyers who often have dif- 
ferent standards for measuring an 
item’s worth in the office than 
homemakers have sitting before 
their tv screens. 

“While all this may mean the 
death of a salesman as he now is, 
it will mean the birth of a new 
kind of a salesman—the retail 
expediter. He will be the liaison 
between the retail store, the chain 
headquarters and his own execu- 
tive staff. 

“He will be the scientist in the 
great retail laboratory determining 
new ways to sell more of his prod- 
uct once it reaches the retail floor. 
From him will come retail selling 
techniques not yet dreamed of,” 
Mr. Buck concluded. 


Ad Council Names Peabody 


Stuart Peabody, assistant v.p., 
Borden Co., New York, has been 
elected board chairman of the Ad- 
vertising Council. He _ succeeds 
Philip L. Graham, publisher of the 
Washington Post. John C. Sterling, 
publisher of This Week Magazine, 
New York, was elected a vice- 
chairman, and Louis N. Brockway, 
exec. v.p., Young & Rubicam, New 
York, and Leo Burnett, president 
of Leo Burnett Co., Chicago, were 
re-elected vice-chairmen. 


Fredericks Adds 10 Accounts 

Sheldon Fredericks Advertis- 
ing, New York, has added ten 
clients. They are Linens of the 
Week Inc.; American Electrical 
Appliances Corp.; Apex Foot 
Health Products Co.; Edison Plas- 
tics Inc.; Lind-Gal Inc.; Towel 
Service Bureau Inc.; Criterion Bell 
& Specialty Corp.; Commodore 
Mfg. Corp.; Criterion Beadcraft 
Corp., all New York, and Betco 
Sales Co., Patchogue, Long Island, 
N. Y. 


‘Names Roberts & Reimers 

Spirit of Norway Sardines, New 
York, has appointed Roberts & 
Reimers, New York, to handle its 
advertising. Newspapers and radio 
are being used. 


Swansdown Starts Division 


The House of Swansdown, New 
York, is expanding its business to 


in coats, suits and ensembles. 
Jack Sachs, who formerly owned 


include a junior line called Swans- | 
down Jr., offering sizes 5 to 17 and before that associated with 


| Victoria Juniors, has been named 


sales manager of the new division, 
which will use advertising in fash- 
ion publications. 


Joins Blaine-Thompson 
Heinzdieter von Schoenermarck 
has been named copy director of 
Blaine-Thompson Co., New York. 
He was formerly creative director 


for Vickers & Benson, Toronto, | 


Grey Advertising Agency, New 


York. 


Frank to Blake Enterprises 


Phil Frank, formerly Screen 
Gems salesman, has joined George 
Blake Enterprises, New York, as 
partner and general sales manager. 
He will handle the sale of tv com- 
mercials and package shows. 


Ofters Colored Sky Writing 

Virgil E. Noble of Venice, Cal., 
is offering four-color sky writing 
to national advertisers. The process 
is the result of 12 years’ experi- 
mentation. 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on, The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 


Ask for free copy of Booklet No. 50 


“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00— it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


Packer, 


‘YOuR 


PRODUCT 


Your Advertising 


Agency has all the facts 


The West's "GREATEST SPECTACULAR” . 


Covering circulation into Wyoming, Colorado, idaho, Nevada and Utah 


an all night LIGHTED service in the 
2nd fastest growing area in the nation 


The connecting thoroughfare between these two cities is the life line 
of trade down which thousands pass in an unending stream. 

It is fed and served by the many excellent and contiguous highways 
that radiate to all parts of the state. Over it travel the busy shoppers 
and business buyers, a citizenry nationally known for their greater 
and more wholesomely distributed buying power, including 
more than 3,000,000 money-spending tourists annually. 

A terrific outdoor impact along the “MAIN STREET” of UTAH. 


MARKET FACTS-- 


Utah Industry Expanding at A Rate in Excess of 


$5 MILLION A MONTH 


Salt Lake City and Ogden are vastly 
important as sales points — since 
they are the largest cities in the 
1300-mile expanse between Denver 
and San Francisco, and do the 
major distribution job for an area 
¥4 the width of the United States — 


virtually from Canada to Mexico. 
Utah, the key state, has increased 
25.2% in 10 years, Metropolitan 
Salt Lake City has passed 300,000, 
a gain of 29.9% ... 
Census predicts a rise of 18% by 
1960, far above the U. S. average. 


and the U. S. 


Utah Division 


Ken Rector 


Manager 


Along the MAIN STREET of UTAH 


The Longest Day. : 
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Streibert Asks ‘Common Public Relations 
Effort’ by U.S. Firms Operating Overseas 


New York, March 16—In a 
major bid to bring U. S. business 
organizations into the overseas in- 
formation program, Theodore 
Streibert, chief of the U. S. Infor- 
mation Agency, today urged indus- 
try “to pool its public relations 
resources and pull together in a 
common effort” to tell people 
abroad how the private enterprise 
system “can benefit the man in the 


government, 
tacks,” he explained. 


the responsibility for meeting these 
attacks must be assumed by busi- # “Sheer numbers, however, are organizations have a wealth of re- 
ness, he explained that this agency not the only reason public relations sources and know-how. This is 
has only about 150 employes in activity by private industry is im- certainly true among our public. 
Latin America, and the govern- 
ment altogether only 2,500 em- 


ployes in that part of the world. lic relations job overseas more ef- world.” 


“Contrast this small number, fectively. The propaganda-weary 
with the more than 80,000 private peoples of foreign lands often put 
_Americans who live in the 20 coun- more credence in private messages 
tries of Latin America. They are than official statements. 
the subject of at-)| involved ina wide variety of busi-| “And there is a further reason 
ness, professional and social activi- for private initiative in creating 
Pointing out that the bulk of ties. 'good will abroad on the part of 
business. Private businesses and 


portant. I believe that private relations and advertising people— 
American groups can do the pub- perhaps the best-trained in the 
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Howard Swink Names Lord 

Jack Lord, formerly associate 
managing director of the Direct 
| Mail Advertising Assn., New York, 
‘has joined the staff of Howard 
Swink Advertising Agency, Mar- 
ion, O., effective April 1. 


| Stovel Leaves Kimball Co. 


H. C. Stovel has resigned as 
manager of the San Francisco of- 
fice of Maurice A. Kimball Co. He 
has not announced his future plans. 


street in each country.” 

“Let me emphasize that govern- 
ment alone cannot do the public 
relations job overseas which must | 
be done,” he told a meeting of the 
International Advertising Assn. | 
and the Export Managers Club of 
New York. 

Mr. Streibert reported that in the | 
past six months the U. S. Informa-_ 
tion Service obtained cooperation | 
from about 450 organizations, | 
many of them business firms en- 
gaged in foreign trade. Neverthe- 
less, officials of the agency have 
frequently expressed the opinion 
that business should play a much 
larger role in the overseas infor- 
mation program, and in tonight’s 
speech he was apparently staking 

t the part that the Eisenhower 

dministration hopes business will 

play, through a joint public rela- 
tions program operating separate 
from the government—but in co- 
operation with the over-all na- 
tional program. 


® The list of public relations acti- 
vities overseas carried on by pri- 
vate U. S. firms is long and im- 
pressive, Mr. Streibert said. ““How- 
ever, despite the effectiveness of 
these individual efforts no one 
company can do the job. No group 
of companies acting separately can 
do it. And certainly the govern- 
ment can’t do the job alone. 

“In educating people abroad 
about the private enterprise sys- 
stem, business must demonstrate 
how this system can benefit the 
man on the street in each country,” 
he explained. “Business must con- 
stantly relate its activities to the 
aspirations of these people.” 

Mr. Streibert specified the 
following ingredients for a “con- 
certed” overseas information pro- 
gram by private firms: 


= 1. The principal holders of over- 
seas investments should pool their 
public relations resources in a| 
single organization to carry on a 
combined public relations program, 

2. Such an organization should 
carry on grass-roots public rela- 
tions activities—working in each 
country with the local people and 
organizations. It should recognize 
the different characteristics of each 
country and identify itself with 
the aspirations of the local people. 

3. Because of the special interests | 
and knowledge of business groups, 
it should aim primarily at increas- 
ing understanding of our economic | 
system and the beneficial results| 
which can flow from private in-| 
vestment. It should provide as 
many evidences as possible of how 
private capital can benefit each 
country overseas. 

4. The organization should study 
the present public relations activi- 
ties of U. S. companies overseas 
and emphasize the best of them. 


e Mr. Streibert illustrated the, 
possibilities by pointing to Latin 
America, where U. S. trade in 1953 
totaled $6,500,000,000. In general, 
he said, the U. S. enjoys a favor-| 
able climate of opinion in Latin 
America, “but the actual situation 
contains certain inconsistencies.” 
On one hand, he said, there is 
insistence on the need for a greater. 
volume of capital from abroad for | 
national development. “However, 
the fact that Americans are for- 
eigners and represent big interests | 
makes them, and with them our | 


“Largest Daily Circulation in the West?'s 


Largest City’ 
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the farm market for the first time, , the co-op program includes dealer- 
and is planning its first dealer; placed newspaper ads. 


Culligan to Boost 


Budget, Hit F arm co-op tv campaign. Emmet J. Culligan, board chair- 
‘ . | Farm advertising will be on @| man, told the sales managers that 
Market First Time local basis, Mr. Porth said. Direct| tne company expects a 15% in- 


mail and rural publications will be 


Cuicaco, March 16—Culligan | use d. crease in business this year. In- 


Inc., Northbrook, Ill., water sof- creased use of automatic laundry, 
tener manufacturer, will increase, # Magazines will get the bulk of ‘Shwasher and other water-using 
its budget 25% this year, Donald|Culligan’s budget. Insertions are Cduipment is a major factor in 
L. Porth, sales director, said Fri-| scheduled in Country Gentleman, | Stimulating demand for soft water 
day. Good Housekeeping, Life, Parents’ Service, he said. 

He told district sales managers Magazine and The Saturday Eve-| 
that the company will also aim at ning Post. In addition to television, 


cago, is the agency. 


Alex T. Franz Advertising, Chi-| 


Appoints Smithson, Wyman 
Cincinnati Automatic Conveyor 
Co., Cincinnati, has named Smith- 
son, Wyman & Withenbury, Cin- 
cinnati, to handle its advertising. 
| Trade publications will be used to 
| promote the company’s new line of 


/overhead conveyor systems. 


_Addison Lewis Co. Moves 
Addison Lewis Co., Minneapolis 
/ agency, has moved to larger quar- 
ters at 1807 Lyndale Ave., S. 


ACTION ON the basketball court covers a lot of ground. 


BUT THE PLAYERS concentate their efforts on just one spot— 


the basket. After all, that’s the place that pays off! 


SUCCESSFUL advertisers sell Southern California the same way. 


They 


concentrate on the rich, populous ‘‘payoff’’ portion of the market— 


the Los Angeles City and Retail Trading Zone! That’s where 


74.7 per 


cent of all Southern Californians live and where 75.9 per cent of 


Southern California’s retail sales are made. 


AND THAT’S where the big Herald-Express concentrates 92.1 


pet cent of its more than 300,000 circulation. 
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Try ours—six unified services; 
art, typography, photography, 
photoengraving, color 
process and electrotyping 

all at once and every day! 
You can get assistance _ 
in anyone of the six by 
themselves or use them all 
simultaneously; in either 
case you'll be pleased with 
the cooperation, service and 
help you get from Pontiac. 
Write or call and let 


us tell you more. 


P RO 
HOTOENGR A VINGS Ces 


ART WORK 
PHOTOGRAPHY 
x 
<ypoGRArh un? UNIFIED 
R07 SERVICES 


Pontiac 
Engraving & 
Zlectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, Illinois 
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authored by newscaster John 
13,000 Buyers Cameron Swayze, and toys and 
‘games which allow children to 
‘Simulate grownup activities such 


Crowd Toy Fair: as the Campbell kids cooking set, 


containing six small cans. of 


Campbell's condensed soups. 


‘54 Looks Good Upholds Clor-Aid Brand 


The federal court of appeals has 

New York, March 17—A record- | upheld a decision which said that 
breaking 13,000 buyers visited the | Clor-Aid, the chlorophyll chewing 
5lst American Toy Fair which! gum trademark of Topps Chewing 
closes its ten-day stand today. 'Gum Inc., does not infringe the 
The largest exhibit of toys ever name Clorets, owned by American 
held, the fair included the lines 
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|Chicle Co. The court also decided g¢; ufacturer, has appointed Hirshon- 

that the use of the phrase al ay ne Pon rg "hak, |Garfield, New York, to handle its 

10¢” constituted unfair competi- has been appointed by six adver- | @dvertising. 

tion to Clorets, which is sold at ticsers, They are Ward Bros. Mfg. | 

15¢. Co., Monticello, Ark.; Malvern Seydel Elected Agency V. P. 

‘Brick & Tile Co., Malvern, Ark.;| Victor Seydel, director of radio 

Two Name Danford & Eubanks ‘Union Life Insurance Co., Little and television for Anderson & 
Danford & Eubanks, New Castle, Rock; Freiderica Drug Stores, Lit- | Cairns, New York, has_ been 

Pa., has been named to handle ad- ‘tle Rock; Wood Mfg. Co., El | elected a v.p. of the agency. Thom- 

vertising for Castle Machinery Co.,| Dorado, Ark., and Bonner Special- 45 R. Vohs, who joined the agency 


New Castle dealer in used and re- | ties, Los Angeles. in 1946 and who was named a v.p. 
built machine tools, and Morgan! ~- 'in 1952, has been elected a direc- 
Vise Co., Chicago maker of vises Names Hirshon-Garfield tor. Mr. Seydel previously was 
for industry, shops, schools and| John Alexander of New Haven,|with Walker & Downing and the 
home work shops. |Conn., suit and sport jacket man- : Blue Network. 


of a record 1,300 manufacturers 
spread out over a total of 18 floors | 
in two hotels, as well as displays 
in permanent showrooms in the 
area. 

A trend toward increased sum- 
mer and early fall toy promotions 
was indicated by all types of de- 
partment stores as well as other 
retail outlets, reported Frederick 
W. Doepke, president of the Toy 
Manufacturers of the U. S. A, 
sponsor of the show. 


# “The general recognition of the) 
good business sense of promoting 
toys at times other than the pre- 
Christmas season is one of the most 
favorable developments in the 
mérchandising picture and seems 
lively to have as wide an impact 
om increasing sales as the high 
birth rate,” Mr. Doepke observed. 

“The majority of the 1,300 ex- 
hibitors who displayed new lines at 
the fair expressed optimism that 
1954 sales would at least equal the 
record-breaking total of 1953 when 
sales at manufacturer’s level were 
estimated at $450,000,000,” he said. 

During the first few days of the 
fair, sales were generally slow, 
with many exhibitors reporting 
buyers taking lots of notes and lit- 
erature but hesitating about plac- 
ing orders. Most said, however, 
that they were doing better than 
expected. 


s Increased advertising and pro- 
motion expenditures planned on 
the part of the Toy Manufacturers 
of the U. S. A. and the $1,300,000 
program of the Toy Guidance 
Council Inc. now getting under 
way (AA, Feb. 1), point up the 
general optimism in the business. 

The 104 toys which have been 
selected for the Toy Council pro- 
motion are among those reporting | 
brisk sales at the show. The new 
toy showings indicated major em- 
phasis on toys that teach children 
homemaking and handyman skills. 

Among other items receiving 
considerable interest were musical 
instruments made from high im- 
pact plastic and metal, a variety of 
new quiz games including Swayze, 


Anyane in your office can set perfect 
headlines, body text, with Fototype. 
(A stenographer set this entire ad!) 
Cuts type costs by as much as 90%, 
Use for house organs, catalogs, ads, 
direct mail, brochures—even letter- 
heads! Clean, sharp characters for 
| offset, zincs or silk screen reproduc- 
tion. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53. 
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Advertising Age, March 22, 1954 


Insurance Firm to Metcalf 

Rhode Island Mutual Insurance 
Co., Providence, has named 
George T. Metcalf Co., Providence, 
to handle its advertising. Newspa- 
pers, radio and direct mail will be 
used. 


‘Companion’ Names Porter 

C. Rogers Porter, formerly with 
Mart, a magazine he helped estab- 
lish, has been named to the new 
post of equipment merchandising 
consultant to Woman’s 
Companion, New York. 


‘New York to Have 
Mammoth Coliseum 


on Columbus Circle 


New York, March 17—Revised 
building plans made public today 
show that this city will soon have 
‘a four-level coliseum capable of 
‘handling several major exhibits at 
one time. 
| With 272,562 sq. ft. of exhibit 


'largest exhibit hall in the country, 


exceeding the Cleveland public project. Redesigning was initiated 
auditorium by 12,562 sq. ft. There after it had been ascertained that 
will be basement parking space for only about a half-dozen known 
about 700 cars and direct en- | conventions require space for more 
'trances for trucks. ‘than 2,000 people. 

Originally planned to include an | 
auditorium suitable for sports| = “These extraordinary meet- 
events, the redesigned Columbus | ings,” said the authority, “are so 
Circle structure “will be admir-| large that they must be accommo- 
ably adapted for motor boat, flow-| dated in an area such as Madison 
er, sportsman and similar exhibits | Square Garden, or at outdoor sta- 
, requiring acres of show space,” ac-| diums. Site limitations, construc- 
cording to Robert Moses, chairman | tion and operating costs precluded 


Home space, the coliseum will be the of the Triborough Bridge & Tun-|a coliseum of such size and design 


nel Authority, supervisor of the in mid-Manhattan. Temporary 


working i 


of dollars 
seller. As 


chandise 


readershi 
weekly d 
market is 


profit is 
classified 


The used-equipment supermarket of metal- 


Here, every week thousands and thousands 


it, the only reason The IRON AGE carries 
more classified copy than any other maga- 
zine in its field is this ...it moves the mer- 


In 1953 The IRON AGE averaged 11 pages 
a week of such sales-making advertising, 
hit nearly 600 pages for the year! Classified 
can be so convincing a measure of a medi- 
um‘s might—The Times in New York, The 
Trib in Chicago, The Star in Washington... 
The IRON AGE in metalworking! 


No display advertiser could ask for more 
convincing evidence of a “buying-conscious” 


erally sitting with its money in its hands... 
just waiting to be shown, to be informed, to 
be persuaded, if you please. 


For this power to move merchandise at a 


s The IRON AGE “Clearing House.” 


change hands between buyer and 
a hard-boiled retailer would put 


profitably! 


p within the more than 37,500 
istribution of The IRON AGE. The 
in a mood to buy every week, lit- 


no peculiar property of just the ae aes 
pages of The IRON AGE. It's a . 


built-in feature of the magazine .. . is still 
the single biggest reason why The IRON 
AGE again carried more pages of advertis- 
ing, display and classified, last year than 
any other metalworking magazine. 


seating, however, can be made 
available for as many as 10,000 
visitors.” 

Construction of the huge arena, 
which is scheduled to open in 
March, 1956, will entail closing of 
59th St. between Columbus Circle 
and 9th Ave., and widening of 58th 
and 60th Sts., to compensate. 

A 20-story office building and 
two 14-story apartment buildings 
will complete the two-square- 
block project. 


Lock Vent to Ad Associates 
Lock Vent Inc., Richmond 


maker of aluminum and plastic 
glass permanent awnings, has 
named Advertising Associates, 
Richmond, to handle its advertis- 
-ing. Trade publications, radio, tv 
-and magazines will be used. 


‘Hirst Joins Product Services 
| Charlene Hirst, formerly with 
J. Walter Thompson Co. and Mu- 
‘tual Broadcasting System, has 
been named a time buyer for 
Product Services Inc., New York. 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 
ADVERTISING AGE : 
200 E. Hlinois St., Chicago 11, IL. 
Gentlemen: 

Please send me on 10-day money- 
back guarantee... .copies of “A 
Technique for Producing Ideas.” 


Enclosed is $......... 
Company 


Address 
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1, Ridgid pipe wrenches (Ridge Tool Co., 
Elyria, O.) get this point of sale boost 
made by DeVorn Display Corp. in Chica+ 
go. 


2. A small heat motor produces live 
steam action and a moving copy message 


f6ér this Hoover Co. iron display, created 
by Kling Studios, Chicago. 
3. Revell Inc., Venice, Cal., maker. of 


Highway Pioneer kits, has sold dealers, 


10,000 of these carousel displays which 
hold five dozen kits. 


4. Holeproof Hosiery Co. dealers are oft 
fered this Little Miss Luxite panties coun- 
ter stand free with orders of a 15- es 
basic stock assortment. 


5. For the first time in its history, John H. 
Breck Co. is using decal point of sale 
signs like this, reproducing the company’s 


typical art approach. Meyercord Co., Chi- 
cago, produces them. 


6. A dozen Debo deodorant “styks” and 
six Debo spray bottles are displayed on 
this counter stand used by Lentheric Inc., 
New York cosmetic house. 


7. A tubular steel rack holds the various 
products of James B. Beam Distilling Co. 
in package stores. Its feature is that it’s 
pilfer-proof. 


8. A 6’ floor stand for food stores can be 
used to display several different Nestle 
Co. products by changing the two-sided 
poster. Einson-Freeman Co., Long Island 
City, produced it. 


3: Designed for window display, this full- 
“color unit was produced by Zipprodt Inc., 
Chicago, to help W. A. Sheaffer Pen Co. 
introduce its ball-point model. 


ker Start Ts exciting vew hobibyt 
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10. Combining display and packaging, 
blue velvet lined boxes are now being 
used by Bell & Howell Co., Chicago, for 
its photographic lenses. 


11. World sources of fine leathers are fea- 
tured in this display for Jacques Kreisler 
Mfg. Corp. watchbands. Merit Displays, 
New York, produced the vacuum-formed 
unit. 


12. A gaily colored giraffe sparked Qua- 
ker Oats Co.’s point of sale tie-in with its 
premium offer of wall planters with Ken- 
L-Meal and Ken-L-Biskit purchases. 


13. Hand colored samples of this display 
were tested among dealers before Flo- 
Ball Pen Corp. ordered it in quantity 
from Einson-Freeman Co., Long Island 
cng, NN. s- 


14. Another Einson-Freeman Co. display 


is this counter piece for Speidel Co., Prov- 
idence maker of photograph bracelets. 


15. ‘“‘Budding debs” (10 to 14 years) are 
the target of these displays for Helen 
Pessl Inc., New York maker of Little Lady 
toiletries. Einson-Freeman Co., Long Is- 
land City, is the lithographer. 


16. Following through from its national 
promotion of Miss Rheingold, Liebmann 
Breweries Inc., Brooklyn, features the 
current Miss R on store displays in full 
color. Einson-Freeman Co. is the lithog- 
rapher. 


17. Toastmaster Products division of Mc- 
Graw Electric Co., Elgin, Ill., calls this 
“the carrying case with a dual person- 
ality.” The carrying case can be opened 
into a counter display suitable for a 
variety of store locations. 
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Take cardboard and ink—and X, an Un- 
known Quantity. Mix well, and leave in 
a hot press for a few seconds. Presto— 
a Display ! 

But what kind of a Display—dust-catcher 
or dividend payer? That depends on the 
exact analysis of that Unknown Quantity, 
which is a compound of ideas, experience, 
skill. Some lithographers have more of 
each component to add to the amalgam 
—some less. 


INLAND’s “Ingredient X”’ is made up 
of the most unhackneyed of ideas, the 
most modern of production facilities, the 
adeptness and practicality that comes of 
the experience of 40 producing years. 
It has vitalized some of the outstanding 
Point of Purchase Displays of the decade, 
for some of the country’s best-known 
merchandisers, large and small. 


We’ve got a good supply of INLAND’s 
“Ingredient X” left to stir into your 
Point of Purchase pieces. Call us in for 
a confab—you'll like the way we work! 


r See the Latest Developments in 
© Point of Purchase Displays at the 


Point-of-Purchase 
Advertising 


EIGHTH ANNUAL 
SYMPOSIUM AND EXHIBIT — 


March 30th, 31st, and April t<t, 195 
i 


AT THE HOTEL STATLER, NEW YORK — 
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Glow-type ink on 
actual display. 


INLAND’s effective use of light, motion and 
the special emphasis of judiciously placed glow- 
type ink, drives home the big features of Norge’s 
“Time Line’’ Washer. As the control button 
moves, the action words light up in turn. An un- 
usually strong sales-starter, say Norge dealers. 


INLAND LITHOGRAPH COMPANY 


IDEAS, EXPERIENCE, FACILITIES for 


LITHOGRAPHED CARDBOARD DISPLAYS 
328 So. Jefferson St., Chicago 6 + RAndolph 6-3256 
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- Advertising Age, March 22, 1954 


Mooney Joins Publisher . port from Pat Freeman, director | 

aun age ih meas me ae yes Issues First Study an oe ree oe, Se 
named to the advertising sales staff | a 10 verti 7 7 states: “Salesmen can use this| 
of American Paint Journal Co. a, Of Loca ‘ sing in Canada study by going through its pages 
will operate out of the New York Toronto, March 16—The effi-; For the first time in the history/to match their local sales pattern 


office covering New Jersey, Mary- cacy of local radio advertising for of Canadian radio, a survey has}... As they do, they will realize | 
land and Delaware. He succeeds all types of businesses is under- been made to find out who uses/that ‘radio sells everything’ from) 
A. F. Voss Jr., who returns to the scored in a new report on the me- local radio, and the results are con-|hair restorer to superfluous hair | 
St. Louis home office. /dium’s use in Canada. tained in a 190-page book listing|/remover, from Volkswagons_ to 

‘more than 10,000 local radio ad-| Packards, from fertilizers to flor-| 


vertisers under 12 major group ists....” 

headings. The survey covered only ac- 
JOHN SANDERS RICHARD SANDERS The survey was conducted by|counts using radio during the 
the Canadian Assn. of Radio &|month of November, 1953. A simi- 
CHIC AGO DISPL AY SERVICE INC Television Broadcasters, covering | lar survey is planned to cover the 
e 90% of English-language stations|entire year. A survey is also ex- 

1229 S. WABASH AVENUE = . all private commercial | pected for the French market. ' ae 

stations). 

CHICAGO 5, ILLINOIS HA. 7-0691 Miller Gets TV Post ROY A. MEREDITH, formerly with NBC and 

° P | s The CARTB report covers 900| Richard H. Miller, who has oper- | WOR in New York, has been named radio- 

Are your displays producing sales? automobile dealers, 210 funeral di-| ated his own publicity office for| tv director of the New York office of 

: ith i asia rectors, 430 drug stores, 430 res-|the last two years, has been ap- —— ——- Mr. Meredith is the 

Protect your investment with our expert an taurants, 400 lumber dealers and| pointed director of public relations ots Rig Riser Mrs ged Bagg: Bw 

. . ° * others. The groups were divided|for Television Programs of Ameri- a 
economical installation service into categories of amusements, au-|ca, New York. Jerome B. Capp, ssnnuenetanan 
waste tomotive, building, clothing, de-| who had previously handled the Cl d Ci it TV 
. , , ‘ ‘ . . partment stores, farm, food, mis-| public relations of the company, osea-Ulrcul 
Twenty-five yours cupenense wh catty Daca advertisers cellaneous, personal, general and /| will set up a separate company to 7 
in the greater metropolitan Chicago area home services. direct various phases of promotion Offered Businesses 
= | A letter accompanying the re-|and merchandising for TPA. 


ecaeiesae | by Sheraton Hotels 
Announcing BIG 50 PRIZE Boston, March 18—Sheraton 


Corp. of America this week dem- 
ADVERMAT contest 


onstrated its new closed-circuit, 
large-screen television service for 
business by using it to offer a new 
For All Advertising, Sales, Sales Promotion, Marketing, 4 ; 
Merchandising, and Purchasing Agents, and Assistants to 
Such Executives, Throughout the United States & Canada 


issue of Sheraton debentures. 
Some 5,000 business men were 
gathered in the chain’s hotels in 
six cities to watch a closed circuit 
telecast demonstrating the newest 3 
accommodation now available to oe 
| Sheraton customers. 3 
| Produced through the facilities 
‘of DuMont Television Network, 
the one-hour telecast originated 
partly from New York and partly 
from Washington, where Under 
Secretary of Commerce Walter 
Williams was the main speaker. : E 
Principals in the New York por-__ | ag 
tion of the telecast included of- 
ficials of Sheraton Corp. and the ; 
underwriting firm of Paine, Web- | 
‘ber, Jackson & Curtis. The pro- 
gram was put together by Robert 
L. Moore, v.p. and treasurer of 
Sheraton. 


(except employees of the Perfo Mat & Rubber Company, and its subsidiaries and 
associated companies or advertising agencies. Contest is subject to all federal, 


a The purpose of the demonstra- 
state and local regulations. Duplicate prizes will be awarded in case of tie.) 


tion was pointed out by Ernest 
] Henderson, president of Sheraton, 
who explained: “This demonstra- 


sled 
[st GRAND PRIZE: 1954 wc SERIES TF CON- racing drivers. For it handles macaitcencly, portant oer ier 


racing drivers. For it handles magnificently, performs outstandingly! tion...shows you the method we 
VERTIBLE. What a prize! The world’s most wanted sportscar! More economical to run, by far, than ordinary cars. You look, feel hope will soon become standard 
And this is the very latest model in the glorious MG Sportscar —_and live like a millionaire at the wheel of your MG, in the color practice in presenting new under- 
tradition — faster yet safer than ever. Although the MG has won and upholstery of your own choice. What a prize! writing to groups such as you— Siac 
- gathered in various banquet halls 
in hotels throughout the nation. 
Dna GRAND PRIZE: 3rd to 17th PRIZES: “It is far from unrealistic to 
‘ae — anticipate the time not too far 
™ in the future when floating of 
any important bond issue without 
plus recourse to a closed circuit hotel 
television network would be con- 
sidered as indiscreet as making 
such an offering today without 
Perfect T tii ames benefit of a prospectus... 
erfect Team For Perfect Shaving — Everywhere! “It’s easy to visualize a tele- 
FULL WEEK BERMUDA VACATION FOR TWO. Luxurious cremation: 60 DeLuxe ———- Mendy new RCA Shaver Bat- vision camera at a aaa motor eee 
i ; ; binant ver, e greatest electric te it that’ lar with itti er diosa! 
[st class cabin on world famous cruise ship, Furness Lines’ Queen shaver of all time. Packs more pre Pea men pas es lg ee car vig t igor ay B belly od 5: 
of Bermuda, New York to Bermuda and return, with stay-over and speed and power than any other cause it permits you to shave pe son of tS presiment, P 
meals at internationally known Castle Harbour Hotel, Golf, Beach electric shaver ever developed. electrically anywhere you go. simultaneously to 20,000 dealers 
and Yacht Club, for the most memorable vacation of your life. (Each of the 15 winners of the Remington 60 will get the RCA Battery Kit) _assembled in the various impor~ Se 
tant cities the unveiling of the e: 
18th to 29th PRIZES: Box of Admiration Golden Hour 30th to SOth PRIZES: Personalized rubber Advermat _— line. ict di : i 
Cigars. Contains 100% Havana Filler, naturally aged for a year. doormat. Your name, address, or any other copy you desire die cut We can pic wa new ra ro ea 
One of Admiration’s finest cigars. and inlaid right into this distinctive personalized rubber Advermat. pre pe pr rapes serge othe 
: " . wea 
Adds a smart and unique welcome touch. Lasts a life-time! introduced, presold in person, 
; & Rubber JUDGES, from every field of advertising, are: more effectively than ever before 
citing prizes will be given away by the Perfo Mat npr ’ | possible through this new medium 
ae er ising executives because we W2 y ‘being pioneered today.” 
Company to merchandising and advertising life point-of purchase display | 
inted with ADVERMATS. The long-life poll” roducts’ | ous 
oo have and use, ADVERMATS trigger your Pp _Gill-Perna Names Vill 
that _— wk: — . oints Give you continual hard sell 7 aa Eldridge Peterson, Editor of Robert J. Mohr, Advertising Mane | Neil J. Vill has joined the New 
sales at stores’ highest traffic p W articularly want you to know that no +e ee ‘York staff of Gill-Perna, radio 
roducts where the sell means most. " P used. No waste! No (Van Heusen Shirts) and tv station representative. Pre- 
/ MATS are the point-of-purchase displays that are . vieuty Sir. Vil. wes with Sulb- 
— ends up in the basement. in! rauff & Ryan for 12 years working 
NR eT You have 50 chances to wi on the Lever Bros. and Lipton ac- 
Join in the fun! Yo + Perfo Mat & Rubber Co., IC., I counts. 
write today to ADVERMAT CONTES "to many contest nt y : Norton B, Jackson, Executive William D. _~ 
; oh inal New York 16, N. Y. for as sepsis 9a - obligatio n ee Adver- ages - poner Inc., Lynch Appoints Miss Wood x 
ourth . o ! ee pee Se 22 sing Institute vertising ney ae 
ou want for yourself and other =— of your company Margaret Wood, formerly adver- cA 
a any kind, of course. Write today - PERFO MAT & RUBBER Co., INC. tising and promotion manager of - 
461 Fourth Avenue, New York 16, New York * LExington 2-3051 Pacific Stationery & Printing Co., ee 
In Canada: Perfo Mat & Rubber Co., Ltd., Sherbrook, Quebec. ae hee — = 
‘Sole Selling Agents in the U.S.A. and Canada for Redfern Rubber Works, Led., Hyde Cheshire, England. 5 Ses Seay Swe 


as production manager. 
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Alber Names Miss Herbert Walter Enterprises, has 
Pamela Herbert, formerly direc- David O. Alber Associates, New 
tor of public relations for Lou| York, as an account executive. 


Hottywoop, March 18—The 
latest support for admen Dave 
|Bascom (AA, March 1) and Murry 
Harris (AA, Jan. 11), who think 
the I. Q. of the average tv viewer 
is higher than generally credited, 
comes from Eve Starr, whose syn- 
dicated column, “Inside TV,” is 
carried by close to 80 daily news- 
papers throughout the country. 

Based on a daily review of her 
'mail, Miss Starr says the old saw 
|about a 14-year-old audience in- 


| 


MANZ CORPORATION 


Chicago Printers 


have opened Detroit offices at 
63 W. Milwaukee Avenue under 


joined) TY Viewers’ 14-Year-Old I. Q. Is ‘Lot of ! 
Hokum,’ Eve Starr Fan Mail Study Shows 


telligence is a “lot of hokum.” 

| For the past nine months, she 
‘has been selecting five letters at, 
‘random from her daily mail and | 
putting them through an intensive | 
|analysis. The objective has been to) 
gain information that will give | 
| Miss Starr a “pulse” of her readers. | 
To date, Miss Starr personally has | 


| 


analyzed some 1,350 letters. | 


the direction of Edward P. 
Sammut. Prior to joining Manz, 


Edward Sammut was employed 
by the Packard Motor Car Com- 
pany as Graphic Arts Manager. 


ing to the writer’s occupation, age 
group, subject of interest and | 
whether “pro” or “con.” It is also| 
rated as to the quality of thought 
expressed. 

A breakdown of the 1,350 letters | 
reveals this information: 64% offer | 
well-thought-out criticisms, toler-| 
ance toward programming, appre- 
ciation of tv as a miracle medium 
of entertainment, information and 
education, and even _ intelligent 
program ideas; 22% generalize on 
compliments to the column, plugs 
for programs or personalities, or 
just pleasantries; 9% fall in the. 
“foolish” class and may qualify) 
their writers for the “14 year-old 
mentality” tag; 5% are in the 
crank category. 

Using this analysis as a guide for 
column subject matter, Miss Starr 
points out that 86% of her mail 


CHARLES S. MELVIN, director of market 
research for Foote, Cone & Belding, Los 
Angeles, has returned to his position after 
three and a half years of active duty with 
Naval Intelligence in Washington. He has 
been with the agency, and its predecessor, 
Lord & Thomas, since 1934, and market re- 
search director since 1940. 


shows an indisputable adult level 
‘= Each letter is classified accord- of intelligence. No _ particular 


delivering 


America’s outstanding merchandising 
and creative facilities for: 


COMPLETE PROMOTIONAL KITS 
MOTION DISPLAYS 
ILLUMINATED DISPLAYS 
FLOOR AND COUNTER DISPLAYS 
QUALITY STRUCTURAL DISPLAYS 
MOBILES, EXHIBITS 


beste 


call 


‘aN 


| 
| 


ran 


Division of KLING STUDIOS, INC. CHICAGO 
601 North Fairbanks Court ¢ DElaware 7-0400 


_ audience. 


“kinds” cf people predominate as 
letter writers. Apparently interest 
‘in, and opinions about tv, cuts 
-across all groups by occupation, in- 
come and education. 


# The letters come from business 
men, housewives, farmers, educa- 
tors and persons interested in the 
betterment of tv, students, labor- 
ers, etc. Identification by occupa- 
tion is accomplished by reference 
to letterheads, mentions in letters 
and, when necessary, by estimate 
based on what is said in the letter. 

A check by AA’s correspondent 
of a representative group of letters 
confirmed Miss Starr’s estimate of 
audience intelligence and literacy. 
Apart from reaction to columns on 
controversial subjects, program 
comments are most frequent. Com- 
mercials get their attention, how- 
ever. 


There seems to be little objection 
to commercials as such. It appears 
most viewers accept the fact the 
sponsor foots the bill for what 
they see, and is entitled to his com- 
mercials. 

Yet, this doesn’t inhibit expres- 
sion about “objectionable” com- 
mercials. The main gripe seems to 
be about credibility and good taste. 

All in all, Miss Starr believes 
her analysis reveals a high-calibre 
adult and juvenile’ televiewing 
Until somebody can 
come up with convincing evidence 
to the contrary, she thinks the 
“much maligned and long accepted 
‘average’ ought to be radically 
changed. . .upwards.” 


Today’ Adds 5 Sponsors 


Five names have been added to 
the list of sponsors for “Today” 
(NBC-TV). They are Log Cabin 
syrup (Benton & Bowles), 21 par- 
ticipations; Noxzema_= shaving 
products (David J. Mahoney Inc.), 
13 participations; Kiplinger Wash- 
ington Agency (Albert Frank- 
Guenther Law), one; Tri State 
Plastic Moulding Co. (Ovesey, 
Berlow & Straus), one, and Curtis 
Publishing Co. (Batten, Barton, 
Durstine & Osborn), one. 


General Mills to Reynolds 
General Mills (Canada) Ltd., 


| Toronto, has named E. W. Rey- 


nolds Ltd., Toronto, to handle ad- 
vertising in Canada for Betty 
Crocker cake mixes and other 
General Mills products. R. S. 
Spaeth, who was advertising copy 
manager in Minneapolis for Gen- 
eral Mills, has been named adver- 
tising manager of the Canadian 
operation. 


Chirurg Promotes Two 


Gerald J. Johnson, who joined 
the James Thomas Chirurg Co., 
New York, in 1952, has been pro- 
moted to copy director. Raymond 
A. Menzl, production manager, is 
taking on added supervisory du- 
ties and becomes production con- 
trol manager. 
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WINTER SPECIAL—For extra appeal during | 
the snowy season, Theo. Hamm Brewing Co., | 
St. Paul, offered this island unit in the 
form of an old-fashioned sleigh. Holding 76 
six-can cartons, the display can be shipped 
flat and is printed on all sides. Zipprodt, 
Chicago, made it. 


Murphy Emphasizes 
Business Papers’ 
Dominant Position 


Cuicaco, March 16—Business | 
publication advertising is so im- 
portant and so extensive that no 


business publication should be 
willing to “be the mouse to the 
general magazine cats,” Don 


Murphy, v.p. of G. M. Basford Co., 
New York, told the t.f. Club of 
Chicago today. “There are times 
when general media make sense,” 
Mr. Murphy emphasized, “but 
when you have a specific story for 
a specific field, there is an un- 
assailable argument for use of 
business publications.” 

The current National Business 
Publications advertising cam- 
paign, which he directs, is de- 
signed to emphasize the impor- 
tance of business publications to 
all levels of business men, in- 
cluding top management, he said. 
In doing so, it is not stretching a 
point, but merely emphasizing 
facts which have been proven 
many times, Mr. Murphy said. 

Everyone in business publishing 
has an obligation to widen the 
market, Mr. Murphy pointed out, 
and to emphasize the value and 
importance of the business press, 
from both the circulation and edi- 
torial standpoints. Every audited 
business publication has a definite 
responsibility, also, to “protest 
vigorously” the inclusion on ad- 
vertising schedules of any publica- 
tions which do not supply an 
audited circulation report, he said. 


Toronto Production Men Elect 

Ray Pauli, Ronalds Advertising 
Agency, has been elected presi- 
dent of the Advertising Agency 
Production Men’s Club of Toronto. 
Other officers elected are Harry 
Templar, MacLaren Advertising 
Co., Ist v.p.; R. C. Morgan, Tandy 
Advertising Agency, 2nd v.p.; H. 
Wood, Young & Rubicam Ltd., 
treasurer, and C. R. Horsley, Spit- 
zer & Mills, secretary. 


Promotes Douglas Lapham 
Douglas A. Lapham has been 
appointed manager of the market- 
ing department of Sessions Clock 
Co., Forestville, Conn., succeeding 
C. L. Allen, who has resigned. Mr. 
Lapham will continue his duties as | 
manager of the company’s clock | 
sales division. Sales planning man-. 
ager Homer D. Schoen has been) 
named assistant manager for the 
clock sales division. | 


Hyster Co. to Cole & Weber — 

Hyster Co., Portland, Ore., has) 
named Cole & Weber, Portland, | 
to handle advertising, marketing 
and public relations for its tractor 
equipment and industrial trucks 
for both its domestic and export | 
divisions. 


‘Spring Ad Campaign 


| outboard motor sales are made, ac- 
|cording to W. H. Jonas, advertising 


Johnson Motors to 
Use 111 Dailies in | 


WAUKEGAN, ILL., March 16—| 
Johnson Motors will use 111 daily | 
newspapers and 86 magazine color | 
pages this year in its biggest ad- | 
vertising campaign. 

Newspapers will cover 75% of | 
the areas in which the company’s 


and sales director. Johnson last 
fall used 104 dailies to introduce its 
new engines. 

A series of four factory-paid 
newspaper ads has broken in Flor- 
ida and will begin appearing April 
2 in states‘further north. Dealer 
tie-in is encouraged through mats 
supplied to newspapers by John- 
son. 

In addition to traditional out- 
door magazines, the schedule calls 
for four-color junior page units in 
The Saturday Evening Post and 


| Everett, 


half pages in four colors in Col- 


lier’s and Holiday. Black and white Jraci Joins ‘Service’ 


and two-color ads will run in me-| 
chanical and boys’ magazines. 


South Bend, is the agency. 


Campbell Heads Direct Mail 


Walter L. Campbell, formerly 
advertising and promotion mana- 
ger of Monsanto Chemical Co., 
Mass., has been named 
v.p. of American Mail dradcniagerned 
Inc., Boston. He will head the) 
company’s creative direct advertis-_ 
ing services. 


Telecine Names Sprague 
Wiliiam L. Sprague, formerly tv | 


' 


assistant director for WBKB, Chi-| 
cago, has been named production | 
manager for Telecine Recording 


Studios Inc., Park Ridge, IIl. 


KOIN-TV Promotes Coffin 
Frank Coffin, who joined the 
station’s sales staff on Sept. 21, | 
1953, has been promoted to local | 
sales manager for KOIN-TV, Port- | 


land, Ore. | 


| vertising manager of Service, Bry- 
Lamport, Fox, Prell & Dolk, an Davis Publishing Co., 


41 


York. He has previously repre- 
sented a number of business publi- 
‘cations in the radio and electronic 
New fields. 


John Iraci has been named ad- 


ADVERTISING DISPLAY CO. 


CINCINNATI, OHIO ‘ 


THE OHIO 


Mr. Advertiser 
EVERYWHERE 
USA 


More than ever you will have to keep your 
brand name uppermost in the buying public's mind. 
More than ever, you will need most outstanding 


POINT OF SALE SIGNS & DISPLAYERS 


More than ever no advertising program will 
be. complete without these most vital materials. 
Whether you buy from us or any other good point of 
sale sign concern, Point of Sale Signs and Display- 
ers for you and your dealers' success 


Ohio Advertising Display Company serves leading 


manufacturers of brand name products from coast to 
coast. Representatives in principal cities. 


Loox To QADCO First FoR NEW POINT OF SALE IDEAS 


WHEN YOU 


KLEEN*STIh 


THE MOISTURELESS, SELF-STICKING ADHESIVE 


SPECIFY KLEEN-STIK ON YOUR NEXT DISPLAY 


Ideal for: Door & Window Signs « Back-bar 
Signs « Bumper Strips « Streamers « Plaques 
Ad Reprints « Slide-Stiks « Flanges « Labels 
Shelf Strips, and 1001 other P.O.P. uses! 


eyour dealers... 


because KLEEN-STIK displays 

go up easy—without tape, tacks, 
glue, or moisture . . . stick tight to any 
smooth, hard surface . . . help keep 
stores clean and colorful. 


eyour salesmen 


because more dealers accept and use 
KLEEN-STIK displays. . . give 
them preferred locations in their stores 
... keep them up for longer periods. 


eee-and YOU 


—because with KLEEN-STIK, more 
of your displays get posted... 

stay up longer... get your sales 
message across to more customers. 


DISPLAYS 


so easy to use 


Simply peel off the protective backing 
and press in place on walls, counters, 
doors, windows, cash register, 
shelf-edges, or any other smooth 
surface. KLEEN-STIK sticks tight 
until purposely removed. 


Available through your regular printer 
or lithographer. Ask him about 
KLEEN-STIK today—or write for 
complete information and free 
“*Idea-of-the-Month” service. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue @ Chicago |, lll. 
Pioneers in Pressure-Sensitives for Advertising and Labeling. 
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On the International Scene... 


Agency Head Blasts Industrialists 
for British Allergy to Advertising 


By Milton Moskowitz 
BIRMINGHAM, ENG., March 16— 


| public relations program on behalf 
of advertising (AA, Oct. 19, ’53). 
British advertising has no more|He returned to the warpath this 
forceful exponent than J. B. Nich-| time with an appeal for “action 
olas, head of Rumble, Crowther & without delay.” 

Nicholas Ltd., one of the coun- 
try’s leading agencies. 

This was demonstrated anew re- 
cently when Mr. Nicholas jour- 
neyed to Birmingham—the Pitts- 
burgh of Britain—to “tell off” a 
group of manufacturers. 

Mr. Nicholas has been yelling 
for some time about the need for a 


= He softened his blows by open- 
ing with a shaggy dog story. But 
then there were no_ punches 
pulled. Mr. Nicholas told the as- 
sembled manufacturers: 
“Although something like £ 180,- 
000,000 ($500,000,000) is spent in 
this country annually on adver- 


'tising and publicity, it is a curious 
fact that the British business mind, 
taking it as a whole, is allergic to 
advertising for some reason which 
may have its root deep in the 
British character. 

“The British business man does 
not take to advertising with the 
eagerness and enthusiasm of his 
opposite number in America, for 
example. There the power and 
necessity of advertising is fully 
recognized ... 

“Here it is still regarded in 
many quarters as a rather tiresome 
necessity—something we must do 
if we must—and then very cau- 
tiously and frugally. This is a 
great pity, for I am sure that this 
reluctant attitude has had a 
cramping effect upon our progress, 
great though that progress has 
been in many ways.” 


Mr. Nicholas pointed out that 
“competition is intensifying at 
home and abroad.” He summed 
up the situation as follows: “We 
can make the goods, the best goods 
in the world, but I think we are 
often beaten—particularly in for- 
eign markets—by the aggressive 
and more resourceful salesman- 
ship of our competitors.” 


ws The agency executive said the 
pattern of American success is the 
development of powerful domestic 
advertising as a base for overseas 
advertising. He advised British 
business to follow suit. 

“We stand in this country main- 
ly upon quality,” he said. “That is 
our strength. But I submit that 
when we are up against inferior 
goods and unscrupulous imitations 
offered at lower prices, the task 


seo ret A NE 


AMERICAN OFFSET 
SPECIALIZES IN 

COLOR PRINTING OF 
OUTSTANDING QUALITY 


No matter what your requirements . . 
a book, display, broadside or calendar 

. whether you need fifty thousand or a 
million, if it’s in color we can do it better 
Our equipment consists of the most 
modern high speed two and four-color 
presses plus the finest plate-making 
facilities—all under the same roof and 
all as near as your telephone. 

A collect call, telegram or letter will 
bring prompt service to your door 
anywhere in the U. S. A. 

In Chicago, call CAnal 6-6503 or use 
the convenient return envelope . . . 
In Pittsburgh, call GRant 1-7441. 
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Producers of the Exceptional in Offset Lithography 


1239 W. Madison Street 


Chicago 7, Illinois 
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of convincing buyers that it is 
worth paying more for what we 
offer . . . is one that cannot be 
done with old-fashioned and in- 
adequate advertising methods. 
“It seems to me,” he continued, 
“that there can be nothing but di- 
minishing profit—in plain English, 
there is no future—in making 
first-class goods if their excellence 
is not proclaimed and proved in 
every market wherein they are of- 
fered. We can no longer depend 
complacently on the legendary su- 
periority of British-made.” 


= With this warning, Mr. Nicholas 
told the Birmingham manufactur- 
ers what he wants from them: 
more support for the Advertising 
Assn., the central organization of 
British advertising. 

Mr. Nicholas said the associa- 
tion needs mcre money and more 
members so that it can launch a 
campaign “to create in this coun- 
try a new faith and confidence in 
advertising as a major and in- 
dispensable factor in the commer- 
cial armament of an_ industrial 
democracy.” 

He declared that advertisers who 
are members of the association are 
“far too few. The number who 
are not members is far too high.” 

A drive to advertise advertising 


is needed, he said, “to dispel the 


| smog of misconception and ignor- 
|ance which is half suffocating the 


industrial effort and output of the 


nation.” He advised doubling the 


£180,000,000 spent annually on 


| advertising. 


_ (This is the background of Mr. 
Nicholas’ appeal: The Advertising 
Assn. has a membership of 1,200, 
but this is largely composed of 
media. There are only about 200 
members in the advertisers’ sec- 
‘tion. The annual subscription fee 
is $45, but companies spending 
$280,000 or more each year are 
asked to contribute 2/100 of 1% 
of their advertising expenditures.) 


a Mr. Nicholas concluded his talk 
here by resorting to flattery— 
| jingoistic flattery at that. Paying 
tribute to the Advertising Assn. 
for maintaining a high ethical 
standard in advertising, he said, 
“It has been granted to us in this 
‘country to set the standard in 
many departments of civilized ac- 
tivity, from Parliamentary govern- 
ment to the care of dumb animals. 
In advertising also we must set 
and sustain the standard. Our 
survival as a nation and our in- 
fluence in the leadership of west- 
ern civilization depend in the ulti- 
mate count not only on our ma- 
terial prosperity, but mainly upon 
our moral cnaracter. 

“It is a paradoxical fact,” he 
asserted, “put I think it is true: 
Other nations seem to manage 
without morality. With Britain it 
is different. Britain’s moral repu- 
tation is the backbone of Britain’s 
'material prosperity. The aim of the 
Advertising Assn. is to shape its 
‘utilitarian service to commerce 
and industry in the light of this 
major truth 

“Thus, the argument turns full 
‘circle: Look at American adver- 
tising. How wonderful: Let’s have 
it here. But let’s be sure to resist 
crude American materialism. Then 
Britain will have the best of all 
possible worlds.” 

Needless to say, the Advertising 
Assn. considers Mr. Nicholas a 
crack salesman. 


Ryan Heads Atlas Film PR 

| J. ¥F. (Jack) Ryan, formerly with 
the Chicago Daily News, has been 
‘named to direct public relations 
for Atlas Film Corp., Chicago pro- 
ducer of commercial-industrial 
movies and sound films. 


Joins Meldrum & Fewsmith 
Niles A. Nilson, formerly super- 
visor of market analysis for Ben- 
ton & Bowles, has joined Meldrum 
& Fewsmith, Cleveland, to handle 
consumer goods research, 
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“SUPER-SELLERS” 


for 


SUPER MARKETS 


Original, dynamic ideas, sharpened by 34 years 
of creative Point-of-Purchase experience, 
make PALMER'S store-wide promotions produce 


handsomely for advertisers! 


From soup to coconut, from toothpaste to paints, or from beer 
to bandages, Palmer is experienced in giving that important 
last sales push at the Point of Purchase. Our experience gained 
in thousands of meetings over three decades proves that it 
takes alert minds to develop custom-built merchandising plans 
that move modern mountains of merchandise. That’s why we 
specialize in super-selling store-wide promotions. 


PALMER does the job complete! 


We will do it all for you—ideas, art, construction, mechanics 
and manufacturing. We take the mystery out of Point-of-Sale 
material and make it easy to buy. 


We produce fine window displays, floor stands with and with- 
out motion, counter merchandisers, pennants, posters, jumbo 
cartons, battery operated counter displays, flasher displays, 
and motion displays . . . all tied together into powerful sales 


- campaigns. Palmer is experienced in the use of modern com- 


ponents, including plastics, wood, metal, cardboard, mounted 
fabrics, aluminum foil, and others, as necessary. 


’ 3 
Visit Palmer Booth 44-45 


at POPAI Exhibit, 

March 30, 31 and April 1, 
Hotel Statler, New York. 
See many store-wide 
display promotions 

that have proved 
outstandingly successful 
for Palmer clients. 
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See the Latest Developments in 
Point-of-Purchase Displays at the 


Point-of-Purchase 
Advertising 


EIGHTH ANNUAL 


SYMPOSIUM AND EXHIBIT 
March 30th, 31st, and April ist, 1954 


AT THE HOTEL STATLER, NEW YORK 


ee whites, 


SPECIAL OFFER: 


The Palmer organization can serve one or two 
more national accounts sincerely interested in 


increasing sales through super markets. Write us about 
Palmer store-wide promotions for smashing sales drives, new 
product promotions, dealers’ deals, general sales development. 


eo PiE m8 &, 


BAKERS COCONUT rsitim __ ¢ 


JELL-O "ic PIE FILLING 2: 
, Both for... 


The Case of the “SWINGING MONKEY” 


For BAKER'S COCONUT and JELL-O, Palmer 
created the Swinging Monkey floor bin which 
revolutionized floor merchandising in super- 
markets. This educated, animated floor bin 
has a large, lantern-type battery that powers 
a solenoid counterbalanced motor, which 
keeps monkey in eye-arresting motion. Stand- 
ing 5 feet 4 inches from the floor, this colorful 
display has a divided bin. Each section of 
the bin holds approximately four cases of 
either of the two products. 


PALMER ASSOCIATES 
51 East 42nd Street, New York 17, N. Y. 


We are interested in your kind of store-wide super-selling merchandising 
ideas and fast, dependable service. Attached letter outlines our possible 


needs. 

NAME TITLE 
COMPANY. 

STREET. 

CITY. ZONE STATE 
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1. A _ battery-driven motor keeps the 
young boy in this Curad display bobbing 
up and down to stress the waterproof 
qualities of Bauer & Black’s bandages. 
Zipprodt Inc., Chicago, prepared it. 

2. Incorporating the product itself, this 
display for Zenith Radio Corp.’s trans- 
oceanic portable was designed and pro- 
duced by Kling Studios, Chicago. 

3. To get across Geneva Modern Kitchens’ 
sales story at the point of purchase, a 
Gilman Co. (Chicago) floor unit was de- 
signed to save space. 

4. Another animated display by Kling 
Studios, Chicago, is this attention-getter 
for Hotpoint Co. refrigerators. 

5. Display of Vanette Hosiery Mills stock- 
ings and a booklet of shades with sugges- 


TRANS-OCEANIC 


SHORTWAVE PORTABLE Bante 


tions for color combinations is combined 
in a wrought iron unit. Potter Art Studios, 
Dallas, made up the stand. 

6. A simple display unit framed with thin 
wrought iron lines sets off the trademark 
of Varsity-Town Clothes. 

7. A shadow box background and simu- 
lated cafe table make an effective display 
unit for Willson Products’ Park Avenue 
sun glasses. Consolidated Lithographing 
Corp. designed and produced the display. 
8. A convenient combination shipping case 
and display unit is used by I. B. Kleinert 
Rubber Co., New York, for its shower 
curtain hooks. Created by Alan Berni & 
Associates, New York. 

9. Simplicity of design characterizes Glen- 
more Distilleries Co.’s point of purchase 


es 


WILLSON 22.4 Dormer 


SUN GLASSES 


}-makes your mouth feel Swell } 


piece for Glenmore whisky. Display 
Services, Chicago, produced the counter 
stand. 

10.. Another combination packing box and 
display stand is this carton for Frances 
Gee Garment Co., Kansas City, Mo., 
produced by Hinde & Dauch Paper Co. 
11. An ash tray, appropriately enough, 
serves as a display case for Ronson 
lighters (Ronson Art Metal Works). Con- 
solidated Lithographing Corp. created 
and produced the unit. 

12..Radiant Mfg. Corp., Chicago maker of 
Colormaster projection screens, attaches a 
bright clown cutout to its product for 
point of sale impact. 

13. Illuminated deep-moulded plastic 
signs made from Eastman Kodak Co. 


Pe 


Muttininaks. 


™ RADIANT WC 
for eneEs 
row 


WATURAL COLOR 


PROUT OW 


Kodapak make effective product displays 
like this one for ice cream. Vacuum Mold- 
ing Inc., Boonton, N. J., makes the signs. 

14, A man with that “iust combed” look 
calls attention to this counter unit for 
Vaseline hair tonic (Chesebrough Mfg. 
Co.). Produced by Forbes Lithograph Co. 
15. It’s a simple job for dealers to put up 
Goodstix signs like this one for Morton’s 
salt toothpaste because they have pres- 
sure-sensitive adhesive strips around the 
edge. Goodren Products Corp., New York, 
makes them. ae 

16. In addition to displaying its lipsticks, 
Harriet Hubbard Ayer aims for more 
sales of related items with this window 
unit showing other Ayer products. Merit 
Displays, New York, made the case. 
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COMPANY 


Lithographer #2 
Lithographer #3 


Lithographer #4 
Lithographer #5 


American Oil Co. 
Time, Inc. 


Frigidaire (G.M.) 
Coca-Cola Co. 

Wm. Wrigley, Jr., Co. 
Wm. Wrigley, Jr., Co. 
Petri Wine Company 
Petri Wine Company 
Standard Oil (Ind.) 


American Oil Co. 


National Biscuit Co. 
Hunt Foods Co. 
Thomas J. Lipton, Inc. 
Nash-Kelvinator Corp. 
Chevrolet (G.M.) 
Chevrolet (G.M.) 
Chevrolet (G.M.) 


| DISPLAYS Offices 
LABELS + POSTERS 


| 


Laat Laas 


American Tobacco Co. 


United Motor Service (G.M.) 


1 — MEDAL AWARD e 


The Company You Keep 
When Your 24-Sheet Posters are Produced by 


GUGLER LITHOGRAPHIC COMPANY 
1953 GRAND AWARD AND CLASSIFICATION WINNERS e POSTER COMPETITION 


Ww 


The Joseph Katz Co. 
Young & Rubicam, Inc. 
Batten, Barton, Durstine & Osborn, Inc. 
Foote, Cone & Belding 
D’Arcy Advertising Co. 
Charles W. Wrigley Co. 
Charles W. Wrigley Co. 
Young & Rubicam, Inc. 
Young & Rubicam, Inc. 
McCann-Erickson, Inc. 
The Joseph Katz Co. 
Campbell-Ewald Co. 
McCann-Erickson, Inc. 
Young & Rubicam, Inc. 
Young & Rubicam, Inc. 
Geyer Advertising, Inc. 
Campbell-Ewald Co. 
Campbell-Ewald Co. 
Campbell-Ewald Co. 


47 Posters receiving medals and awards 
GUGLER LITHOGRAPHIC 


Lithomranile FG ae BS) 

(40% of total)... . 19 LiOMRMe. FEF oo. ciccnssccccceccienes 2 
eee eee ) Lithographer HS ).62.4005..5:.......0i088 
ieee daisy D Lithomvaplier $F 9 c:...1s...cccgsecs-ecoQeee 
chelucMammnbetevistheanta ) Lithographer #10 .....3...::0..00000..000 2 
(i stents 4 Lithographer 9 Ub «issicis.....-----:- eee 

PEE viiigrnlilmanetin 47 
x FY © 


The 19 out of 47 posters produced by Gugler: 


Medal 

lst Award Miscellaneous 

2nd Award Miscellaneous 

2nd Award Household Appliances 
Ist Award Soft Drinks 

lst Award Confections 

3rd Award Confections 

Ist Award Wines and Liquors 
3rd Award Wines and Liquors 
3rd Award Gasoline and Oil 

lst Award Auto Accessories 

3rd Award Auto Accessories 
3rd Award Bread, Flour, etc. 

lst Award Food Products 

3rd Award Food Products 

2nd Award Automobiles (Cars) 
3rd Award Automobiles (Cars) 
lst Award Automobiles (Trucks) 
3rd Award Automobiles (Trucks ) 


7 — Ist AWARDS e 3 — 2nd AWARDS e 8 — 3rd AWARDS 


In the balance of the HUNDRED BEST POSTERS the above average was maintained as we lithographed 


18 of the remaining designs, making a total of 37 out of 100. 


Laurels for these prize winning designs belong deservedly to the Advertiser and his Agency. Naturally 
it is a matter of deep satisfaction to us to have been entrusted with the reproduction of so many of the 


HUNDRED BEST POSTERS. 


GUGLER LITHOGRAPHIC COMPANY 


MILWAUKEE, WISCONSIN 


e New York e 
Atlanta e 


Chicago e 
Los Angeles’ « 


Detroit e 


St. Louis e 
Seattle e« Dallas 


San Francisco 
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Five Basic Rules... 


‘Do It Now’ Medium Does Unique Job, 
But Designs Must Be Right: Whitmore 


Cuicaco, March 17—No manu-!same effort you use to sell him on 
facturer of a consumer product your product.” 
can afford to neglect the “do it 2. “Tailor the size of your dis- 
now” medium, the chairman of the play to the size of your sales 
eighth annual Point-of-Purchase message.” 
Advertising Institute symposium 3. “Design your point of pur- 
and exhibit asserts. chase material for multi-purpose 

Writing in the April issue of Ad-_| display.” 
vertising Requirements, Edward K.| 4. “Where practical, design your 
Whitmore declares that point of| display material to invite taste, 
sale displays can reach 200,000,000 | touch and trial.” 
shoppers in the 2,800 chain grocery | 5. “Design your display to sell 
stores at a cost of 1/40 of 1¢ per your type of product before you 
viewer. sell your brand.” 

Effective display design, he says, 
requires use of these five basic 
rules: 


= To obtain maximum sale of a 
product, a manufacturer must put 
equal effort into having his dis- 


= 1. “Sell the dealer on your point | plays used in stores as in obtaining 
of purchase material with the’ highest readership for print ads 


and the largest possible audience of opened, trimmed-down cartons 


‘for radio-tv commercials, Mr.| topped with a case card,” he points 


Whitmore says. Proof of the power | out. “Others will use a shopping 
of the medium is seen in resistance | cart filled with merchandise and 
to displays shown by retailers who|the display tucked into the top 
are pushing competitive private) basket.” 
label brands, he says. He cites a recent General Foods 

Various data on idea display di-| display as an ideal multi-purpose 
mensions are frequently published | design. The piece can be used as 
and are helpful if they actually re-|a cart display, case card, wire 
flect retailer preferences, he con-| hanger, pole display easel card and 
tinues. But, he adds, “the dealer|case backer. He further advises 
who refused to put up your 16° | that sketches be included on the 
high counter merchandiser would | back of the display to suggest to 
have refused it if it were 14” high.”’| grocers how it can be used. 

Displays are more frequently re-| Mr. Whitmore contends that all 
jected for reasons “other than) point of purchase material should 
size,” he says, emphasizing that | be directed toward an impulse 
retailer reaction to the power of a) sale. Admitting that some persons 
display determines what happens can argue that $200 washing ma- 
to it. Size, he adds, is best decided chines are not bought on impulse, 
by the size of the sales message. | he nevertheless asserts that a cus- 
'tomer can be pre-sold on one 
= Multi-purpose displays are im-| brand of washer, but then switched 
portant, Mr. Whitmore says, be-|to another brand when inside the 
cause different retailers show the|appliance store by an effective 
same merchandise in different) display. 
ways. 

“Some prefer an island display 


a “If you agree to this premise,” 


A SELLING 


s more than just attract 4 
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development —and we 


X-RAY LIGHT ACTIONS - °° 


The dramatic impact of = asad ie perry This prove 


here they can se eee | 
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'd like to show you how 


Your displays come to life when you sell with sound. Th 
battery or current operated SELLAVOX is the industr 
unit now developed and produced for mass use. 
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TEST MODEL—The customer gets into the 
act in this display for the Universal Super 
Jet 99, manufactured by Landers, Frary & 
Clark, New Britain, Conn. Kindred Mac- 
Lean & Co., Long Island City, N. Y., made 
the display which invites the passerby to 
sprinkle dirt on the display rug, press a 
button and watch the machine pick up the 
litter. 


he says, “then the key to designing 
your display is ‘domination’ over 
the area in which your merchan- 
dise is sold.” 

Domination requires “the fire 
of imaginative thinking,” not 
merely the communication of a 
good advertising theme, Mr. Wh ‘- 
more declares. In selling goods, 
such as appliances, where the cus- 
tomer has been sold on the bene- 
fits of the product, the display 
must invite “taste, touch and trial” 
of a specific brand if that brand is 
to be sold, he says. 

Requirements of point of pur- 
chase material used in food stores 
differ slightly, Mr. Whitmore 
points out. 

“A well-written and well-illus- 
trated magazine advertisement 
based on a theme that ‘no other 
canned mash contains Vitalox’ may 
be the best method for establish- 
ing brand preference,” he says. 
“Claims that a product cooks fast- 
er, takes less preparation, etc., than 
other brands of a similar food are 
all-important to the sale of a prod- 
uct. 


es “At the point of sale, however, 
claims are often a hindrance rath- 
er than an asset to the ‘impulse’ 
purchase,” he asserts. ‘When your 
product is working with the ad- 
vantage of mass display and rein- 
forced with colorful sales material 
—when your product is within 
finger distance of your customer— 
now’s the time to forget competi- 
tion—forget to tell her which prod- 
uct cooks faster. The problem now 
is to make her want to cook your 
type of food.” 

A housewife shopping for a des- 
sert to be served that evening is 
not persuaded to buy when she 
sees a banner that proclaims, 
“Largest Selling rie Crust Mix in 
America, Special 2 for 29¢,” Mr. 
Whitmore declares. Instead, the 
sale is made by a banner that im- 
plants an idea like “Bake a Pie 
Today—Do It in 20 Minutes,” and 
is illustrated by a picture of a pie. 

Smaller copy on the banner can 
give details on hew to prepare the 
pie and tie in with national adver- 
tising for the pie crust mix, he 
points out. 


Appoints H. M. Gardner 

The Do-It-Yourself Guild, Her- 
mosa Beach, Cai., has named H. M. 
Gardner & Associates, Los Angeles, 
to handle advertising and mer- 
chandising for its promotional 
activities. The appointment also 
includes publicity and public rela- 


tions for the guild’s consumer 
membership drive. 
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Two to Wycoff & Adkins 

Wycoff & Adkins, San Francisco, 
has been appointed to handle the 
advertising and public relations 
programs of two companies, the 
Dollar Savings & Loan Assn. of 
San Bruno and the Halloran Fu- 
neral Home, San Francisco. Plans 
for both clients include newspaper 
and direct mail advertising. 


,, Beville Pitches a Study on TV's ‘Quality 
Audience’; Takes Some Curves in Return 


PHILADELPHIA, March 16—Fre- 
quently question and answer peri- 


are desultory affairs. But when a 
tv research man starts comparing 


the quality of his medium’s audi- 


|research and planning for Nation- 
'al Broadcasting Co., 
ods that follow a luncheon speech) 


'ence with that of other media to a 

Esco Names Creative group of research experts, he’d 
Esco Products, Hoboken, has| better be prepared to answer some 
named Creative Advertisers Serv- | friendly—but searching questions. 
ice, Jersey City, to handle adver-| That’s the way it happened 
tising. | when Hugh Beville, director of 


NEW LOW 
PRICES! 


FILM TRANSPARENCIES 
PRINTONS 
DYE TRANSFERS 


EXAMPLE 
100 8x 10 FILM DUPLICATES 
$2.00 each. FULL PRICE 


Also all types of shadow boxes 
— made to order and stock. 


MIDDLE WEST DISPLAY & SALES CO. 
1635 W. Melrose St., Chicago 13, Il. 


discussed 
“Why Sales Come in Curves,” and 
presented the new NBC sales color 
slides on tv before the locai chap- 
ter of the American Marketing’ 
Assn. here last Thursday. 
Mr. Beville said that tv is a 
complete, fast growing, big, flexi- | 
ble, economical, resultful medium 
that claims a “quality audience.” 


= To support his point about a 
quality audience, he presented fig- 
ures showing that 23.2% of all tv. 
homes spend more than $40 per. 


PANORAMIC—Progress Lithographing Co., Cincinnati, is offering Panoramic con- 

tinuous display rolls for store banners in lengths of 20° and more, Here, a Panoramic 

sign is going up on a grocer’s window with a sales message for Post cereals, Avail- 
able in several colors, the rolls cost as little as 20¢ apiece. 


week on food, compared with only, . 
9.3% of non-tv homes. Of all) $200 a year on home furnishings, 


homes reached by Life, 22.7% | the percentages ran 38.1% for tv 


spend more than $40 a week on homes, 18.6% for non-tv homes, 


|family that spends $40 a week on 
food is just so darned big it doesn’t 
have a nickel left over for any- 


food. For The Saturday Evening Life, 36.6%, the Post, 35.8%, ated thing else. 


Post readers the proportion was Ladies’ Home Journal, 38.5%. 
23.1% and for McCall’s it was 


17.4%. the close of the meeting whether 


Drawing the same comparison he meant “quality” or “quantity,” | 


for homes that spend more than and pointed out that maybe the 


Displays 


SEE OUR EXHIBIT, BOOTH 


CUSTOMIZED TO PRODUCT PROMINENCE 


POPA! 8th ANNUAL SYMPOSIUM and. EXHIBIT 


CHICAGO 
INDIANA 
a oS Se oe ae oS ree. A & & 2.4 


MANUFACTURERS 
CHESTERTON, 


12-M MEZZANINE 


RAYMOND M. PRICE & ASSOCIATES 


DESIGNERS 
PLANT 
N A T 


His audience wanted to know at = The new NBC color slide sales 


|presentation on tv also drew a 
volley of questions. It dealt with 
|NBC’s study on brand switching 
and how it is affected by tv ad- 
vertising, and was the result of a 
| two-wave survey cf 5,000 homes 
_in Davenport. 

The control group in the sur- 
vey was interviewed twice, four 
months apart. Generally, it showed 
that those who began viewing 
brand advertising during the peri- 
od began buying the brands. Those 
who continued viewing continued 
to be loyal brand customers, while 
those who stopped viewing stopped 
buying. 

A spokesman for the Curtis 
Publishing Co.—which was well 
represented in the audience— 
wanted to know if the impact of 
advertising in other media had 
been considered in the survey. Mr. 
Beville said not specifically, but it 
was assumed that the same impact 
from other media affected all 
elements of the control group. 


# Then another Curtis spokesman 
asked if there had been any na- 
tional promotions by any of the 
brand manufacturers during the 
period of the survey which might 
affect the results. 

Mr. Beville said that had not 
been considered in the survey. 

Then he pointed out that the 
magazines, with a nod to the rep- 
resentatives of the Ladies’ Home 
| Journal and The Saturday Eve- 
|ning Post, had been “at this sort 
| of thing for years.” 


| 
Ad Women Contes Set 


The Los Angeles Advertising 
| Women will announce winners in 
ithe 8th annual Frances Holmes 
awards competition at a luncheon 
| April 25 at the Ambassador Hotel 
|in Los Angeles. The competition is 
| open to all women in advertising in 
the 11 western states and British 
Columbia, and is based on adver- 
| tising work used in 1953. “Lulus”’ 
‘are given to the best entries in 
'various categories of advertising 
and marketing. Information about 
the competition, which has a clos- 
ing date of March 27, can be ob- 
tained by writing the club at 609 
S. Grand, Los Angeles. 


-KBID-TV Names Grant S.M. 


Gene Grant has been appointed 
‘sales manager for KBID-TV, Fres- 
no, Cal., owned and operated by 
‘John Poole Broadcasting Co. For 
the past 10 years he has operated 
his own radio station representa- 
tive company, Gene Grant & Ca., 
in Los Angeles and San Francisco. 
Before that he was in sales capa- 
cities with the National Broadcast- 
ing Co. and American Broadcast- 
ing Co. in San Francisco. 


Booklet Summarizes Bus Facts 

The National Assn. of Motor Bus 
Operators, 839 17th St. N.W., 
| Washington 6, has issued the 22nd 
edition of “Bus Facts—A Summary 
of Facts and Figures on The Motor 
Bus Industry.” 


Al ln 
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and everything he has is available to 
you to do a selling job. He calls 

on your prospects as often as you wish 
and he’s everywhere at once. People 
believe him—he is respected. He never 
quits — never even vacations. He 

is always welcome. Tirelessly he stays 
on the job selling for you. He is the 
selling power of FOUR BILLION 
NATIONAL MAGAZINES A YEAR. 


> A MONTH | 
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Red and White 
striped pole 
says Barber Shop. 


Green light 


Red flag 
says Danger. 


Yellow stop sign 
means what it says. 


Blue gate indicates 
Marriageable daughter. 
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In a split second the mind’s eye 
comprehends the story which color 
tells— and tells far more completely 
and convincingly than volumes of words. 


Bs louder than words 


Your product story supported by color 
in national magazines will be understood 
better, remembered longer and acted 
upon more certainly than in any other 
national media. Let color in national 
magazines speak for you. 


B awcctt ‘Dearing Printing Co 


BROADWAY AT ELEVENTH ST., LOUISVILLE. KY 
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Me MECHANIX 
Ba “LLUSTRATED 


| Ree . 


a Wow 
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FOR YOUNG WIVES 


fo Printing 
vi THAT SPEAKS 
FOR ITSELF! 


ee 
The eloquence of a printed page is manifested 


not only by what the words themselves say or 
by the subjects of the illustrations but also by 


—_ the talents of the master printer. For it is ne 


Stone as ” i— 2 al 
renanas és de ieee, WhO takes the type, the plates, the paper and 


the ink and with them instills visual oratory 
into the printed page. 


Such are the master craftsmen at Fawcett- 
Dearing who pride themselves in the quality 
of the million national magazines they produce 
daily. Quality which speaks for itself. 


PRODUCING 


30 Million 


MAGAZINES — 
> A MONTH 


kawcett eatin? Ainting Co 


BROADWAY AT ELEVENTH ST., LOUISVILLE, KY. 


a as 
a : ee i 
} 
suserrrert ves \ if 
anager IN = | 
REAL fs. e LEGIO 
: al Fr STAR cara __ | 
A, fe POLICE i * ils BP es DE’ qv 3% EK a + me ww = cers z: in | | 
se. 1S | we \ SU i 
me _ ; ™ f- A  omeihaemad “eat oe ae ; oar Sm nncene ow . 7 i 
— , = — ee 
CARS © = ” 3a lice = «a & = 
A - rs Past ee - 
| eu base LIFE STORY 4 
; = & ied ma < a * _ } merce v ores cane ge ero Soe 2 7 sf 
t J. a : SEX SLAY ean VY + ‘ ee ~~. Z | 
; ~ ve of the A ' #4. os = ™*, ae 
| te | CAPTIVE | 7 | . 
t N FOR MEN a . ° & | i 
_™= > . - - 4 \ ” : a! Pas von ge 
—~ = os . i a ‘ ne : : iy ek . at 4 : 
am & ff a2 rw. aw 7 : | 
: : ee es en 4 ‘ ’ . 2 ‘ 
’ us, 4 — = # z Yo ae . S 
ise =~ Beane ——-- DR a Gp. oe di : 
ee -@ ae Dale XN ay Ries 
23 : i onfesslons appers _i_ . | n 
pee. ad e 4 * = 4 as 3 i — } eee 
we a . ¢ ee ye y ; = 
Re : ‘ 4 ' 8 4 ~ - ‘ ¥e \ <= =~ a ; 
a  perenerws % ~ ae 1 . jaa 
a0 i . + D - sj < 4 Motion Pictu 4 : ' * a 
er Aere 2.2 2 1) i & e. S Ms aus 1 "wis! ~ 7 ~ ieee 
eee «fgg ae ud it — -® " ‘ ae “Ss a 4 Ai i me = “ee > ¥ 
Ps EXCUSE INTERVIEW WTS “walks: +) i ile, Ee * = tes > gee 
ae a watt ——— : —e - — : ad ae 
Tae - a n. wh i ‘ouinent! ‘ : “4 ae aries 
east . ie! ,t = } FF, 4 See ~ i a i = “yy . "Fige din : 
ag hla fe! ; ~~ | WAS , ite ay Cs o. | a 
—— ‘ ‘ La _--— . i hla’ 
7 ' ' ‘r me : BROTHERS fy ®, . 4 : j 
= ; a1 > * <>, - ce 
= ee ) ‘ oj she a at WE dl ; a : A oa j res | 
om 109 gee OP) %& mn 
at s a 
y — cm te . spouin vou — 
eee ee ee | | 
4 - ye a te hints LT : vane f + 
ae ‘des mans dae sccgehe Mai: 5 : . 
7 ANY i 
ry) ad . ; ¥ bi NM | ‘ 
nib : 
Sas — 
bia a. 
ee ie 
is ae 
i Bs — eS ' iia 
eae —- ee mm 
ew, Me a 
ia Sk... eo — Se <a 
oR Sane ee ma: ee s ee 
bod ne a eet Ae 
ee: I ae 
eae * "ey Str cecoegens a 1 
‘Sena 8 &e Wiese ae 
i TN eid 
nog AN eeenetn Ze a= te | co 
eal hl : BOSON Toe ait a | 
fee sa ‘ pei a ted 4 - 2 F fy a . 
5 eee Ss ee ae 
f : \y i Bee an ha : es = ie ie is Py ig ’ ; : Y 
a : y rag MY ig ae ~*~ “ Rabie: “ia = A fv . ee ng 2 
poet” ly “dP Miike a ‘s gf oe 
a th Mirae an 
et al : 
iad | fe 
| g 
} ' : 
"e | q 
, ._ 
g 
ies 
: Wi Ke a 
ie ee ee 
ake ee 
z= 
ghee 


Advertising Age, March 22, 1954 


You'll Like — 
» ; od 


| 

~ Tests Antibiotic Bandage 

| Multibiotics Corp. of America, 

|Baltimore, is testing what it calls 

'the first antibiotic plastic adhesive 

bandage, for 13 weeks in Provi- 

dence. Named Bio-Band, the band- 
4 (age is impregnated with a com- 
™ bination of three antibiotics and is 
approved for over-the-counter sale | 
without prescription. Newspaper | 
pages and spot radio and television | 
are being used. French & Preston, | 
New York, is the agency. 


Kimble, Ashworth to WSPD 


Emerson Kimble has_ been — 
appointed station manager for| =“ S:. > 
WSPD, Toledo, a new post, and Only departmentalized display moving 


MOVE DISPLAYS 


B hice gutcher way! 


eS eee North American padded vans shorten deliver 
NortitAmerican i an . i . 


time on your displays, for several reasons. 
Door-to-door service eliminates local drayage 
delays. Little or no crating required—hence 
faster get-ready, setting up, dismantling. Na- 
tionwide dispatching network assures prompt 
arrival of vans when promised. Phone your 
local NAVL agent today. Better move ALL 
WAYS, via North American! 


Dene Vt 
—--_ 


1s 


# 0% \ Re a : 
ee SO tS 


emer > 


service in the field! 


William Ashworth has been named Oe 
national sales manager of WSPD-| North American’s Dis- HELPFUL NEW BROCHURE du is ao 
ibi _ on display moving, yours for the — ef 
TV play & Exhibit Depart ‘ j < te 
: ment is unique—a staff asking. Phone NAVL agent (listed le 


of full-time experts 
BEER BOOSTER—Reproducing a 24-bottle | Sears Catalog Shows Cuts ready to serve you. 

case, this in-store display was made for Sears, Roebuck &- Co., Chicago, 
Stroh Brewery Co., Detroit, by Phelps Mfg.|/lists more than 900 price cuts 


ihodretion ere lihegrophed tn four color. | Tanene TOUCeeee! §8SERVING THE MOVING NEEDS OF A CONTINENT! 


under “Movers”) or write NORTH a 
AMERICAN VAN LINES, Dept. | : 
AA354, Fort Wayne, Ind. 


page mid-spring catalog. 


Citrus Commission | 
to Review Agency | 
Pitch Next Month 


Join the more than 10,000 
advertising and sales executives 
) who will save valuable time by 


LAKELAND, F.La., March 16—| viewing in-one place at one 
Florida Citrus Commission mem- time all that’s new in point-of 
bers will review J. Walter Thomp- aaa 
son Co.’s proposals for the °54-’55 purchase advertising. 


fruit campaign April 7. 

The commission instructed 
Thompson to present its program 
earlier this year to avoid repeti- 
tion of last year’s complaints by 
growers and packers that the cam- 
paign started too late. The pro- 
gram was not approved by the 
commission until July. 

Paul Patterson, advertising man- 
ager of the commission, said other 
agencies will be interviewed in 
May if the JWT presentation is 
unsatisfactory. He said a number 
of agencies “are in the state” eye- 
ing the account. It is expected to 
bill from $2,500,000 to $3,000,000. 


s The commission next month 
also will consider a proposal of 
radio-tv master of ceremonies Tom 
Moore, who is trying to sell “Flor- 
ida Calling,” a 25-minute daily 
program on Mutual Broadcasting 
System stations. 

Cost of the program is $1,000,- 
000, Moore said. The Florida State 
Advertising Commission is expect- 
ed to pay $200,000 of the cost if 
the program is accepted. 

The citrus commission has agreed 
to match Florida Citrus Processors 
Assn. funds up to $10,000 for pro- 


motion of citrus pulp for cattle THE BIGGEST 

sacks TRUE tee air Ceanedenee AND COS | 
another F P 7 ie 
push for orange exports if the NATIONAL EXHIBIT ‘i 


need develops. 4 


DOOR & y MERCHANDISING FORUMS 
ix Leads in Paper Ads * sal 3 4 
aaa houke ainins ae dts | PRIZES . i ee A feature of this year’s Symposium and Exhibit will be two forums: 
vision of Avco Mfg. Co., South ‘ ; March 30th, 9 A.M. to 12 Noon—A panel of top 
Bend, was the leading newspaper | , J advertising agency men will tell how they handle 
advertiser among the nation’s ee : se 7 paint oe parece display material, the effectiveness of 
washing machine manufacturers, | eee this material, how it is created, how it is distributed 
. x papi at “ and many other pertinent facts. 
according to the Advertising ie 4 March 31st, 9 A.M. to 12.N 4 ! dof 
. > 13% of all’ , 4 ,9 AM. 2 Noon—A panel composed o 
reusencenty ae ae ad- HOTEL STATLER . leading retailers and manufacturers from differen codapivies 
vertising last year was placed by | \ A. . segpng! 24 pros and — of my ay material and display 
Bendix and its dealers. Bendix, MARCH 30 3] APRIL 1 merchandising so that you can profit from their experience. 
which makes only automatic mod-_| f f 7 Coeeeeeee eee eeeseseeeseseeeeseeeseeeses 
els, placed 17% of the newspaper . NEW YORK > POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. ° 
re ¥ es ~ " 
a" oo YORK CITY : 16 East 43rd Street © New York 17, New York ; 
ge “a e« GENTLEMEN: Please send the following tickets: e 
, e April 1 Symposium Tickets, including Luncheon at $6.50 
Crayton’s Products to BT e ~——~each. Hotel Statler Grand Ballroom. My check is enclosed. 
Crayton’s Products Co., Cleve- 4 FREE Tickets for admittance to Exhibit of Point-of-Pur- rs 
land, has named BT Advertising e ren i? — He Good all three days—March 30, March 31, $ 
Agency, Cleveland, to handle ad- ; E ° 
vertising for its Crayton’s Southern TP RIIIIII =. asssis-shessnlengitinsiniolianuinaitiionicaceng A Goanaiesaaeaee é 
sausage. Radio and newspapers e : 
will be used in metropolitan areas | pS TOLLE: snidsipaeaisehdandlieaieiacnmenicaaia : 
where the company has distribu- | 2 : 
tion. | wl ol ee solidus seedless dabietmaadpanapibuneaaate cea sianevwchitancataomaeres esdaa * 
mt P 
J 
Bain Named Agency Controller, SE i diaeveichickoegunbincenepeisnit 6 OID sees STAT oscsceoseectenteansnnsninn @ 
eeeeeoeoeeveev eevee eeveeeeeeeeeeeeeeeeeeee 8 


Roger M. Bain, chartered ac-| 


countant, has been named control- THIS ANNOUNCEMENT SPONSORED BY MOUNTERS AND SUPPLIERS OF THE POINT-OF-PURCHASE ADVERTISING INSTITUTE 


ler of O’Brien Advertising, Van- mae 
couver, B. C. — 
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7 7 Jan. 11), and re than 25,000 en- 
Kentucky Club Draws 25,000 Entries in sans sae despot ged roi a 
Racehorse Contest Before It Even Starts appeared in The Saturday Evening 


Post, March 13. Ned Armstrong, 
New York, March 16—With; Kentucky Club pipe tobacco, ran a| account executive of S. Richard 

those who know prize contests best,| contest whose winner received a Stern Associates, New York p.r. 

it’s horses over queens by two to trip to the Coronation in London.| organization, estimates that this 

one. _There were 50,000 entries. year’s entries will go well over the 
Last year, Mail Pouch Tobacco, In 1954, Kentucky Club’s first} 100,000 mark. 

Co., Wheeling, W. Va., maker of prize is a two-year old filly (AA, 


= Chief among Armstrong’s tech- 
niques in publicizing the contest 
‘has been the use of news releases 
tailored to various newspaper de- 
~<a z ; |partments. Women’s page editors 

BIG : /'came in for the special treatment, 

. ore © Wer because the racehorse “is a bay 

T Ooyese | | filly, and this means she is a girl 
AX. oA mas | horse.” Labor papers received spe- 
2s _ lease he: ae cial stories because Kentucky Club 

CARRIERS is a union-made tobacco, and be- 


EASY CARD INSTALLATION « a... ¢ THREE POPULAR TyPEs | C2™US¢ Mail Pouch signed its origi- 


nal contract with the first tobacco 


Equip your cabs with a conspicuous spot for 


space for revenue 


gi Seng sseinvoor | ~YARDER MANUFACTURING CO, | ™aterial. 


’ fitablead ! Trouble free, long lif workers’ union in the country. FOR EVERY OCCASION—Warner Brothers Co. aims for high-traffic locations with 
wae a® SRR Varder pte porn 4 on th aa Stow, cliper sip And, of course, sports editors have these island styles, featuring Warner foundations for different occasions. The eye- 
consumer. ‘on’ oO ? . : 1H . . 
peooue. Sess penn aris for fll peninies space been flooded with copy and picture catchers are made of steel and nylon and were produced by William Melish Harris 


Associates, New York. 


‘ si TOLEDO They’ve picked it up, too. Red 
car-card sizes. e 6 PH ul PS AVE 2 OH °o 
: —_ : a , Smith devoted his Jan. 28 column, contest which will provide a name 


syndicated to 50 newspapers, to the for this granddaughter of the fa- 


‘ 


4 


Pac =———> 


At the point of sale . . . or in the mail , . . your presentation 
must be unusual to command attention, hold interest and move people to buy. 


These days, shoppers ignore the ordinary. 


Any room for improvement on your sales chart? You'd be 


surprised how 43 years of creating lithographed tools for £ Q N § Q l / D A I £ D ; 


selling can give your product the unusual tug that loosens i tng As Corporati 
purse strings. This . . . plus 220,000 square feet of new 


plant, housing the most modern lithographic equipment in 


America ... are just some of the reasons why it pays to call... = 


Window, Counter or Merchandising Displays in Light, Motion or Dimension = 


o 
LABELS @ BROCHURES @ CALENDARS @ ANNUAL REPORTS 
WRAPS @ BOOKLETS @ FOLDERS @ POSTERS @ TEXTURE FOLDERS 


mous Equipoise. Hap Glaudi, sports 
columnist for the New Orleans 
Item, suggested to his readers that 
entries be sent to him, then franti- 
cally called New York for 750 entry 
blanks when the deluge struck. 
The syndicated sports wires have 
carried the story, four different 
versions of it having been sent out 
by the Associated Press. 


® To add to promotional possibili- 
| ties, Kentucky Club has signed up 
Ted Atkinson, famea’*jockey whose 
/mounts have won purses totaling 
$12,000,000. He’s known as the 
contest’s “racing and training con- 
sultant,” which means that he has 
ridden the filly, will possibly ride 
her in her first race during Derby 
Week and has had innumerable 
pictures taken in affectionate poses 
with the horse. 

One “gag” release getting big 
play from feature’ columnists 
throughout the country pointed out 
that “it may be cheaper to lose 
than to win” the contest. “The 
price of oats comes high,” it said, 
“and a stable boy, a groom, an 
exercise boy and a trainer can run 
into a pretty fancy figure. 

“Anyway,” it concluded, “second 
prize is a beautiful imported Swiss 
watch. You can get the right time 
from the watch, even if you can’t 
from the horse or the jockey.” 


= Despite its extensive facilities 
and resources, Reuben H. Donnel- 
ley Co. is going to be hard pressed 
to meet the schedule set by the 
sponsor for determining and an- 
nouncing the winner. Entry blanks 
are valid if mailed up to midnight, 
April 10, but Derby Day, when the 
winner is supposed to be comfort- 
ably ensconced in the stands at 
Churchill Downs, is May 1. 

A Donnelley spokesman told AA 
that one week is always allowed 
between closing day and final re- 
ceipt of all entries. Thus, less than 
two weeks will remain for deciding 
upon a winner among the 100,000 
or more entries, notifying him of 
his fortune and packing him off to 
Louisville. 


# Some preliminary work toward 
determining the winner can be 
done before closing date, however, 
since it is the practice in this field 
to pick a representative sample 
from among early entries and to 
work out judging instructions from 
the level of standards set by them. 
In this way, many entries can be 
eliminated even before actual clos- 
ing date. About 15 judges, it is ex- 
pected, will be assigned to put in 
fulltime work on the final deci- 
sion. 

But that’s Donnelley’s problem. 
As far as 100,000 Americans are 
concerned, all they want is to win 
a round-trip for two to Louisville, 
have all their expenses paid for 
four days, enjoy watching the Der- 
by, blow in $500 in “expense mon- 
ey,” and own a racehorse. 
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WINDOW DISPLAY 


) >» HEADQUARTERS 


With an experienced staff of artists, designers and 
construction technicians, supported by complete factory 
facilities, M-W offers you the creative “Know-How” for 
developing dynamic sales ideas of greater dramatic 
impact at the point-of-purchase—for your retail outlets. 


MAGILL-WEINSHEIMER 
COMPANY 


1320-34 SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 


NEW YORK CLEVELAND DETROIT 


i 
is PO Ee x Lt ron . 


Here you find a group of advertising and merchan- 
dising folks, accustomed to supplementing the agency's 
advertising program, with co-ordinated merchandising 
aids to gain a greater sales effectiveness, for the 
client, at the point-of-purchase. 


Stop at Booth 39—Learn the details of the complete 
service and all its advantages. 


POINT-OF-PURCHASE 
it ncaa ADVERTISING 
Point of Purchase 8th ANNUAL SYMPOSIUM AND EXHIBIT 


Displays at the March 30th, 31st, and April 1st, 1954 
HOTEL STATLER, NEW YORK 
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New Ad Techniques, Changes in Consumer 
Psychology Threaten the Big Brands: Laird 


Cuicaco, March 15—Changes in;few months. It is possible to in- 
a consumer psychology and the de-| duce many millions of them to try 
velopment of more powerful ad-'a new item of mass appeal and 
vertising techniques represent an| build a solid, broad-based, profit- 
earthquake that is shaking the sol-| able business at a reasonable or 

id ground of experience and caus- | even negligible net cost. 
ing an upheaval in the basic mar-| “Hence, we see a campaign to- 
keting situation so important that | day with a string of magazine 
it requires us to throw away the! color spreads or a dozen newspaper 
rule book and write a new one. pages in as many weeks, or $200,- 
This was the challenging concept 000 worth of television and radio 
presented today to the Agate Club,|a month, on a single new product. 
magazine representatives’ associa-| And, rightly used, we see these 
tion, by Kenneth Laird, exec. v.p./expenditures supported by the 

of Tatham-Laird Inc. business they produce.” 
The reason great and successful 
consumer products are in greater 
jeopardy today than ever before, 
esate Mr. Laird said, is that consumer 


businesses with markets to protect, 


® The only successful strategy for) 


Mr. Laird concluded, is to con-. 


provements at the rate of one or 
two a year. 

“The companies which have, or 
will adopt, such a program,” he 
said, “have nothing to fear. By 
aggressively developing and 
launching new brands they will be 
playing the percentages, and today 
the percentages favor the new 
item—provided it brings the con- 
sumer a genuine added benefit.” 


Names Howison Sales V. P. 

Robert 
named v.p. for sales of Bigelow- 
Sanford Carpet Co., 
ville, Conn., effective March 26. He 


succeeds Sumner J. Robinson, who) 


resigned to become sales v.p. for 
National Homes Corp., Lafayette, 
Ind. 


Dora-Clayton Names Sanford 


W. Howison has been) P 
ae Brewer Names Dodderidge 


Thompson- | 


BBDO, Hunt Foods Part 

A joint announcement made by 
Hunt Foods and Batten, Barton, 
Durstine & Osborn in Los Angeles, 
reveals the agency will, by mutual 
agreement, withdraw from han- 
dling Hunt’s tomato sauce, which 
it has had since early in 1953. The 
action results from conflicts arising 
from BBDO’s recent acquisition of 
the Campbell Soup account. Young 
& Rubicam has the remainder of 
the Hunt account. 


Richard W. Dodderidge has been 
named tv director for Bruce B. 
Brewer & Co., Minneapolis. He 
will be located in the Minneapolis 
office, but will head tv creative 
and production work for both that 
and the agency’s Kansas City of- 
fice. 


Advertising Age, March 22, 1954 
| Blake Heads Ad, PR 


Thomas Blake Jr., purchasing 
officer of the Dime Savings Bank 
of Brooklyn, has been placed in 
charge of advertising and public 
relations. Clinton L. Miller, who 
has been assistant v.p. in charge 
of advertising and _ publications 
since 1941, was named officer in 
charge of banking floor operations. 


KLAC Names Andrews A.E. 

Seymour C. Andrews has been 
named an account executive for 
KLAC, Los Angeles. For the past 
three years, Mr. Andrews has been 
sales promotion and merchandising 
manager for Kierulff & Co., Los 
Angeles appliance distributor. Be- 
fore that he was an account execu- 
tive for KLAC-TV fer a year. 


Conway Joins Technigraphic 


psychology now welcomes new 
products, whereas earlier the con- 
sumer resisted change. 


stantly develop new products and’ pay] Sanford, formerly with 
improvements in old ones. This WGST, Atlanta, has been named 
demands the establishment of a an account executive for Dora- 
|special top-level department de- Clayton Agency, Atlanta, regional 


Berchman S. Conway, formerly 
with Geare-Marston Inc., Phila- 
delphia, as an art director, has ry 
been named v.p. of Technigraph- 


Lederle Moves Ad Offices 
Advertising and public relations| 
offices of Lederle Laboratories! 


a “This attitude, of course, pro-| 
tected and buttressed the estab- 
lished brand,” he explained. “If 


| voted to the task of bringing out radio-television station representa- 
i new products or important im- tive. 


have moved from New York to 
Pearl River, N. Y. 


ic Co., Philadelphia advertising 
graphic arts firm. 


you were Colgate, sitting on top of 
Ribbon Dental Cream, you could 
rest confident that it would take an | 
upstart many years—and many! 
in brand dislodge you. A lead- 


ing brand was a walled city that 
f could be breached only at great 
cost. bs 

“By contrast, today—if you were 
a maker of toiletries, with a genu- 
ine, dramatic product improvement 
in the dentifrice field, and a start- 
ing advertising appropriation of 
$2,500,000—you could put a dent in 
the Colgate Dental Cream business 
as big as the Grand Canyon, and 
you could do it with little or no 
out-of-pocket cost by the end of a 
full year! 

“Nobody knows that better than 
Colgate, which was pretty severely 
buffeted first by ammonium, and 
then by chlorophyll, and has now 
decided to abandon Ribbon Dental 
Cream entirely (one of the great 
alltime money-makers in the drug 
trade). They are closing it out 
nationally, and have already 
launched its successor, a new anti- 


ea 
r 


enzyme formula. The Colgate man- 
agement has evidently decided 
they’re going to take a licking, and 
they might as well be licked by 
something with a Colgate label on 
ogg 


# Other products which have 
challenged old leaders and leaped. 
to new positions of commanding 
importance in the consumer prod- ie 
ucts field mentioned by Mr. Laird tie 
include a no-smear lipstick, a 
spray deodorant, a shampoo, fro- 
zen prepared food specialties, cake 
mixes, etc. 

“Consider the fact,” he said, “not 
only that these new items are 
being accepted—but that they are 
being accepted so fast that in a) ; 
majority of cases they are being) 
built on a pay-as-you-go basis!” | 

As a result of the success of new | 
and improved products, established ; 
competitors are no longer waiting | af 
for their markets to be invaded, | : 
but are acting as soon as market 
testing by a new entrant in the 
field is started. 

“If you brought out an outstand- 
ing new product in Minneapolis, 


PME TSS 


and it sold well, and you expanded Vertical combination 
ne to Milwaukee and Des Moines,’ se 
Sel said Mr. Laird, “I will bet that a GEES. for epres gore 
‘ shrewd and big competitor would , 
my =o beat you to Chicago, St, louis and re 
Detroit with your idea, and you - : ; 


would end up being an imitator!” 


= The stepped up efficiency of ad- 
vertising media is flattening cus- 
tomer resistance to new products, | 
Mr. Laird said, pointing out that, 
today’s successful technique con- 
sists of smashing the market with 
television and big space units in| 
printed media. 
“It is possible with today’s ad- 
vertising media,” he declared, “‘to | 
cover almost the entire buying 
population of America within a 


j 
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Decorative grouping for 
wall or window area 


The central space may be 
occupied by pharmacy exhibits 


rt 


Open arrangement 
for wide window 


ass grouping that 
can stand or hang 
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TRAFFIC STOPPERS—Gibralter Corrugated Paper Co.'s display division designed 
these units for use in high-traffic outlets. Left to right are a simulated grill printed 
in fire fluorescent, beige and black high gloss inks for Armour & Co.; a Ward 
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Baking Co. three-shelf floor stand for bakery sections of supermarkets; an island 
display promoting carton sales of Sano cigarettes, and another serve-yourself 
island for White Rain. 


an ‘Media Test, Renuzit 
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Hundreds in ONE! | 
e 

Using five paintings of significant episodes in 

the history of Pharmacy, and a decorative panel 

of explanatory text... Parke-Davis sponsors the 


most adaptable and most practicable display ever ¥ 
offered to drug stores. a 
Any or all six shadow-box panels can be used, ce 


in any combination. Simple metal clips (patented), 
can be easily and quickly applied; and with back 
easels, permit any order or arrangement of the 
panels in hundreds of patterns. Banka 


The Parke-Davis display is a unique type of ue 


institutional advertising that contributes to the 
public understanding of Pharmacy and prestige 
of the pharmacist. It delivers greater value to the 
advertiser because of its high retailer demand, 
adaptability, and longer periods of use. 

This associated panel display was developed, 
and produced, by Einson-Freeman in cooperation 
with Parke-Davis & Company. 

The panel pattern also permits the re-issue of 
art or color photographs which have previously 
appeared in your literature or national advertising. 
Reproduction negatives or color transparencies 
can be used again to reduce costs. Model displays 
can be made for your approval. 

If you want more acceptance, effectiveness 
and use in your display...phone, wire or write 


a4 
Einson-Freeman Co., Inc. 
Originators of display ideas 
Starr & Borden Aves., Long Island City 1, New York 


‘Small display for 
limited space 
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After Extensive 


‘Selects Daytime TV 


PHILADELPHIA, March 17—Re- 
nuzit Home Products Co., follow- 
ing an exhaustive test of radio, tel- 
evision, grocery sections of news- 
papers, and Sunday supplements, 


Mm |has decided to invest its entire 


advertising fund in daytime televi- 
|sion spots across the country. 

| Paul Pflaumer, advertising man- 
ager for Renuzit, told ADVERTISING 
AGE that in tests last fall the com- 
pany found that sales in areas 
where tv was used were 17% high- 
er than in areas where other media 
were being tested. 

Renuzit will feature its new 
Erase-Away cleaning kit on most 
of its television participations. This 
contains a quart of odorless Renu- 
zit and Renuzit upholstery eraser 
at a special introductory price of 
79¢. A special grocery package also 
has been designed for the kit. 


a The basic television campaign, 
Mr. Pflaumer said, will consist of 
a minimum of 45 stations in every 
major market from coast to coast. 
Outstanding daytime shows with 
big local names will be used ex- 
clusively to give the product a lo- 
cal personality boost, he said. The 
campaign will continue through 
the spring and into early summer, 
marking the heaviest continual na- 
tional advertising drive by Renuzit 
for any of its products. 

Feigenbaum & Wermen Adver- 
tising Agency handles the account. 


Modern Globe Names Agency 
Lang, Fisher & Stashower, 
Cleveland, has been named to han- 
dle advertising for Modern Globe 
Inc., Grand Rapids, Mich. The 
company makes a line of under- 
wear for men, women and chil- 
dren. Magazines and direct mail 
will be used. 


A 
SILENT SALESMAN 


% ALL STEEL LITERATURE 
DISPLAY RACK 


% ALL STEEL DISPLAY RACKS 
FABRICATED TO YOUR SPECIFICA- 
TIONS FOR LITERATURE OR YOUR 
PRODUCT 


w FOR LOBBYS, SHOW ROOMS, TRADE 
SHOWS, & POINT OF SALES 


Ww FIVE STANDARD MODELS 


W STORAGE CAPACITY IN 
REAR OF RACK 


we FLOOR, COUNTER, & WALL RACKS 

WRITE OR CALL FOR LITERATURE 

NO SALESMEN WILL CALL 
LITERACK INC. 


5511 EUCLID AVE. 
CLEVELAND 3, OHIO 


Phone — HEnderson 1-7222 
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Carpenter's Trick Put Reynolds Metals on 
Do-It-Yourself Bandwagon, Says Bjorkholm 


CLEVELAND, March 16—Reynolds | with more than $500,000 in adver- 
Metals Co. jumped on a consumer tising and promotion for do-it- 
eee trend as nimbly as a jockey mounts yourself aluminum. 

a Derby winner down in Louis-| Reynolds definitely is riding a 
ville. thoroughbred idea, J. C. Bjork- 
The trend—the interest in home holm, director of consumer market 
s craftsmanship—was already off) advertising, told the Cleveland Ad- 
is and running. Reynolds hopped into! vertising Club. 

e. the saddle and booted the trend! “The program has had a lot of 


or, in the 

plain English of 
our engraver's 
craft, ‘Practice 
is the best 
master.’ 


Collins, 
Miller & 
Hutchings, Inc. 


AMERICA’S FINEST PHOTOENGRAVING PLANT 
207 N. Michigan Ave. * Chicago | 


Prjedagaph 


AMERICA’S FINEST AUTOMATIC SLIDE PROJECTOR 
WITH THE POLARIZED TEL-O-VISION SCREEN 


Stops Traffic At Point Of Sale 


@ Dramatically projects full color 35MM slides auto- 
matically and brilliantly onto self-contained Polacoat 
daylight screen. 


@ Just plug in! Use on counter top, desk, or display 
window! 


Projectograph takes up where magazine and newspaper 
ads leave off—gives you new P-O-P sales impact! Helps you 
merchandise ads, demonstrate product use—close sales! 
Precision-built equipment—choice of 88 or 150 square 
inch screen. Visual models automatically change slides every 
5 seconds. Audio-Visual models have synchronized sound- 
on-tape to control slide sequence. Prices start at $169.50. 
Thousands in daily use. Ask for free demonstration today! 


ALUMINUM PIC-DISC holds 14 slides (35mm 
—2x2 size). Glass or cardboard mount. Changes 
like a phonograph record. Pic-Disc carrying case 
to match handsome Projectograph cabinets. 


For full details see your 
dealer or write for literature 


PROJECTOGRAPH CORPORATION 


9 Church Street 
Oshkosh Wisconsin 


foot,” Mr. Bjorkholm said, 
using a Churchill Downs meta- 
phor, “but we are not half-way 
home yet. 

“We haven’t exhausted even 
half the potential sales of alumi- 
num for the handy householder.” 

Outlining the Reynolds do-it- 
yourself campaign—his first case- 
history speech to any adclub—Mr. 
Bjorkholm hauled in a Reynolds 
dealer display rack loaded with 
aluminum strips, sheets and tubes 
that give the appearance of a pipe 
organ. 

The $34.50 rack is displayed by 
8,000 dealers to sell home crafts- 
men the metal for making trays, 
fishing tackle boxes, tubular-leg 
tables and storm-window and 
screen frames. 


‘early 


= Using a pocket knife, wood saw 
and plane, Mr. Bjorkholm showed 
the audience how Mr. and Mrs. 
Householder work the aluminum 
with the ordinary tools found 
around any home, including scis- 
sors. 

Containing a special alloy, as 
advertised, the Reynolds aluminum 
“will not damage workshop equip- 
ment any more than other materi- 
als generally classed in the wood 
category, whether the equipment 
be expensive power tools, or less 
costly hand tools,” Mr. Bjorkholm 
said. 

“Aluminum opens exciting new 
fields for the craftsman,” Mr. 
Bjorkholm said. “Its countless uses 
will make it commonplace in the 
home workshop.” 


= Behind the lively marketing 
achievement is a story of Reynolds 
Metals enterprise in engineering, 
advertising and merchandising. 
The first chapters had been care- 
fully written when the Louisville 
firm, through Clinton E. Frank 
Inc., Chicago, opened the make-it- 
yourself campaign last Sept. 23 
with a spread in Life. 

“We had heard a competitor was 
about to beat us to the punch,” Mr. 
Bjorkholm said, “but our Life ad- 
_vertisement was out ahead. It of- 
fered a 16-page booklet without a 
coupon form and brought 15,000 
inquiries. 

“Hundreds of requests came 
from dealers wanting to handle the 
new materials.” 


= Reynolds Metals alone now turns 
out two-and-a-half times the 
amount of aluminum produced in 
the entire country before World 


REAL CATCH—Jas. Barclay & Co., Peoria, Ill., distiller of Corby’s whisky, lures cus- 

tomers with this fishing scene with its familiar parrot inserted on the background 

piece. The fisherman holds a real net, stapled to a frame and in turn attached to the 

main display piece. The net is intended to hold a bottle of Corby’s. Forbes Lithograph 
Co., Boston, produced the four-color job. 


War II, Mr. Bjorkholm said. In 
1940, the firm decided to become 
the nation’s No. 2 producer, the 
place it holds today. 

Spurring the climb was Reynolds 
Wrap, then a novelty, now a house- 
hold phrase. The handy material 
resulted in “an aluminum aware- 
ness of the consumer,” Mr. Bjork- 
holm explained. 

“We figured correctly that if Mr. 
and Mrs. America got to know 
aluminum foil at home they would 
begin to look for aluminum- 
wrapped packages in stores,” he 
continued. 

“Other businesses began to seek 
double-identification through be- 
coming associated with the Rey- 
nolds seal. They began encasing 
their products in the highly adver- 
tised wrap.” 


= This year, Mr. Bjorkholm said, 
more than 90 products carrying the 
Reynolds Wrap badge will be sold 
—totaling 1.5 billion packages. 

It was in 1950 that a sharp-eyed, 
imaginative Reynolds executive 
happened upon an incident that 
disclosed the multi-million dollar 
possibilities of providing alumi- 
num for hobbyists, Mr. Bjorkholm 
related. 

Workmen were remodeling the 
Reynolds offices, located in a for- 


mer Ford Motor assembly plant in 
Louisville. The executive was as- 
tonished to find a carpenter cutting 
an aluminum partition with an 
ordinary wood saw. Warned that 
he would dull the tool, the car- 
penter said he had been sawing 
aluminum that way for six months. 
The executive reported his discov- 
ery and suggested it be put to re- 
search. 

Engineers and metallurgists came 
up with an alloy that tempered the 
aluminum in such a way the metal 
could be cut by woodworking tools 
without “any damage to them 
whatsoever.” 


a “In 1953, everything was de- 
veloped and we were ready for ad- 
vertising and sales,” he said, and 
a successful test was made through 
television and newspapers in Louis- 
ville. “By August of last year, we 
decided it was time to go national.” 

The firm called in its “young, 
aggressive” salesmen, who had 
been selling Reynolds Wrap to 
grocery and hardware stores. They 
were shown how to sell the do-it- 
yourself aluminum racks and sup- 
plies to hardware stores, lumber 
yards and building material deal- 
ers. 

Supporting the effort is a high 
six-figure budget for general, shel- 
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AAMERICAN fiDECALS 


are your most permanent 
attractive and economical 


SELLING MEDIUM 


The Free space on dealers’ windows, truck panels and dispensers 
offer unexcelled potential advertising value. Eye-catching American 
effectively and permanently utilize this space to promote your 

ds of shoppers each day. 
They tie in your other advertising efforts at the point of sale and help 
assure continued dealer cooperation. Field tested for durability, 
American decals stay “on the job” for years delivering your message 
day and night. 


FREE! Write today for Free full color brochure and samples. 
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Names Simmonds & Simmonds 

Klein’s Sporting Goods Ince., 
Chicago, and its wholly owned 
subsidiary, Gun Digest Co., have 
named Simmonds & Simmonds, 
Chicago, to handle their advertis- 
ing. 


Radio Spots Boost Cavalier 

R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., is running a 
spot radio campaign on about 15 
upstate New York stations for 
Cavalier cigarets. William Esty 
Co., New York, is the agency. 


‘| Power Joins Len Woolf 


John Power, formerly on the 
contact and research staff of 
Sherman K. Ellis Agency, New 
York, has joined Len Woolf Co., 


? |} Los Angeles, in a similar capacity. 


FOLLOW THROUGH—Wildroot Co. uses 
Fearless Fosdick not only in its point of 
purchase displays but also in daily newspa- 
pers, outdoor boards, car cards, national 
magazines and co-op ads. This dealer dis- 
play is 3’ high and is printed yellow on 
white. The carton was produced by Robert- 
son Paper Box Co., Montville, Conn., 
and Fosdick by Sale Lithograph Co., Buffalo. 


ter and trade magazines, all forti- 
fied by point of sale materials and 
free booklets pitched to the “make- 
these-yourself” theme. The ads 
illustrate useful and decorative 
household articles to be created 
from the Reynolds sheets and 
tubes. 


s The materials are price marked 
at the factory, Mr. Bjorkholm ex- 
plained. To make sure competitive 
materials stay out of the Reynolds 
racks, the firm’s advertising cau- 
tions the public to look for the 
Reynolds seal and not use any 
other material. Only Reynolds is 
properly tempered, the ads point 
out. 

Skeptical hardware dealers had 
to be shown that the aluminum 
could be worked with ordinary 
household tools, Mr. Bjorkholm 
said. He then cut a Reynolds sheet 
with kitchen scissors, then with a 
boy’s coping saw. “I’ve used the 
same blade since August,” he said. 
This demonstration was used to 
convince hardware dealers that the 
product could be worked with sim- 
ple tools. 


a Mr. Bjorkholm recalled that the 
Reynolds rack was exhibited at the 
“Do It Yourself” Show in Chicago. 
The firm distributed press port- 
folios before the opening and got 
“amazing results,’ Mr. Bjorkholm 
said, through stories in newspapers 
and magazines. “The product has 
gained more editorial mention than 
even our Reynolds Wrap,” he said. 

Cooperative advertising has 
come from power tool makers, in- 
cluding the Delta Power Tool 
division of Rockwell Mfg. Co., 
Pittsburgh, Mr. Bjorkholm said, 
because “additional sales of alu- 
minum mean additional sales of 
power tools.” 

United States Plywood Co. is 
cooperating, too, since plywood 
will go into the aluminum-frame 
furniture that can be built with 
Reynolds material, Mr. Bjorkholm 
said. 

At the adclub luncheon, Mr. 
Bjorkholm put souvenir ashtrays 
at each plate and awarded Rey- 
nolds products in a drawing. Ironi- 
cally, one of the winners was Ralph 
Leavenworth of Fuller & Smith & 
Ross, agency for Aluminum Co. of 
America. 


KNXT Promotes Schaefer 


Hank Schaefer, formerly sales 
service coordinator for KNXT, Los 
Angeles, has been promoted to 
account executive. Before joining 
the station in November, 1953, he 
was manager of television network 
sales service and local and national 
sales representative for ABC-TV in 
Chicago. 


Sayre Realty to Guenther 

Sayre Realty Co., Cincinnati, 
has appointed Guenther, Brown & 
Berne, Cincinnati, to handle its ad- 
vertising, promotion and publicity. 


gut A Self-Sticker! 

(for any smooth surface—glass, metal, etc.) 
® Sticks on both sides—any climate 

® Brilliant Baked Enamel Colors 


@ Indestructible! Use and re-use! 
Literature and samples FREE on request 
alvert. . Mobiloil *® Ansco and Hundreds of Others 


Repeat orders from: * Camel Cigarettes * Westinghouse 


THE AD-STIK COMPANY «+ 5850 CENTRE AVE., PITTSBURGH 6, PA. 
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Along the Media Path 


\fifth chain. The Post is supplying 
|display materials for windows and 
interiors. 


e Look will break a promotion for 
the drug industry on June 1. Dis- 


e Popular Science Monthly will, between five drugstore chains and play kits will contain over 80 point 
publish a “do it yourself” trade The Saturday Evening Post will|of sale pieces featuring Look-ad- 
publication, “Popular Science Mer- run between March 18 and June 19.|vertised products. The promotion 
chandiser,” which it will send to Peoples Drug Stores Inc., Katz includes a $1,000 Defense bond 
15,000 hardware, building material,| Drug Co. and Cunningham Drug contest, with prizes for druggists 
lumber and automotive dealers. Stores Inc. are participating for building the most outstanding win- 


Advertising will not be carried. 


‘the fifth consecutive year; Gallaher dow and interior displays. A vaca- 
| Drug is participating for the fourth | tion-time editorial feature, appear- 


e Joint sales promotion programs time, and Sun Drug Co. is the/ing in Look’s June 15 issue, will be 


the basis for the promotion. 


Our highly skilled design engineers 

are masters in the art of creating signs 

with prominent brand identification ... signs that 
will invite consumers to purchase 

your brand above all others. We offer out- 


standing, individually designed signs and displays 
in Plastic, Metal, Wood and Glass 


— illuminated, non- 


illuminated and animated. 


Consult a Lakeside Plastic 
representative Idea 


sketches furnished ‘without 
obligation! 


- SALES OFFICE: 
407 SOUTH DEARBORN ST. 
ILLINOIS 


CHICAGO, 


e A “Treasure Chest Casebook,” a 
brochure to aid stores in planning 
1954 sales to “the girl under 20,” 
is being sent to store buyers and 
merchandise managers by Seven- 
teen. 


e A joint promotion—“Exterior 
Decoration, 1954” — is being 
/planned by the National Assn. of 
‘Summer Furniture Manufacturers 
and Living for Young Homemak- 
ers. The magazine will feature a 
color section in its June issue 
showing a series of patio-and- 
porch settings designed by five 
decorators that can easily be set up 
by stores in their own furniture 
departments. Posters, tags, stream- 
ers, ad mats and other promotional 
aids will be supplied. 


e@ The March issue of Crockery & 
Glass Journal, a Haire publication, 
carries a 16-page Scandinavian im- 
|port section to help stimulate 
American imports of china, glass 
‘and ceramics from Scandinavian 
| countries. 


|e Ladies’ Home Journal has added 
a supplement to its appliance mer- 
'chandising service to retailers. The 
March issue of the Journal’s “Ap- 
pliance Store Success Bulletin” 
will offer a new section, “News 
Service for Advertisers,” to all 
advertisers of appliances. sold 
through retail outlets. 


e Forty-four furniture and de- 
partment stores in Successful 
Farming’s circulation area will join 
in the publication’s “Spruce Up 
for Spring” promotion during 
March to boost farm family pur- 
chases. The promotion will high- 


including various how-to ideas on 
interior decorating. 


MINIATURES—Plasto Mfg. Co., Chi- 
cago, reproduced a marble statue of 
the founder of Jack Daniel Distillery for 
the counter piece at left. The realistic 
pointer was 


produced for Bond & 
Lillard by the same company. 


e Life and the Professional Golf- 


layman to be premiered in April. 
The film is being made by Dallas 
Jones Productions, Chicago. 


e On Sunday, March 14, the Tole- 
do Blade presented “Interior Styles 
of 1954,” a 120-page, full-color, 
tabloid-size rotogravure section 
devoted to new trends in home 
decor. The section was originally 
planned to contain 80 pages, but 
advertiser response dictated the 
enlarged size. 


e The Free Press, London, Ont., 
in the past has had trouble with 
bulky 100-page editions resulting 
from its January annual review 
issue. This year, the difficulty was 
circumscribed by publishing the 
review piecemeal with the regular 
edition on every publication day 
during the month. A front-page 
box each day drew attention to the 
features and gave advance notice 
on the features to appear the fol- 
lowing day. Advertising for the 
special review increased this year 
to 82,572 lines, compared with 79,- 
500 lines in 1953. 


e Institutions Magazine, Chicago, 
is tapping the market in the mass- 
housing, mass-feeding field with a 
periodical distributed to food serv- 
ice equipment dealers, janitor sup- 
ply houses, wholesale grocers and 
other institutional suppliers. It is 


light display presentations of the 
magazine’s spring editorial ideas, 


called “Institutions Supplier,” and 
has an 1134x143” format. 


e WAGA, Atlanta, is celebrating 
its fifth anniversary by giving 
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Call on Write... 


our representative will be glad 
to call...no obligation. 
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Showmanship in Selling Zaz Gif 


Cluett Peabody and Company 
carries out their excellent sales 
promotion and merchandising 


by “piping-in” the tre- 
force of their national 


advertising to retail stores. 

Old methods are out of date. 
Merchandising tools must have 
the right showmanship to effec- 
tively dramatize consumer bene- 
fits of the product, at “the last 


Shown here are a few of thou- 
sands of displays of all sizes and 
types designed and produced for 
Arrow by 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
Speciolists in Merchandise Prosentation * Demonstration * Displays * Exhibits 


er’s Assn. of America, Chicago, are, 
preparing a golfing film for the. 


away thoroughbred Scottie puppies 
in a “Win a WAGA Contest.” 


e Following a complaint at the 
Associated Business Publications 
conference that there is “too much 
promotion in promotion,” Ameri- 
can Journal of Nursing Co., New 
York, set out to reduce the sales 
story of Nursing Outlook. It had 


someone make notes, as a media 


buyer would, of a standard presen- 
tation by one of its space salesmen. 
It is sending out a facsimile of 
these notes—with doodles, era- 
sures, etc.—as a promotion piece. 


e The Broadcast Advertising Bu- 
reau, in cooperation with the Ad- 
vertising Council, has prepared a 
22-page book entitled “How to Be 
a Hero in Your Own Home Town,” 
designed to encourage local retail- 
ers and companies with plant-city 
advertising to support public serv- 
ice campaigns on local radio sta- 
tions. 


e Department of New Laurels: 

The March issue of Photo Dealer 
is the biggest billing issue in its 
history and contains more pages in 
total and more pages in advertising 
of any issue since January, 1947. 

The Atlantic City Press pub- 
lished its largest edition on Sun- 
day, Feb. 28, the “Century of Prog- 
ress” edition marking the centen- 
nial year celebration for the city. 
The edition, 144 pages, contained 
241,519 lines of advertising, not 
including the regular Sunday pa- 
per. 

The April issue of House Beauti- 
ful closed with 170 pages of adver- 
tising, the biggest April issue in 
its history. 

Coronet advertising pages for 
the first quarter of 1954 hit an all- 
time high for the period, up 23% 
over the same period in 1953. 

Outdoor Life’s April issue closed 


with the greatest advertising rev- 


enue in its 56-year history, up 12% 
over the April, 1953, issue, which 
was the previous high. 

Holiday has set an alltime first 
quarter record in advertising lin- 
age and revenue for the first quar- 
ter of 1954. Revenue was $1,142,- 
991, a 23% gain over 1953. 

The April, 1954, issue of Living 
for Young Homemakers closed 
with 101 advertising pages. This is 
13 more pages than last year and 
represents a 14.8% increase. 

Real’s linage for the first quarter 
of 1954 gained 15.3% and dollar 
volume 24.1% over the same peri- 
od of 1953. 

County Agent & Vo-Ag Teacher 
set an alltime high in advertising 
with a 54% gain in pages in the 
first quarter of 1954. 

Field & Stream’s April issue will 
carry the largest dollar volume of 
advertising in its 59-year history. 

Progressive Grocer advertising 
pages gained 12.2% in the first 
quarter of 1954 compared with the 
same period last year. Dollar vol- 
ume gained correspondingly. 

Advertising linage for American 
Magazine is up 10% and revenue 
is up 15% for the first quarter of 
1954 compared with the first quar- 
ter of 1953. 
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ABC’s Harrison Sees 
More Combined Use 
of Radio and TV 


PITTSBURGH, March 
creased use of the “two-media | 
formula,” combining radio and) 
tv, was predicted here this week | 
by Jerome B. Harrison, tv sales 
manager of the eastern division of 
the American Broadcasting Co. 

“By simultaneously presenting 
the same program en radio and 
television, you get the advantages 
of using complementary media and 
in addition get the advantages of 
being able to profit from a single 
merchandising operation in both 
media,” Mr. Harrison said in a 
speech before an advertising semi- 
nar sponsored by New York Uni- 
versity. 

“Those who have had experi- 
ence with broadcast advertising 
know how much your non-tv area 
dealers appreciate radio,” he said. 
“He will appreciate it all the more 
if he gets the same program which 
the company is advertising on tv, 
for in this way he fully benefits 
from all national publicity accru- 
ing to the broadcast property. In 
the tv areas the dealer profits 
from the radio simulcast too, 
through cross-promotion and 
cross-stimulation of interest. For 
the company, all merchandising 
and publicity can be concentrated 
effectively behind one star and 


18—In- 


one program. 


= “In fact, with both radio and 
television the personality can be-| 
come the real salesman of the | 
company and his likeness can be| 
used in space advertising, which 
in turn further promotes the audi- | 
ence of the program itself. This in-| 
tegrated, united, merchandising-| 
promotion-publicity effort is oft-| 
en what makes the real difference 
between a_ successful broadcast | 
sales vehicle and a phenomenally | 
successful over-all sales cam-| 
paign,” Mr. Harrison continued. | 

The ABC sales executive cited 
Arthur Godfrey and Don McNeill 
as examples of performers who)! 
have increased their following in| 
radio and tv by simulcasting their | 
show. This was done, Mr. Harrison | 
said, with a combined radio-tv cost. 
only slightly more than what the) 
tv program alone would cost. 


| 
Beechnut Buys Baseball | 
Adjacencies on WPIX 


Beechnut Packing Co., Canajo- 
harie, N. Y., has bought one-fourth 
of the station break announce- 
ments adjacent to this year’s base- 
ball schedule on WPIX, New York. 
The Daily News station televises 
the home games of the New York 
Giants and Yankees. 

Time for Beechnut was bought 
through Kenyon & Eckhardt. Other 
sponsors already signed for time) 
close or adjacent to the games are. 
Hoffman Beverages, Pabst beer, 
Old Spice toileteries, Colgate-| 
Palmolive Co., Camel cigarets and | 
Paper-Mate pens. | 


WNBT Takes First Order 
for Color Station Breaks 

WNBT, New York, has accepted | 
its first order for station breaks in| 
color. The buyer is Castro Decora- 
tors Inc., which has reserved the 
first availabilities for its Castro) 
Convertibles. Arrangements were. 
made through Newton Advertising 
Agency. 

There was no indication as to) 
when WNBT will be able to fill 
the order. This NBC station, like 
a lot of other telecasters, is still | 
waiting for additional equipment 
before it can take in the first dol- 
lar for color advertising. 


Hicks & Greist Boosts Stone 
Donald H. Stone, formerly of the , 
copy department, has been pro- 
moted to group copy supervisor at | 
Hicks & Greist, New York. | 


Schick Introduces New Shaver 
Schick Inc., Stamford, Conn., is 
currently shipping to dealers its 
newest shaver, the Custom, as a 
deluxe companion to the Schick 20. 
The shaver is reportedly “the 
world’s thinnest and lightest” and | 
retails at $28.75. It will be launched | 
/nationally on “The Jackie Gleason | 
Show (CBS-TV) April 3, and the | 
|following week with four-color | 
spreads in Life and The Saturday 
Evening Post. Additional advertis- 
ing will run in the same media. 
Kudner Agency, New York, is the 
agency. 


McGuire to Federal Ad Corp. 


Thomas D. McGuire has been) 
named poster plant manager of. 
Federal Advertising Corp., Pater- 
son, N. J. 


JOSEPH W. DURBER, formerly with Maxon 

Inc., Detroit, has joined Gardner Advertis- 

ing Co., St. Louis, as associate account ex- 

ecutive for Nebraska Consolidated Mills Co., 
maker of Duncan Hines mixes. 


Feinberg Gets Pruitt 

Pruitt Petroleum Co., Philadel- 
phia, has named Feinberg & Glass, 
Philadelphia, to handle advertising 
for its industrial fuel oils. 


Elmer L. Cline Moves 

Elmer L. Cline Inc. has moved 
to new offices in the Harwood 
Bldg., Scarsdale, N. Y. | 
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See how ADmatic can hoost sales for you 


IF ag lat 


in trade shows, stores, windows—day or night 
Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator . 

The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28" T V. It holds 30 slides (2" x 2") that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. 

For rental or* purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. | 
1216 CHICAGO AVE. © DAVIS 8-7070 ¢ EVANSTON, ILL. 
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Average Ad Budget Is Allowing for 
More Point of Purchase, AA Finds 


(Continued from Page 1) 
with light—particularly 
—more and more in window dis- 
plays. 

9. “Mysticism,” such as revolv- 
ing rings and changing pictures 
behind flashers, puts magic into 
displays. They aren’t just a re- 
minder any more—they’re an ac- 
tual selling piece, with the best 
gimmick winning placement. 

10. Cardboard is still king of 
materials generally, but the com- 
bining of plastic with cardboard 
in displays is considered fairly 
new. Wood and glass are being 
used less and less; cardboard and 
plastics are more compact and 
easier to ship. 


s Norton B. Jackson, executive 
director of the Point-of-Purchase 
Advertising Institute, expects an- 
other trend soon, and that is dis- 
plays which talk. In a POPAI 
survey of members it was indi- 
cated that the combination of mo- 
tion and entertainment on tv will 
be transplanted to the retail store. 

W. L. Stensgaard, president of 
POPAI and president of W. L. 
Stensgaard & Associates, Chicago, 
also expects to see more action 
and showmanship in displays this 
year. 

The 8th annual POPAI exhibit 
and symposium, which will be 
held next week (March 30, 31 and 
April 1) in the Hotel Statler, 
expects to attract 15,000, the larg- 
est attendance in the history of 
the institute. 

Also scheduled are the annual 
election of officers on March 31, 
merchandising clinics on March| 
30 and 31, and a luncheon on 


flashers | v.p. and director of Foote, Cone & | 


| principal speaker. E. K. Whitmore | 
\of Oberly 
Corp. 


April 1 at which Frank E. Delano, | 
Belding, New York, will be the! 


& Newell Lithograph | 
is general chairman of the| 
POPAI exhibit and symposium. 


w In AA’s survey of point of pur- | 
chase advertising trends, it was 
indicated that display advertisers 
and producers are relying on mo- 
tion and flasher pieces to attract 
passersby and browsers by using 
the technique of peripheral vision. 
This play on vision out of the 
corner of the eye is producing re- 
sults, respondents indicated. 

POPAI reports that a recent 
poll of 1,300 supermarket shop- 
pers in seven cities indicates that | 
38% of the products purchased 
were impulse sales, and that 13% 
of the decisions on brand buying 
were made at the point of pur- 
chase. 


ew One of the primary users of 
p-o-p display advertising is the 
liquor industry, which more or 
less pioneered in innovation be- 
cause of various state restrictions 
on displays. Where brand names 
couldn’t be used on displays, at- 
tention getters were introduced 
that had no direct product identi- 
fication. 

As part of its display program, 
Seagram-Distillers Corp. includes 
price lists (for state stores only), 
pencil holders, sewing kits—and 
even salt and pepper shakers. 

An item worth noting in the 
food field is the continuing tie-up 
of national advertising with dis- | 
' plays at the point of sale. The, 


ig itl 


BATTERY 


OO Cidaial 


on a SINGLE 
flashlight battery 


“The Sensational’\New ‘HAFTSON’ 


the finest battery-powered motor made 
economical to buy . 
exceptionally long life on one battery 
arc of swing can be regulated 
compact construction and packaging 
PLUS the exclusive ‘HAFTSON’ battery 
saver that automatically shuts off the 
battery when the motion is stopped 


BROOKLYN 5, N.Y. 


PAT. PENDING 


. economical to use 


SEND FOR BULLETIN No. 249A 


HAFT & SONS «+ Iw 


950 KENT AVENUE 
* STerling 3-1740 


1); i | 
Sheol” sew 
“CLICKER” 
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RINGERS—Revolving rings have captured the fancy of General 
Electric Co. and W. A. Sheaffer Pen Co. The Sheaffer and GE 
displays at left, both produced by Walter Marshak Inc., Brooklyn, 


are based on the same principle, with the 
and the lower one attached to the metal 


rings joined together 


base. The pen is 12 one, too. 


times actual size, and Marshak produced 3,000 such units at $20 
apiece. The GE ringer at right draws shoppers with a yellow 
cardboard rina which undulates by centrifugal force. It is a’- 
tached with a thin wire to a motor. Walter Marshak made this 


Borden Co., for example, which 
introduced Elsie the Cow in 1936, 
today features her in rubber, in 
motion displays, and even in the 
flesh at point of sale. 


a The Wildroot Co., which has 


purchased Fearless Fosdick from) 
the comic | 
strip character a valuable adver- | 


Al Capp, considers 
tising property, even using it in 
all display material. 
planning to spend approximately 
8% of its advertising budget on 
point of purchase material, with 
Fosdick the central figure in al- 
most every piece. 

Wildroot’s theories on display 
material are: 1. The more per- 
manent a display piece, the better. 
2. The idea is important, but no 
frills or fancy die-cutting. 3. 
More types of display pieces used 
more often, as salesmen lose inter- 
est on a piece after working it 
over once or twice. 


aw The Esso Standard Oil Co., 
which uses motion for the first 
time in its March window display 
—a Station attendant’s arm mov- 
ing slowly back and forth across 
a printed message—will use ad- 


ditional motion pieces three more, 


times this year, but doesn’t plan 
to overdo it. Esso also uses huge. 
printed signs, in Day-Glo, such as 
Esso’s Total Power streamer'| 
pieces, aimed at attracting motor-_ 
ists with their large size and vivid | 


Wildroot is| 


color. 
The Block Drug Co., manufac- 
turer of Ammident tooth paste, 


notices a tendency in point of sale | 


advertising to think more in terms 
of self-service for the customer 
with novel ideas to create impulse 
buying. Another trend is the com- 
bination bin, which holds three, | 
four or five non-competitive prod- 
ucts. Since the consumer is com- 
pletely on his own, the advertiser 
who succeeds in identifying his 
product to the consumer gets the 
sale. 


no single advertising medium can 
do a maximum selling job, adver- 
tising at the point of purchase is 
the only medium which goes into | 
action.at the moment when all. 


consumer, goods, money. 

“Newspaper advertising brings. 
news of the product into the home, 
along with magazines, radio and) 
tv, and an effective follow-through | 
is concentrated at the point of. 
purchase by p-o-p advertising,” 
Mr. Jackson said. 


‘Erdmann to Westinghouse 


# POPAI points out that while| 


three sales factors are present—_| 


pany after an eight-year absence. 
Most recently he was general sales 
manager of Associated Baby Serv- 
ices Inc. 


Wilson to Harris & Bond 

Morton Wilson has been named 
/an account executive of Harris & 
Bond, Chicago. He will handle 
| creative work as weil as contact. 


Francisco Heads Film Group 

L. Mercer Francisco, president of 
Francisco Films, Chicago, has been 
elected president of the American 
Assn. of Film Producers, a group 
of non-theatrical film producing 
companies. 


! 


Williams Heads Dunkirk 


Henry K. Williams has been 
elected president and publisher of 
_Dunkirk Printing Co., publisher of 
the Observer, Dunkirk, N. Y. He 
succeeds his father, the late Henry 


| K. Williams. 


|\McCann Appoints Nichoson 

Alice Nichoson, formerly with 
Grant Advertising, Portland, Ore., 
has joined the staff of McCann- 
'Erickson, Portland. 


G. W. Erdmann Jr. has been) 


named merchandising manager of 
household refrigeration for the 
‘electric appliance division of West- 
inghouse Electric Corp., Mansfield, 
|O. Mr. Erdmann rejoins the com- 


Newspaper to Move 

The New Yorker Staats-Zeitung 
und Herold plans to move shortly 
from New York to a_ two-story 
plant in Woodside, L. I. 


Unparalled beauty, design-execution 
and common-sense prices... 


BR Kellog 


ADVERTISING SERVICES, INC. 
1710 W. Washington Bivd. + Los Angeles 7, — 
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Advertising Age, March 22, 1954 


Celanese, Believer in Coordination, Uses 
Institutional Copy to Plug Product Ads 


New York, March 17—Celanese 
Corp. of America, which uses in- 
stitutional advertising to attract 
attention to its fabric, has extended 
this approach to promote upcoming 
ads for the product itself. 


March 8 issue of Time (and earlier 
in Analysts Journal and Foreign 
Service Journal) is built on the 
theme that “Celanese acetate 
makes ideal children’s clothes.” Il- 
lustrations show boys’ suits made 
of acetate blends by Chips and 
Twigs. 

The ad also says “you will find 
these suits of acetate blended with 
rayon and Dacron nationally ad- 
vertised by Celanese in March 28 
Sunday . newspaper supplements 
and displayed by over 1,000 stores.” 


ws E. N. Cleaves, public relations| : 
v.p., told AA, “It is all part of our | agency, Ellington & Co. 
basic public relations job, which is) 
to create opinion favorable to the # On the local level, a staff of 50 


company’s products.” 


Prestige depends upon a com-|tell retailers what aids are avail-| 
pany’s products, Mr. Cleaves be- | able, how to use them and to en- 
lieves, and sales, advertising, sales | courage local plugging of the Cela- 


promotion and public relations| 
programs should be coordinated so 


Straight product ads, however, 
run weekly in these supplements. 
Others are added to the schedule 
for extra coverage during special 
campaigns, said Morris Mines, 


'Celanese advertising manager. 
Institutional copy that ran in the 


# Product ads also run in Charm, 
Good Housekeeping, Harper’s Ba- 
zaar, House Beautiful, House & 
Garden, Life, Look, McCall’s, The 
New Yorker and Vogue. 


| Appoints Beaumont & Hohman 
Hannah Laboratories Inc., Car- 
mel Valley, Cal., has named Beau- 
mont & Hohman, San Francisco, to. 
|/handle advertising. The company 
makes So Help Me Hannah, for: 
relief of poison oak and minor skin | 


allergies, and Coo, for diaper rash | 
and chafing. Soon it will market) 
/a new skin cream containing lano-! 


| 


lin and silicon for dry skin. Ra-| 
dio, newspapers, outdoor and trade | 


| publications will be used. 


* Color Chromes © are sun-tested 
oprins fading - for all displays, in- 
ding outdoor and window signs. 2 


NEW PROCESS 


Sizes to 30” x 40”. Large sizes 
Offers LARGE SIZE - FULL § under $5.00 each in quantities. 
* Film-type transparencies show 
COLOR - NON-FADING with or Sithout light 


For further information 


MIDDLE WEST PICTORIAL CO. 
1635 W. Melrose St., Chicago 13, Ill. 


TRANSPARENCIES 


at Amazingly Low Prices 


Although the company has no. 


cooperative advertising program 
(it sells its fabrics to manufac- 


turers, not retail clothing stores), it. 


encourages local ads by dealers and 
manufacturers. Promotion kits are 
supplied to clothing makers for dis- 
tribution to dealers. It assists in 
sales training, advertising, store 


‘display and publicity. The material 


is prepared by Celanese and its 


Celanese women call on stores to 


nese name. 
Results of the coordinated pro- 


that each talks to its audience gram plus in-field follow-up, Mr.) 
about the same thing at the same! Mines said, are an increasing use 


time. 
The 


of the company’s promotional ma- 


institutional-plus-product | terial and requests for additional 


campaign began last summer. It| Sales kits and special material for 
runs regularly in Newsweek and individual local campaigns. 


U. S. News & World Report in ad- | 


dition to Analysts Journal, Foreign Radio-TV Bibliography Out 


Service Journal and Time. 


A 17-page mimeographed list of 


The March ad was the first to articles and textbooks on radio and 


| 


| 


call attention to Celanese newspa- television has been issued by the 
per ads. The product ad will run in} | Advertising Research Foundation, 
supplements of the Chicago Trib-| 11 W. 42nd St., New York 36. The 
une, Houston Chronicle, Los | list was prepared by the associa- | 
Angeles Times and New York tion’s radio-tv ratings review com-| 
Times. mittee. 


Meyercord’s 
Idea Book 


" Decal Si 


| on Point 
of Sale 


Yours FREE . . . write for your copy today... 


As up to date as tomorrow’s newspaper . . . that’s the new 
Meyercord Decal Sign AD-visor. It’s the biggest, most com- 
plete book for the field of Point of Sale decal signs that 
we've ever assembled ... and we want you have a copy 
with Meyercord’s compliments. The AD-visor is packed 
with dozens of new uses and new ideas for permanent 
Point of Sale decal signs with hundreds of illustrations in 
full color. Across the colorful pages of this new book you'll 
see how the nation’s leading national and regional adver- 
tisers are using Meyercord Decal Signs to promote famous 
brand names, product reproductions, trademarks and sales 
producing messages. Here are plenty of potent ideas on 
how you may stimulate sales at the dealer level through 
the use of long life, durable, eye catching, easy-to-apply 
Meyercord Decal Signs. Your copy is waiting for you... 
it’s FREE... write for it on your company letterhead today! 


THE MEYERCORD Co. Pit 
UWnbdlikirgest DecaleonaniaManufaciren ‘ier 


: "Go to any length. wy 
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to command a department for you 


to give you store display domination 


mgm. 


ae Lm’ foes Dene 


to win special displays for your products 


LE HURAY & CO., INC. 


150 LAFAYETTE ST., NEW YORK 13, N.Y. 


NEW, DIFFERENT, DOMINANT, ECONOMICAL 


Here’s big help for merchandisers. 
The Panoramic Display Roll is a 
single roll of paper, lithographed 
in one or multiple colors, in any 
design. There are literally hun- 
dreds of uses: stretch it to 20 or 
250 feet; hang it over wires, fasten 
it to windows, to store fronts; 


FOR SAMPLES showing use by leading companies 
and for complete information, write today. 


banner it on walls, over entrances, 
drives; it’s a sales making eyeful 
and its cost is small. Special 
equipment and special facilities 
make the Panoramic Roll possible, 
make it a practical, powerful, 
store display. High acceptance by 
dealers gets it up, keeps it up. 


TEPROGRESS 


LITHOGRAPHING CO 


CINCINNATI 37, OHIO __ 
IN NEW YORK 


See it at 
Booth No. 110 


POINT-OF-PURCHASE EXHIBIT 


N. Y. 
APRIL 1 


HOTEL STATLER, 
MARCH 30, 31, 
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84 
This Week in Washington... 


Congress Dodges FTC Policy Problem 


By Stanley E. Cohen ,and profits. 

Washington Editor There were no questions about 
WasuHIncTON, March 18—If the rrc’s problems in the endless 
budget hearings released by the struggle with false advertising; 
House appropriations committee and there was little interest in its 
this week are an accurate indica- problems in the monopoly field. 
tion, members of the committee This last is particularly remark- 
either have infinite faith in the aple, since the commission has 


Federal Trade Commission’s op- | often been criticized for lack of 


eration, or are utterly indifferent yigor in this field. 


to it. 


have been important shifts in FTC 
policies. But the members of the 
appropriations committee who are 
charged with responsibility for 
evaluating the commission’s 1955 
program displayed no interest in 
these policy changes. On the basis 
of their questions, an innocent by- 
stander could easily have reached 
the conclusion that FTC’s chief 
function is the preparation of a 


In the past few months, neve! 


s Moreover, in so many words, 
FTC Chairman Ed Howrey had 
made it clear to the committee 
that he and his colleagues should 
not be held fully responsible for 
breakdowns in the anti-monopoly 
field in the coming year. In a 
rather unusual move, he told the 
committee that FTC’s anti-monop- 


oly recommendations had been | 
severely curtailed by the Presi- 


his statement, neglecting even to) 
ask why FTC felt compelled to 
request an unusually high anti- 
monopoly fund at this time. 
This diversion—which deprived 
FTC of the opportunity to explain 
its program to Congress, and Con- 
gress of the opportunity to find out 
what FTC was doing—was all 
caused by a statistical program in- 
volving less than 5% of the com- 
mission’s total budget. Congress 
was concerned because FTC sought 
an increase of $50,000 in this work. 


= While the committee was right- 
fully questioning this expenditure, 
if the truth were known, FTC 
probably would have preferred to 
give up the statistics entirely, 
rather than have its hearing so 
badly upset. Actually, the commis- 
sion feels little pride of ownership 
in this program. 

While the figures are highly re- 
garded among economists, includ- 
ing FTC’s own, this job is largely 
a service for other government 


dent’s budget bureau. Yet com-| agencies inserted in FTC’s budget 
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Mr Ham suggests: 


MORRELL PRIDE MEATS 


ea 


EASTER PARADE—Mr. Ham himself, representing John Morrell & Co., Ottumwa, la., 

packer, marches across meat counters calling attention to Morrell hams for the Easter 

season. A battery-operated motor moves Mr. Ham's arm on the large display; the 

four smaller cutout pieces plug other Morrell meat products. Ketterlinus Litho. Mfg. 
Co., Chicago, designed and produced the display for Morrell. 


decision to expand the program 
wasn’t FTC’s either; it was the 
decision of an inter-agency com- 
mittee on statistics which works 


| under the supervision of the Bud- 


quarterly report on corporate sales | mittee members blissfully ignored| as a matter of convenience. The get Bureau. 


politicians and Washington “ex- 
_perts” have been asking each 
other, in re the curious indiffer- 
ence automobile manufacturers 
have displayed as Congress goes 
‘about the business of freezing the 
emergency 10% excise on cars and 
parts for another year. 

Dealers have been screaming 
that a reduction to the regular 7% 
rate—cutting the retail price of an 
average car by about $60—would 
be a real stimulus for their busi- 
'ness. But the manufacturers have 
|had nothing to say; and more than 
one observer has reached the con- 
clusion that the industry is duti- 
fully “going down the line” for 
Treasury Secretary George Hum- 
phrey. 

Meanwhile, Michigan’s political- 
ly astute governor, Mennen Wil- 
liams, rushed into the vacuum with 
a telegram warning the Senate 
finance committee that nearly 
250,000 auto workers are idle as a 
result of a slow-down in automo- 
bile sales. The finance committee 
had already announced that a re- 
duction in the auto tax was “out” 
for this year; but Governor Wil- 
liams showed the auto workers 
where he stood by petitioning the 
‘committee to reverse itself and 
‘consider the problems of Michi- 
gan’s biggest industry. 


DO YOU NEED A 
SALES MANUAL 


WITH park? 


Let STEMAR design and print a sales manual for you that will give your 
product plenty of added sales punch. A highly developed creative staff is 


“Where’s Elmer?” That’s what | 


The remarkable performance of 
the construction industry during 
the first two months of 1954 com- 
forts the government economists 
who have been predicting that the 


nation will pull out of the business 
/slump in the next few weeks. 


Commercial construction is run- 
ning about 10% ahead of last year, 
and residential housing starts for 
February were at the seasonally 
adjusted annual rate of 1,180,000 
units—a rate which has been ex- 
ceeded in only four months during 
the past four years. 

Commerce Department’s  ad- 
vance figures on _ retail sales 
showed February 1954 was down 
5% from February 1953, and that 
automobile industry sales were 
down 15%. But on a seasonally ad- 
justed basis, February sales were 
1% ahead of January; and men 
who understand these things say 
this is a good sign. 


® Incidentally, the Census Bureau 
is responding beautifully to the ur- 
gent need for fast, meaningful re- 
porting of business trend news 
these days. Its preliminary month- 
ly figures, showing sales by sever- 
al major groups, appear within 10 
days after the month ends. 

Moreover, the final tabulations 
in the monthly retail trade report 
were recently expanded to pro- 
vide figures on sales fluctuations 
for 80 metropolitan areas and/or 
county areas. 

* * * 

Displaying the widsom of a Sol- 
omon, and the compassion of a 
Lincoln, the Federal Communica- 
tions Commission this week gently 


at your service — for new, different and convincing sales feature manuals 


and literature. 


Let us go to work on that new sales manual. We will convince you that we 
can provide your sales force and dealers with an effective piece of literature 
that will really move your product off the shelves. 


Coupled with this service STEMAR offers a wide point of sale merchandis- 
ing experience — inventive and creative talent of more effective cardboard 
display material. We welcome the opportunity to submit dimension, motion | 
or merchandising display ideas that are created with one thought in mind — | 
INCREASED SALES OF YOUR PRODUCT! 
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Stemar Company, Inc. 


ESTABLISHED !1920 


Sales and Technical Manuals +« Sales Training Aids 
35 EAST WACKER DRIVE - CHICAGO 1! 


PROCESS ENGRAVI 


AT IMPO RTANT 


YG 


Beautiful Color 


600 W. Va tree 
Telephone STate 2-5367 


DUPLICATE ORIGINAL 


NGS 


SAVINGS 1 


* An exclusive development. 


Where mu 
the same ad brea 
it is now } 
each publication its ae 
originals and progressive 
vofs at a cost only 

ghtly above patent-ty pes. 


ltiple insertions of 
k simultaneously 


yossible to furnish 


Worke Outstanding Black & White 


n Buren Street, Chicago 7 
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held the door open for three 
young Californians who hope to 
start a TV station at San Bernar- 
dino, with a minimum of equip- 
ment, and almost no working 
capital. 


FCC concluded that Orange Belt| 


Telecasters couldn’t be considered 
technically qualified, since there 
was no proof that its home-assem- 
bled equipment would be reliable; 
nor financially qualified, since 
there was no showing that the 
three ambitious young men have 
the funds to get their station on 
the air. 

“The judgment, it should be 
noted, does not flow from any lack 
of awareness of the unusual cir- 
cumstances of this case,’ FCC 


said. “But a disposition to encour- | 
age enterprise and the exercise of 
ingenuity cannot be permitted to 


obscure our greater obligation to 
the public.” 


= But having denied the applica- 
tion for a commercial permit, the 
commission went on to point out 
that the young men might apply 
for permission to get their station 
on the air with an experimental 
license. Then, if it works, they 
could reapply for a commercial 
permit. 

FCC noted the rules preclude 
re-filing within a year after an 
application has been denied. “The 
commission would be disposed to 
waive these provisions,” said the 
commission, 

e + & 


Commerce Secretary Sinclair) 
Weeks has urged the House judi- 


ciary committee to strike out a. | formed a new publicity and public 


63-year-old law which denies full | 
copyright protection to books and 
periodicals which are 
abroad and imported into the U. S. 

He argued the change is neces- 
sary in order to assure that U. S. 
business men receive reciprocal 
copyright protection for books, pe- 
riodicals, music and radio, televi- 
sion and motion pictures produced 
here and distributed abroad. 


The controversial limitation on) 


copyright was enacted in 1891, he 
said, to protect an “infant” print- 
ing and publishing industry at a 
time when we imported twice as 


| protection as is desirable, namely, 


printed | 
‘licity director 
_WNBT, New York. Mr. 
|previously was with Benton & 
Bowles. 


Aris Gloves to Goehring 


_is the previous agency. 


LAURENCE W. SCOTT has been promoted 
to consumer products advertising manager 


for Westinghouse Electric Corp., Pitts- 
burgh. He joined the company in August, 
1953. 


much printed matter as we ex- 
ported. Now, however, exports far 
exceed imports and the printing 
industry has become eighth, in 
value of output, among 21 top 
manufacturing industries. 

The Secretary said full foreign 
copyright protection is exceedingly 
important to U. S. writers, pro- 
ducers and publishers. On the 
other hand, he expressed confi- 
dence that the printing industry 
cannot be injured by foreign com- 
petition. “Even if it is,” he said, 
“that situation could be met by 
the usual method of affording such 


through increasing the rate of duty 
on the admission of such books.” 


Dean & Schultz Opens Office 
Phil Dean and Burt Schultz have 


relations firm, Dean & Schultz, 
with offices at 28 W. 44th St., New 
York. Mr. Dean formerly was pub- 
for WNBC and 
Schultz 


‘NBC Appoints Fromm 


Aris Gloves, New York, has ap-| 
pointed Jack Goehring Co., New 
York, to handle advertising and 
promotion for its imported kid 
gloves and new imported suede- 
fabric gloves. Albert Woodley Co. 


® Colorful 
© Flexible 
© Economical 
© Dimensional 
® Lightweight 


Corrugated DISPLAYFLEX by Fuller 


The most versatile display medium now in use 
by alert, sales-minded national advertisers. 


Custom-printed and put up in 
continuous rolls for use as 
backgrounds, wrap-arounds, 
valances, wall displays, 


decorative trims, etc. 


For full particulars write to 


FULLER DISPLAYS, Inc. 


5-39 48th AVENUE 
LONG ISLAND CITY 1, N. Y. 


(Exclusive territories open to accredited display agents) 
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Appoints Smithson, Wyman ito handle the advertising of Cin- 
Smithson, Wyman & Withen-. ‘cinnati Automatic Conveyor Co., 
bury, Cincinnati, has been named | Cincinnati. 


t 
buy! 


14 RESPONSIV 
FARM-RICH CO 


Bill Fromm, formerly assistant 
promotion manager of the New 
York Journal-American, has joined 
NBC spot sales, New York, as tv) 
promotion supervisor. At the same 
time NBC spot sales has trans- 
ferred Paul Mensing from Chicago 
to become division radio manager 
in Detroit and added Richard C. 
Arbuckle, previously general sales 
manager of WERE, Cleveland, to 
the New York staff. 


MPESTONE 


Unique Mfg. Names McCarthy 

Unique Mfg. Co., Cincinnati, has. 
appointed L. F. McCarthy & Co.,| 
Cincinnati, to handle a national | 
newspaper and magazine advertis- | 
ing campaign on its Ken-L- King | 
doghouses. 


A rich rural market with income and retail 
sales well above average. There's buying power 
here . . . and the ARGUS-LEADER, with domi- 
nating coverage, has the selling power. 


98% coverage City Zone 
66% coverage Trade Zone 


us Leader 


South Dakota’s leading newspaper 


Pruitt to Feinberg & Glass 


Pruitt Petroleum Co., Phila- 
delphia maker of industrial fuel 
oils, has named Feinberg & Glass, 
Philadelphia, to direct its adver= 
tising. 


" $10UX 
FALLS 


Arg 


is America’s most used bond paper 


_..... books better! 


That’s the reason business executives give. They find Ham- 
mermill Bond’s brilliant blue-white gives even routine corre- 
spondence added prestige and readability. 


Businessmen say it . 


Secretaries say it ...... 


types better! 


That’s why secretaries prefer Hammermill Bond. Letters are 
neater, take less effort. And corrections are practically invis- 
ible on Hammermill Bond’s erasure-proof surface. 


Printers 69 16655 S-« 40s» » prints better! 


Printers know from long experience they can rely on Hammer- 
mill Bond for uniform quality and fine pressroom perform- 
ance. Now they say it prints better than ever before. 


You can obtain business printing on Hammermill Bond wherever you 
see the Guild shield on a printer's window. For a free sample book, 
write on your business letterhead to Hammermill Paper Company, 
1459 East Lake Road, Erie 6, Pennsylvania. 


MMERM), 
a BOND 


FOR OVER 40 YEARS... 
AMERICA'S MOST USED BOND PAPER 
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Radio Nets Talk New Sales Gimmicks,| - 
but Advertisers Show Little Interest|| 


New York, March 17—Every 
time the radio networks dress up 
their product in a new package in 
an effort to rekindle the waning 
interest of sponsors, they stir up a 
flurry of excitement. 

But unfortunately—from the 
standpoint of the networks—most 
of the excitement has been within 
the family. The reaction of adver- 
tisers to the various new sales 
gimmicks dreamed up by the hard- 
working v.p.s has been decidedly 
less spirited. 

Just as soon as a new sales tech- 
nique for attracting advertisers to 
network radio is unveiled, along 
come the charges of rate cutting, 
encroachment on spot radio and 
scuttling of the medium in favor of 
television from some stations and 
representatives. These cries of an- 
guish notwithstanding, the plans— 
excepting Mutual Broadcasting 
System’s time barter proposition— 
are usually put into effect. 


s However, very few of the plans 
which have been tried in the last 
few years have produced business 
in sufficient volume to gladden the 
heart of the comptroller. 

Several of the sales bids which 
were greeted with so much trepi- 
dation by local broadcasters have 
faded completely because of lack 
of sponsor support. Included in the 
now defunct category are the Na- 
tional Broadcasting Co.’s tandem, 
one of the pioneers; American 
Broadcasting Co.’s pyramid, and 
Columbia Broadcasting System’s 
checkerboard, one of the most 
complicated, flexible patterns ever 
offered. 

The best sponsor record seems to 
have been set by the Mutual 
Broadcasting System’s multi-mes- 
sage plan. In the last three years 
the network has sold more than 16 
advertisers on this type of radio, 
and several of them have used 
multi-message shows for long runs. 
Currently, a nighttime 30-minute 
strip of shows, sold via multi-mes- 
sage, has only two minutes avail- 
able out of a possible 20 participa- 
tions. 


s Through multi-message, a spon- 
sor can buy a minute of nighttime 


 Super-Bright | 


DAY-GLO" 


Commands ~ 
Super-Attention! 


a 


@ DAY-GLO Day- 


light Fluorescent 


Colors — the Brightest 
Colors in the World— 
add stopping power 

and sales impact to 


all your advertising. 


Be bright, 
Use DAY-GLO! 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. + Cleveland 3,Ohio 


IN CANADA: STANDARD SALES COMPANY ~ 
4097 Madison Avenue, Montreal 28, Quebec” 


advertising on the full Mutual net- 
work for $1,500. In practice, how- 
ever, there have been few one-shot 
buys, excepting an occasional one 
by a magazine. 

Currently the multi-message,| # 
mystery-dramatic nighttime lineup] © 
includes “Adventures of the Fal- 
con,” ‘Mickey Spillane Mystery,” 
“Squad Room,” “Official Detec- 
tive” and “Starlight Theater.” 
They are broadcast in order Mon- 
day through Friday at 8 p.m., EST. 
Each half hour has an availability 
for four advertisers. 

Sponsors now buying these pro- 
grams are Chevrolet, with five 
participations a week; Procter & 
Gamble, with five; R. J. Reynolds 


Tobacco Co. with three, and SOS] FLOOR TALKERS—Catching the eye of food-store shoppers are other. Jell-O’s hungry lion steps out of General Foods’ magazine ‘ff 
Co. with five. these colorful floor displays. Nestle Co.'s replica of the Nescafe advertising to roar for the six delicious flavors at the point of sale. 
instant coffee jar holds 48 two-ounce jars with a prominent price Gibralter Corrugated Paper Co., North Bergen, N. J., produced 
ticket. Colgate-Palmolive has a two-way display plugging its reg- all three displays, and Einson-Freeman Co., Long Island City, 

ular dental cream on one side and chlorophyll toothpaste on the _N. Y., made the lion mold. 


a Late last winter Mutual added 
a Sunday afternoon multi-message 


SIX DELICIOUS FLAVORS 


schedule comprised of “The Shad- 


ow,” “Counterspy” and “Bulldog}as possible at as low a cost as;for new business from companies; grams by NBC, but have no spon- | 


Drummond.” P&G, Camel and] possible. - which like flexibility in their ad-|sors at the moment. 
Dodge bought participations. There} ‘The impact is somewhat diluted vertising programs hasn’t been! Goodrich bought a short run of 
are now eight availabilities. by sharing the program identifica- | dignified with a name as yet. This announcements on “Weekend,” a 


Asked how effective this adver-|tion with other advertisers, but) plan by NBC proposes the sale of Sunday afternoon two-hour news 
tising had been for Camel, a long-|some things must be sacrificed | one-minute participations one time and feature session. The price: $2,- 


} 


time multi-message user, Wendell| when we have smaller radio bud- on selected programs, but the full | 250 per minute. A one-time sale on — 
Adams, radio director of William| gets to operate with. ‘network must be used. Several the Saturday nigiitt “Big Preview,” 
Esty Co., said: “We are getting four shows a new shows, not to exceed three, which features disc jockeys around 
“This is a very good plan for an| week at a lower cost than we could hours, will be set aside for this the country, to a manufacturer of 
advertiser who wants to spread his| buy one show with all the com-| sales venture. | walking dolls is the only business 
radio budget over a maximum]! mercials.” “Weekend,” “Road Show” and on the books yet for that two-hour 
“The Big Preview” already are show at $2,000 per participation. 
up as much unduplicated audience|s Latest network radio come-on being sold as participating pro-|The Saturday afternoon “Road 


number of shows a week and pick 
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Many successful color, light, and motion displays have been 
created and produced by LUTZ & SHEINKMAN for a long 
list of prominent national advertisers with products in widely 
diversified fields. 


We start by careful, thorough analysis of your product and 
its display requirements. Using basically original thinking— 
independent of everything that has gone before—we develop 
a uniquely different sales slant. 


OTZ & 


ITHOGRAPHIC 


\OVWE your merchandise with 


We then produce your display by L & S Color-Lithography— 
the finest, most natural color reproduction. 


Result: a display that wins preferred position in dealers’ win- ag, 
dows ... on their counters or shelves, and does a highly re- 
sultful, profitable sales job for your product! 


May we present additional facts to demonstrate that LUTZ & 
SHEINKMAN is your best source for effective displays? 


hy HEINKMAN 


PECIALISTS 


Color Lithographers since 1896 


421 Hudson Street, New York 14, N. Y. © WAtkins 4-2000 
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Show” of records, tips for motor- 
ists, etc., is still looking for spon- 
sors at $2,250 per minute partici- 
pant. 

NBC’s newest plan for attract- 
ing more advertisers to network 
radio has been approved by the 
network’s radio affiliates commit- 
tee. Simultaneously it has been 
attacked by the Station Repre- 
sentatives Assn. as an “encroach- 
ment” on spot business and by 
some stations and representatives 
as a cure which is more likely to 
kill than heal the sick patient. 


@ Whether because of this reac- 
tion or not, NBC now appears to be 
waiting until a sponsor is lined up 
before bringing this matter to a 
head. When an order is in the 
house each station will be asked to 
mail a letter of agreement to the 
network okaying the plan. 

NBC’s pioneer venture in flexi- 
ble sales patterns for network ra- 
dio was “tandem,” which never 


was much of a money maker} 
though it carried some 12 adver-| 


tisers during a three-year period. 

Still going is NBC’s Three-Plan, 
which offers advertisers their 
choice of three participations a 
week on a morning, afternoon and 
nighttime strip show. Minimum 
buy must be for four weeks. Cur- 
rent participants are Lewis- 
Howe, Hudnut and Carter Prod- 
ucts. There are now 35 out of 45, 
availabilities unsold. 


ws ABC’s latest strategy is very 
similar to the Three-Plan. It offers 


TRY IT YOURSELF—One of the Me features 
of the 1954 Pontiac is its comfort control 


seat, adjustable to almost any p the 
driver desires. This point of sale piece 
produced by Berger-Amour, Chicago, gives | 


the prospective Pontiac driver a chance to 

try the adjustments himself. Also in motion 

is the selling message at the left which is 
constantly changing. 


morning, afternoon, and nighttime 
strip at what is described as the 
“lowest network cost in radio.” 
NBC’s prices for each participa- 
tion under the Three-Plan are $6,- 
750 (morning), $6,075 (afternoon) | 


and $8,750 (night). ABC does not 
require that all of its 362 stations 
“be bought; the minimum require- 
ment is from 204 to 214 stations. 
ABC’s schedule of prices per min- 
ute is $1,492 (morning), $1,022 


and still unsold. 


to the NBC Three-Plan, ABC par- 
ticipating plan or Mutual multi- 
message price range at the mo- 
ment. Some time ago it did come 
up with a special facilities plan 
for selling a piece of the Red Skel- 
ton Show, the idea being that an 
advertiser could name his list of 
stations for the show and get them 


now being sold on radio in even 


advertisers a chance to buy a min-! (afternoon) and $1,027 (evening). 
imum of three participations a | This covers only the minimum sta- 


week for at least four weeks in a tion list. This one is brand new: 


smaller segments as a transcribed 
series by Ziv and presumably the 
/special facilities plan is still lying 
around CBS and could be dusted 
off 4f the need arose. 

| CBS does have the “power” 
plan, which splits three shows 
into three segments for sale to 
three advertisers at about $14,000 
per week. “Power” shows are “FBI 
in Peace & War,’ “Meet Millie” 
and “Mr. Keen.” Their only spon- 
‘sor at this writing is Procter & 
Gamble, though as in all these 
sales setups, the advertiser picture 
varies from week to week. P&G 
used to sponsor “FBI in Peace & 
War.” The company is now getting 
commercials and sponsor credit for 
Lava on this program and two 
others for less than the latter used 
to cost alone. 


Pomeroy Manages Stations 

| John C. Pomeroy has been ap- 
pointed general manager of WILS 
and WILS-TV, Lansing, Mich. He 
succeeds W. A. Pomeroy, who has 
withdrawn from active participa- 
tion in the operations. David L. 
Froh has been advanced to head 
the commercial and production de- 


CBS Radio has nothing similar 


if he spoke up first. Mr. Skelton is] ° 


partments. John A. Maters, news! 


STILL SCRATCHING—When Sergeant's un- 
comfortable dog first started scratching 
around 1933, motion displays were an un- 


usual sight on store counters. Point of 
purchase advertisers are turning more and 
more toward the use of animated displays, 
either battery-powered or of the plug-in 
variety like this nice antique. 


director, has been promoted to 
and Mrs. Howard Miller becomes 
controller. - 


Duck Growers Name Williams 

The Long Island Duck Growers 
Marketing Cooperative has ap- 
pointed Williams Inc., New York, 
to handle its advertising. Promo- 
tion will be in newspapers, radio 
and television. The budget will be 
| based on the poundage of the 1954 
crop. 


manager of program development] 


MENNEN 
BABY PRODUCTS 


Keep baby’s skin rose-petal smooth 


L«S8 Display Ideas 


This attractive Mennen baby display in full color is so 
constructed that it gives the illusion of the baby 
actually coming from the rose. The petals 

of the rose are formed and assembled so that 

when set up it appears in dimension to closely 


See us at Booth 50 
New York POPAI Show 
March 30, 31, April 1 


Hotel Statler 


resemble an actual flower. 


BIGGER and 
FASTER turn- 


over of your 


MERCHANDISE 
to the 
CONSUMER 
with 

WINN AUDIO 
MERCHAN- 
DISER 


@ You have to hear it to be- 
lieve it! And believe it or not, 
booming sales prove the con- 
sumer sees, hears, and buys 
when the Winn Avupio MEr- 
CHANDISER is selling for you. 


e Here’s how it works—when 
the customer steps on the 
“magic carpet” before a dis- 
play wired for results with the 
WINN AvupIo MERCHANDISER, 
he hears a personalized sales 
message that carries amazing 
impact. 


@ Thousands of retail outlets 


‘using the WInN AvupIo MER- 


CHANDISER year in and year 
out, have found that it pays 
off with bigger and faster 
turn-over of merchandise to 
the consumer. 


e In fact, records show that 
Avupio MERCHANDISERS, with 
attractive displays, sold mer- 
chandise with phenomenal in- 
creases ranging from 150% to 
3500%! 


@ Winn’s quality workman- 
ship and skilled know-how, 
coupled with production fa- 
cilities geared for supplying 
you with one unit or a thou- 
sand and more, account for 
the widespread confidence 
placed in the Avupio MeEr- 
CHANDISER by major firms 
across the nation. 


e@ Discover for yourself what 
the Winn Aupio MERCHAN- 
DISER can do for increasing 
your sales volume through 
retail outlets. 


Write today for free literature 


WINN 
SOUND ENGINEERS 


22 W. Madison Street 
Chicago 2, Illinois 
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What in the wor!d interests women? 
African violets, guppies, puppies and 
babies. Antique furniture, tea cups 
and piggy banks. Swedish cooking, 
Japanese prints, Dresden china. But 
most of all, other women. 

Female curiosity being what it is, 
one of the best-read, most enjoyed 
woman’s page features in any Ameri- 
can newspaper is, naturally enough, 
Mary Hart’s ‘Around the Block’’ 
column in the Minneapolis Tribune. 

Mary Hart is a reporter with a 
unique and irresistible formula. Once 
a week she selects a block of homes at 
random and starts ringing doorbells. 
In each of six homes, she strikes up a 
brief but thorough acquaintance with 
the homemaker-in-residence, search- 
ing out her tastes and opinions on 
such matters as French Provincial 


furnishings or problems in infant 
feeding. Monday in the Minneapolis 
Tribune, other Upper Midwest home- 
makers in 224 counties of 3% states 
share Mary Hart’s stimulating visit 
with her newly met “‘neighbors.”’ 


A graduate home economist, Mary 
Hart started as an advisor to home- 
makers, now gets more advice than 
she gives—‘‘how-to’s” on entertain- 
ing, decorating, hobbies, child care, 
clothes . . . the things which are al- 
ways on the tip of a woman’s mind. 
Interviewing is easiest, she finds, when 
husbands are home. Reason: men love 
to brag about their wives. 


*‘Around the Block”’ records a pro- 
nounced ‘‘do-it-yourself’’ boom, in 
which the man of the house often 
takes the lead. From upholstery to 
picture-framing to refinishing the at- 
tic, an ambitious succession of home 
improvement projects marks the plans 
of Minnesota families. Other note- 
worthy trends: more casual entertain- 
ing, a thriving interest in home 
freezers (high on the list of most- 
wanteds) .. . a back-to-the-arts swing 
. . . a penchant for gardening, both 
plain and fancy. 


Because she is a housewife herself 


What makes a newspaper great? 


and mother of a two-year-old son, 
there’s a cozy, one-neighbor-to- 
another feeling to Mary Hart’s col- 
umn. “Around the Block’’ shines as a 
good-humored Kaffee Klatsch in print, 
reflecting the resourcefulness, energy 
and enthusiasms of Minnesota home- 
makers. 


In a region that puts home and 
home-life first among family interests 
(70% of Minnesota homes are owner- 
occupied), Mary Hart’s role of “‘pro- 
fessional’’ homemaking expert offers 
both challenge and reward. The re- 
spect and loyalty she has earned is 
reflected in the leadership of the Min- 
neapolis Star and Tribune... another 
reason why these are the newspapers 
people live by in almost every com- 
munity throughout the Upper 
Midwest. 


Minneapolis 
Star zzd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Salesense in Advertising... 


Big Promises Not Always Realizable 
Even for Superior Products 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Fortunate is the copywriter who is as- 
signed to a product in possession of an 
exclusive built-in feature of obvious ap- 
peal. Consider, as one example, the new 
Sheaffer pen. It boasts of the Snorkel, 
an ingenious, patented 
device that does away 
with the messy bus- 
iness of. dunking. Here 
the copywriter is 
spared the agonizing 
time of indecision he 
suffers when his prod- 
uct is a staple or semi- 
staple in possession of 
no distinctive feature 
of real importance. 

His undistinguished product may be, in 
point of actual fact, the “finest of its 
kind.” But this superiority, oftener than 
not, is the sum total of a lot of little 
things—the material the product is made 
of is of a little finer quality, factory in- 
spection is a little more rigid, methods of 
processing and fabricating are a little 
more modern, packaging is a little better, 
and so on. The product is in truth better 
than competition in a dozen or more de- 
sirable but undramatic ways. 

But, unhappily for the copywriter, none 
of these ways is a “Snorkel.’”’ None, when 
presented to the consumer in terms that 
are both honest and credible, has the 
makings of what admen are wont to refer 
to as a “hot” or “terrific” idea. Often, 
moreover, all of them do not, despite 
their genuine sum total of importance, 
add up to an even mildly spectacular 
“punch line” that can be wrapped up in 
half a dozen words. 


James D. Woolf 


Copy Can Sell Without ‘Punch’ 

In this piece I want to point out, as I 
have so often done before, that many 
campaigns of advertising have done a 
fine long-haul selling job, over the years, 
without the aid of a “punchy” idea. Has 
Chevroiet, the sales leader, ever had a 
“terrific” idea as the central theme for 
its copy? What is the BIG IDEA that has 
won leadership for the variety of cheeses 
that are marketed by Kraft? Does Carna- 
tion milk have a spectacularly competitve 
theme in “contented cows’? Granting 
that Elgin Watch advertising has, cur- 
rently, a Snorkel of a sort in the “Heart 
that Never Breaks,” “hot” copy ideas 
are surely not the reason for Elgin’s fine 
success. “The Pause that Refreshes” is 
certainly not an idea that is lethal with 
whack and wallop. Elsie, the Borden cow, 
does not spotlight dramatically any single 
consumer benefit. I can think of no dom- 
inant single idea that, used undeviatingly 
over the years in the form, say, of a slo- 
gan, is the reason for the leadership of 
Kellogg’s Corn Flakes. 

Now don’t misunderstand me. We all 
know that hard-hitting “punch lines” 


are often effective sales-makers. We 
know that in some cases it is smart strat- 
egy to focus all of the advertising weight 
on a single promised benefit. But I favor 
them only when (1) they are based on 
fact, not fiction; (2) when they put little 
or no strain on the consumer’s credulity 
(sometimes truth is stranger than fiction) ; 
(3) when they are significant in terms 
of benefits the consumer really wants or 
can be persuaded to want. 


Demonstrable Ideas Are Best 

Lucky indeed is the advertiser who has 
an exclusive feature, such as the Sheaf- 
fer Snorkel, that is (1) visible mechan- 
ically to the naked eye, and (2) that 
promises a benefit the advantages of 
which are immediately obvious and 
readily acceptable. Bayer’s promised 
benefit, speedy relief because of the quick 
solubility of the tablets, is easy to under- 
stand and easy to believe. Aunt Jemima’s 
“matchless 4-flour flavor” is a Snorkel 
that is offered the consumer by no other 
mix. But not all products, despite their 
high quality, are so fortunate in demon- 
strability: their virtues are not easily 


apparent, if at all, to the five senses. The 


lron most 
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GENERAL @@ ELECTRIC 


EXPLAINS WHY—This b&w General Electric 
page focuses on a single theme—“Iron 
most fabrics without sprinkling!” But 
the attitude of the ad is right because 
the copy explains, clearly and convincing- 
ly, why the iron will deliver the promised 
benefits. The big idea (“Use it as a 
STEAM iron, Use it as a DRY iron’) is a 
service theme, and this ad, we predict, 
will be read. 


undemonstrable promise works best, 
surely, when there is nothing in the con- 
sumer’s experience to challenge its reality. 

There is another category of promises, 
used oftenest as slogans, which are not 
ideas at all, except in the most general 
sense. They are not specific, they promise 
nothing very definite, they certainly have 
very little competitive significance, and 
they probably score low on memorability. 
Typical of such “ideas” are Camay’s “The 
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FRIENDLY FEELING—This Gold Seal color 
page has no aggressively competitive 
“punch line.” Women will be interested 
in the helpful ideas, offered in both pic- 
tures and text, and thus will be developed 
a friendly feeling for the Gold Seal brand. 
The copy emphasizes Gold Seal’s merits 


without impinging on the ad’s newsy 
service attitude. 
Soap of Beautiful Women,” Armour’s 


“You KNOW it’s Good,” Sunny Brook’s 
“Cheerful as its Name,’ Del Monte’s 
“Your Sweetest Buy in Corn,” and Old 
Forester’s “There is nothing better in the 
market.” 


When There Is No Basis 
for a BIG IDEA 


There is still another kind of idea that 
cannot be given form with a phrase of a 
few words. It is neither a slogan, nor a 
fast-reading “punch line,” nor an ‘“um- 
brella” catchphrase, nor any single, im- 
mutable thing all wrapped up in a com- 
pact package for quick and easy delivery 
through the door of the consumer’s mind. 
It is not “hot,” it is not “terrific,” it does 
not impinge itself on the reader’s con- 
sciousness with a quick and impelling im- 
pact. It is a concept that does not rest 
its case on any one aggressively com- 
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SERVICE APPROACH—This Campana spread rests its case in no such punch line as “Triple- 


Angle Binding Attracts Attention 


petitive point of product superiority, any 
theatrical promise of a single, dominant 
consumer benefit. It is an appeal, reason- 
ably low in pitch and pressure, which 


presents the product in the favorable 
light of a variety of its virtues and all- 
around usefulness. 

I find it hard to define this special 
kind of idea. Perhaps “idea” is not quite 
the right word for it. Possibly “copy at- 
titude” or “advertiser attitude toward the 
consumer” comes a little closer. Adver- 
tising, like people, can and does assume 
attitudes; attitudes that may be kindly, 
helpful, generous, sincere, magnanimous, 
friendly, etc. I believe that a right atti- 
tude, given sufficient time, can and does 
“make friends and influence people” in 
favor of a product. By the same token, I 
believe that a wrong attitude, especially 
if it is too wrong too long, can and does 
affect sales adversely. As I observed 


NO CENTRAL THEME--Eastman Kodak adver- 
tising has never been built around a dom- 
inant central selling theme, at least not 
for long. “You Push the Button...We 
Do the Rest” was the introductory theme 
decades ago, but since then Kodak themes 
have covered a wide range of consumer 
interests. 
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Rich in Lanolin,” “Atom-Shattered for Super-Smoothness,” or “Amazing Fluid- 
Control Gives It Magic.” The text indulges in hard selling, but the attitude of the 


approach is one of service and helpfulness. Watch for the readership reports on this 


ad; we predict a high score. 
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earlier in this piece, many companies 
have done a fine advertising and selling 
job without the aid of an exclusive 
Snorkel or a “hot” and “punchy” idea. 

The question nets down to this: There 
are many top quality products that do 
not lend themselves to strong and dra- 
matic “punch promises.” None of their 
benefits, considered singly, is weighty 
and compelling enough for use as a dom- 


On the Merchandising Front... 


inant central selling theme. In this situa- 
tion aren’t we pursuing a_ will-o’-the- 
wisp when we try so desperately, come 
hell or high water, to find the terrific 
and triumphant idea that doesn’t exist? 
Let’s ask ourselves whether the sum total 
of a lot of little benefits, plus the right 
copy attitude toward the consumer, might 
not be the BIG IDEA we are looking for 
in these difficult situations. 


Small Economies Make a Big Hit 
with Most Retailers 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising of Grey Advertising Agency, 
New York.) 

Retailers—large retailers in  particu- 
lar—are keenly interested in small sav- 
ings. Indeed, I have always suspected that 
large retailers spend too much time striv- 
ing for small economies, while over- 
looking potentially great economies. 

Be that as it may, there is little doubt 
that the manufacturer who comes to a 
large retailer with a new idea involving 
a small savings, a small economy, is apt 
to get a warm reception. Now I am not 
suggesting that manufacturers approach 
this opening in the retailer’s armor with 
tongue in cheek. But I am saying that 
even a small idea involving a small econ- 
omy may look awfully big to an economy- 
minded low-net-profit retailer. There- 
fore, it behooves certain manufacturers to 
cast about for little economies that may 
function as amazingly strong plusses in a 
merchandising operation. 

For example? Well, for example, by 
marking pertinent information on all 
four sides of a shipping container, whole- 
sale and retail warehousing costs may be 
cut. In fact, several warehouses contend 
that this simple practice enables them to 
increase the number of containers han- 
dled per worker by as much as 35%; 
that’s a tidy economy. 


ws Much the same applies to the resale 
package. It isn’t always feasible to de- 
sign a package so that it can be stacked 
on the shelf in any position and display 
well, but where this can be done it saves 
the time of the stock clerks as they re- 
fill shelves. This won't turn a red-ink 
retail statement black, but it has an ap- 
peal to the large retailer who is conscious 
of small percentages. 

Then there is the practice of putting 
resale packages in the shipping container 
stacked in such a way that they can be 
lifted out and put on the store shelf pre- 
cisely as they come out of the shipping 
container. Obviously, that, too, saves 


G. D. Crain Jr. Says... 


time—and time is money. Large retailers 
are becoming increasingly aware of the 
cost of getting stock into the warehouse, 
out of the warehouse, into the store’s re- 
serve stock room and finally onto the 
shelf, bin, gondola, etc. Catering to this 
interest with smartly engineered ideas is 
smart merchandising—smart selling— 
smart. 

Take the little matter of pricing the 
merchandise. Putting price spots on 
packages so that, when properly placed in 
the shipping container, all price spots are 
uniformly exposed is highly desirable. 
It’s quite costly when a clerk must take 
each package out of the container, juggle 
it around to find the proper spot to mark 
the price, etc. (Incidentally, it’s amazing 
how many manufacturers, in this self- 
service, self-selection, open display age, 
with its absolute insistence on _ price 
marking, still do not put a price spot on 
their packages.) 

Making shipping cases rectangular in 
shape permits better stacking on pallets. 
Larger type on shipping cases aids greatly 
in reading. 


@ There are dozens of these small econo- 
mies that can be worked out—and not 
merely in the realm of shipping cartons 
and packages, either. I think that here is 
an opportunity for many manufacturers 
to gain if not a full competitive lap, then 
maybe half a lap, or a quarter of a lap. 

So put on your think cap and think in 
terms of the little things you can do, at 
small cost or at no extra cost whatsoever, 
to help the retailer achieve small econo- 
mies. And, while you’re at it, do the same 
with respect to your other distributors, 
wholesalers, etc. Economy is very much 
in the air—for rather obvious reasons. 
And, just as so many women will walk a 
mile to save a penny—and then promptly 
squander a dollar!—just so will many 
retailers jump with glee when they are 
shown how to save minute percentage 
fractions. 

It’s a good thing to know—and to do 
something about. 


Voluntary Chains Boost Hardware 


While the success of voluntary chains 
has been most marked in the drug and 
grocery fields, where chain store com- 
petition has forced independent stores 
to take defensive measures to maintain 
their competitive position, the idea is 
spreading to other lines. 

The hardware stores, which have suf- 
fered less from chain store competition 
than some other retailers, are now getting 
into the act. Hibbard, Spencer, Bartlett 
& Co., one of he oldest and largest whole- 
salers in the Midwest, is now operating 


two voluntary chains, and Marshall Wells 
& Co., famous as a wholesale distributor 
in the Northwest, has another. Trade 
opinion is that the trend is in the direc- 
tion of more hardware wholesalers or- 
ganizing the stores they service to assure 
better merchandising and promotion. 


= Sears, Roebuck & Co., Montgomery 
Ward and other chains, including those 
specializing in automotive products, are 
highly competitive with hardware retail- 
ers, even though they are not exclusively 
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tennis match. 


much too wearing on the neck. 


Couple of Bouquets 


The Acrilan campaign, we feel, has been a long time getting started. We 
have seen the big red A, but it hasn’t meant too much. With this ad, however, 
we feel the campaign really gets into high. Not only does the illustration say at 
, a glance that fabrics containing Acrilan are washable, but it makes the ad 

attractive and inviting enough to spend some time with. 
Unlike some of the Acrilan ads whose copy you have to follow from one 
side of the page to the other, with a hell of a time getting focused on the 
4 proper line on your return, this copy is set in nice short lines. You can read 
it without having your neck feel, when you finish, that you’ve been to a 


While we’re on freshness of interpretation and layout, we’d like to toss a 
bouquet in the general direction of the Smirnoff Vodka campaign, too. 
Employing a very unadvertising-like illustration, it has definite stop-light 
quality. Can’t tell you what the copy says, however—beyond the fact that 
Vodka is like a woman (which probably means intoxicating). We had the 
same trouble with it we’ve had with some of the Acrilan wide measure 
stuff. Didn’t get beyond the first line. Too hard to locate the second. And 


We were curious, too. Wondered if that’s a Bible Sir Cedric is holding in 
his hand or an old recipe book of the Czar’s. 


engaged in that business. So the pressure 
for better merchandising, in terms of 
store layouts, displays and advertising, 
along with competitively priced merchan- 
dise, is much in evidence, and the hard- 
ware merchants are turning enthusiasti- 
cally to the voluntary chain idea in areas 
where it is available to them. 

The success of the True Value fran- 
chise offered by Hibbard, Spencer, Bart- 
lett is indicated by the fact that 400 stores 
in the Midwest are now affiliated with 
the wholesaler, while the Auburn stores, 
formerly operated by the Auburn Hard- 
ware Co., Auburn, Ind., a wholesale firm 
recently taken over by Hibbard, Spencer, 
Bartlett, has 350 affiliates. These stores 
were well represented at the first annual 
convention held by the wholesaler, at 
which plans for merchandise inventories, 
store layouts and special promotions were 
discussed. Executives of Butler Bros., 
which operates a voluntary chain in the 
variety store field, were among the speak- 
ers at the convention, as well as top mer- 
chandising men from leading department 
stores and other retailers in the Chicago 
area. 

In addition to listening to discussions 
of merchandising ideas at the True Value 
and Auburn stores convention, the hard- 
ware dealers had a chance to see exhibits 
of about 200 manufacturers, which were 
housed in a warehouse of Hibbard, Spen- 
cer, Bartlett in South Evanston, just out- 
side of Chicago. The big wholesaler moved 
to Evanston a few years ago, streamlin- 
ing its operations to reduce handling ex- 
penses, a move that has proved highly 
successful. 

“Planned selling” is the key to suc- 


cessful voluntary chain operation, and the 
retailer who may be unable, because of 
shortage of help and physical weariness, 
to do much merchandising, is given a 
packaged program that he can put to 
work in his own town or neighborhood 
with a minimum of difficulty. Both the 
retailers and the manufacturers who had 
a chance to participate in the Hibbard, 
Spencer, Bartlett convention were en- 
thusiastic about the possibilities of the 
voluntary chain in the hardware field. 

“We believe that voluntary chains like 
True Value and Auburn are the answer 
to today’s merchandising problems in 
the hardware field,” O. W. Ahl, president 
of Hibbard, Spencer, Bartlett, told me. 
“The idea is new in our business, and I 
cannot of course speak for other whole- 
salers, but I am convinced that it will 
spread.” 

Dealers who went home from the True 
Value and Auburn convention took with 
them a series of booklets outlining the 
special spring and summer promotions 
scheduled by the chain, and prepared by 
the advertising department of the big 
wholesaler. They are built around home 
decorating, gardening and other activities, 
and give the merchant a complete blue- 
print for successful promotions in his 
own locality. 

The Midwest will undoubtedly see more 
hardware advertising over the names of 
hundreds of stores identified as True 
Value or Auburn in 1954 than ever before. 
And it will be interesting to see to what 
extent the more than 30,000 other hard- 
ware merchants in the country decide to 
hitch their wagons to the high-flying star 
of the voluntary chain. 
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The Dynamic One 


Ask for Bill Lawrence at The New York 
Times and the question is do you want the 
atomic one or the dynamic one? The atomic 
one is William L. Laurence, official and 
only reporter to witness the birth of the 
atomic age. 


The dynamic one is William H. Lawrence, so 
dubbed because he packs, in his person and 

in his pen, all the power the atomic one writes 
about. A reporter since he was a corn-fed 
Nebraska youngster of 16, Bill Lawrence has 
covered some of the biggest stories of the 
past 20 years, has pretty much covered 

the world going after them. 


Dynamic Bill got his first taste for 
journalism in high school. It stayed with 
him during 11 weeks as a law student at 
Nebraska University. He quit to become a 
reporter. That was in 1932. He moved 


Sk # 
rapidly —the Lincoln Star, The Associated = i 
Press, the Omaha World-Herald, the ai i 
United Press. He was UP labor editor in ae $3 
Washington for a while before switching cas 


sap ele - ede aa 


to politics. 


Mi, noe, ile te ella ia Re i 
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correspondent in the Pacific. He was 
correspondent in the Balkans until the 
Bulgarians threw him out for reporting 
them pro-Soviet. He toured South America 
on special assignment. 


Since joining The New York Times in 1941, - : 2 | 
Bill Lawrence has moved just as rapidly #oe <e d 
—Washington, London, Moscow for a couple ore 4 F ; 
of years as bureau chief. He was a war 4 as . :" f2.5 i 


ED SC RRE BRN Ie cok 


Bill Lawrence is just one of hundreds of 
dynamic reporters, correspondents and 
editors who make up The New York Times 
team all over the world. Working together, 
they produce each day a newspaper that 

is as dynamic as they are, interesting, 
informative, different from any other. The 
Times has the biggest staff. It publishes 
the most news. 


That’s why readers get more out of The 
Times. And when readers get more, so do 
advertisers. Let us tell you the whole story. 


The New York Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 
incmra sincere ROT 
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Arnold Newman Photo 
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At the 60th anniversary 


of This Medium 


meeting of the Agate Club, Chicago, 


America’s oldest advertising organization, G. D. Crain Jr., publisher 
of ADVERTISING AGE, was the speaker. In reviewing the progress of 
magazines, and examining their future, he reported the comments of 
a number of leading advertisers on the place of magazines, their 
function, and the problems they face as advertising media. Quoted 
here from his talk are the comments of a group of advertisers and 


agencies. 


R. M. Budd, general advertising man- 
ager of Campbell Soup Co.: 

“One of the greatest phenomena of the 
day is the apparently unlimited ability 
of Americans to find time to engage in 
the myriad activities in which they are 
interested. An important aspect of that 
development is that most of these 
activities are wholesome, constructive, 
broadening and progressive. 

“The nationally circulated magazine is 
holding its place in this competition. It 
has competitively responded to the chal- 
lenge by increasing public interest in its 
contents. 


= “Beyond the mere entertainment of 
fiction, the magazine has increasingly 
given ‘the story behind the story’, the 
current facts, and the intelligent inter- 
pretation of the trend in a host of fields, 
such as education, budgeting, house 
building, medicine, politics, etc. 

“In the food business, the magazine’s 
progressive improvements in mechanical 
reproduction and the practical hard- 
working editorial page presentation of 
food have worked in partnership to make 
the reader a more interested and better 
buyer, and a better meal-planner. 

“The expansion of education, the spread 
of nutritional knowledge and the mount- 
ing hunger of the public to know more 
for the living of a longer and more fruit- 
ful life should assure for the magazine a 
continuing and responsive audience.” 


ws A. V. B. “Tony” Geoghegan, v.p. of 
Young & Rubicam: 

“In this present period of unusual ex- 
pansion of communications and develop- 
ment of new and improved forms of ad- 
vertising media, magazines have more 
than kept pace, with a notable growth in 
both value and importance. 

“They have met the opportunity of 
greater general literacy, higher standards 
of living, and broadening interests of our 
population, through finer printing, more 
skillful pictorial treatment of an enlarged 
variety of subjects, and alert and ad- 
venturesome writing. Today more people 
read more magazines than ever before in 
our history. 

“To the advertiser the magazine con- 
tinues to be the effective and economical 
way of reaching a truly national market, 
of selecting from that market those con- 
sumers most likely to be customers for a 
particular type of product or service, and 
of presenting his advertisement in a 
congenial setting respected by the people 
he wishes to sell.” 


= George B. Park, manager, advertising 
and sales promotion, General Electric Co.: 

“Magazines have long been a basic me- 
dium in General Electric’s advertising 
programs, and can continue to be. The 
electrical industry is growing twice as 
fast as the rest of the economy, and in 
the months ahead we are planning to do 
an increasingly aggressive job of adver- 
tising and merchandising our products. 

“One of our most important advertising 
objectives will continue to be the building 
and maintaining of brand preferences, 
and historically magazines have demon- 
strated their effectiveness in this area. 
However, more than ever, our media 
planning is being done as an integrated 
part of over-all marketing strategy, and 
each medium will be evaluated in terms 


of its ability to contribute to the accom- 
plishment of our marketing objectives. 

“Many magazines can point with justi- 
fiable pride to their past editorial accom- 
plishments, but all too few provide clear 
and concise expression of how they plan 
to interpret through editorial activity the 
challenges of tomorrow’s changing mar- 
kets and increased industrial productivity. 
There would seem to be a great opportu- 
nity for more intensive long-range ‘prod- 
uct’ research and ‘product’ planning on 
the part of many publishers, and a better 
interpretation of resultant plans to ad- 
vertisers.” 


= Newman F. McEvoy, v.p. and media 
director, Cunningham & Walsh: 

“We have used magazines in an im- 
portant way for many years—many pur- 
poses—many accounts. In so doing, we 
have reviewed in our presentations to 
clients practically all of the well-estab- 
lished attributes of the medium: 

“Special audience interest. 

“Opportunity for product display. 

“Flexibility in the use of the space 
units (black and white or color—size of 
insertion—frequency as might be war- 
ranted by the advertising objective). 

“A dominant appearance in relation to 
other advertisers where the occasion war- 
rants, etc. 

“With reference to the last of these at- 
tributes, it seems to us that the magazine 
publishers have done most interesting 
things within the recent past; I have my- 
self seen instances where advertisers, who 
might ordinarily command attention only 
as the fourth or fifth in their field, com- 
mand outstanding attention in a particu- 
lar issue through gatefolds in bleed and 
color and through the use of multiple 
page insertions. 


s “One point of difference which we 
constantly emphasize in our media think- 
ing: 

“Magazines have a reference power 
which makes them invaluable to many 
advertisers. The housewife, for example, 
who is stopped by a washing machine ad- 
vertisement, has opportunity to refer to 
the copy many times at her leisure. 

“In relation to advertising budgets, we 
feel that magazines are very important 
in enabling the advertiser to schedule 
equal to his requirements (as opposed to 
the fixed pace of radio and television). 

“And finally, the magazine publishers 
themselves seem to do a fine promotion 
job. The place of magazines as a medium 
which supplements the other important 
advertising tools is very firmly estab- 
lished in our mind.” 


s Arthur Porter, v.p. in charge of media 
of Leo Burnett Co.: 

“On three major counts—circulation, 
copies per family and revenue—the mag- 
azines have maintained their position 
pretty well. 

“If I had a crystal ball, I could tell 
you exactly how the magazine will fare 
in the future. In the absence of such a 
device, it is my feeling that the strong 
magazine will grow stronger and the weak 
magazine will have serious difficulties in 
the years ahead. 

“The tremendous increase in the num- 
ber of advertising messages projected 
against the public puts all media to a 
severe test. There is not enough time for 
people to absorb all of the information 


and entertainment that is available, and I 
believe they will tend more and more to 
select out of this maze the individual 
magazines (and supplements and _ tele- 
vision and radio programs) which they 
consider most interesting and valuable. 

“There is a tendency for the advertiser 
to concentrate his advertising in the 
strongest media—to dominate or out- 
advertise his competitors in the most 
powerful medium best suited to meet 
his market. This is becoming more and 
more evident in the consumer magazine 
field, and I believe the next few years 
will see an even greater concentration of 
national advertising in the largest, most 
important magazines. 

“The development of color television, 
which will probably grow by leaps and 
bounds, once the ball gets rolling, con- 
tains little solace for the magazine. At 
long last, broadcast media will have 
equaled the slick paper competitor in 
taking over what up till now has been 
one of the magazine’s strongest com- 
petitive advantages. 

“However, there are important things 
that the magazine will continue to possess 
that fundamentally belong to it. The 
authority of the printed word will always 
be a key factor in effective advertising. 
This combined with the great scope of 
coverage and the merchandising influence 
of great national magazines like Life, the 
Post or the Ladies’ Home Journal sug- 
gests to me that our agency’s ads will 
appear in the major magazines for many 
years to come.” 


= F. Kenneth Beirn, president, Biow Co.: 

“In our opinion magazines represent a 
most important national medium, because: 

“1. They allow for employment of vivid 
selling impressions—capable of providing 
powerful consumer impact—thereby cre- 
ating a visual effect of advertising ‘big- 
ness’ and importance. 

“2. They permit dramatic presentation 
of trademarks, logotype, product story 
and copy in either black and white or 
four color. 

“3. Their circulation parallels popula- 
tion and buying power. Therefore they 
allow for important circulation and pene- 
tration in key’ sales areas, while at 
the same time providing representative 
weight on a broad national basis. 


= “4. Their selectivity of audiences, based 
on individual editorial format, offers ad- 
vertisers an excellent opportunity for 
reaching and influencing the greatest 
number of predetermined potential con- 
sumers at an economical cost per de- 
livered message. 

“5. Subscription costs to magazines re- 
quire sizable investments on the part of 
the purchaser. Hence it can be assumed 
that magazines’ primary audiences con- 
sist of those economically desirable fam- 
ilies who represent the best potential for 
most products. 

“It is our strong belief that individual 
publications within a specific classifica- 
tion, such as weeklies, women’s service 
magazines, etc., should cooperate in an 
attempt to establish areas of print re- 
search which could compare to the ac- 
ceptable standards of measurement now 
available in broadcast media. It is our 
firm conviction that the development of 
print research techniques which would 
uncover acceptable data pertaining to 
audience characteristics, advertising read- 
ership, cumulative audiences, duplication 
data, effect of position on readership, etc., 
would contribute immeasurably to the 
advertisers’ greater acceptance of maga- 
zines as productive selling vehicles.” 


= H. K. McCann, chairman of the board, 
McCann-Erickson: 
“Magazines have made great progress 
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in the last decade. Circulations are at an 
all-time high; printing—both color and 
black and white—has been so improved 
as to afford the advertiser truly life-like 
reproduction; a wider choice of space 
units in many magazines, such as the 
junior spread or junior page, also en- 
hances the value of the magazine for some 
advertisers. 

“Magazines afford the advertiser an 
opportunity to reach people of better than 
average buying power in all sections of 
the country at relatively low cost. They 
permit the advertiser with a limited bud- 
get to advertise nationally. 

““Magazines have convinced the retailer 
of their ability to help him more easily 
move merchandise in those magazines, 
but if magazines can be made even more 
merchandisable to the advertiser’s sales- 
force, his wholesalers and retailers, they 
will be considered of greater value by na- 
tional advertisers.” 


= Warner S. Shelly, 
Ayer & Son: 

“T am reluctant to say very much about 
the special characteristics of magazines. 
The medium isn’t new, and its features 
are fairly obvious—selectivity of audience 
by income, age or interest; high quality 
of reproduction; long life; and ability to 
provide distribution of pressure over the 
calendar and over the map. On the face 
of it, magazine advertising has proved 
to be a highly useful form which has 
proved its fit to the requirements of many 
advertisers. 

“More interesting to me is a problem 
magazines may have to face one day. 
Most magazine advertising now is in 
color. Color takes a long time to provide 
for—art, engravings, closing dates. Time- 
wise, a magazine commitment in color is 
one of the least flexible arrangements in 
national advertising. 

“Consider, if you will, the problem of 
the advertiser who must make a positive 
decision with respect to the expenditure 
and the content of his advertisement far 
in advance of the time when it will 
actually appear. In uncertain times, when 
models change quickly, or prices are hard 
to predict, or competition is moving very 
rapidly, this kind of prediction imposes 
some degree of hardship on many an ad- 
vertiser. If it were to become too difficult 
for him, magazines as a class of medium 
might suffer. 

“IT would encourage you to address 
yourself to this problem. A_ successful 
solution might well broaden the market 
for magazine advertising, would certainly 
contribute to its security in difficult times, 
and obviously make it more useful to 
more advertisers more frequently.” 


president, N. W. 


= Will C. Grant, president of Grant Ad- 
vertising Inc.: 

“In our experience, particularly during 
recent times, the various magazine rep- 
resentatives seemed to be so engrossed 
in stressing the superiority of their par- 
ticular publications as compared with 
competitive magazines that few of them 
have bothered to emphasize the impor- 
tance of magazines as the backbone of a 
well-rounded advertising program. 

“As a consequenve, we, and I am sure 
other advertising agencies, have con- 
stantly had to point out the actual selling 
power of magazines to our clients. I 
have noticed a tendency among clients 
to think of magazine advertising as ‘in- 
stitutional advertising’ instead of more 
properly ‘product aavertising.’ 

“A glance at automotive sales during 
1952 brings out an interesting point. 


= “During the first half of 1953, Mercury 
sales lagged behind the rest of the field. 
In the middle of the year, and continuing 
through the rest of the year, magazine 
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advertising for Mercury was stepped up 
proportionately more than any other auto- 
mobile in their category. Interestingly, 
Mercury sales started up with the increase 
in magazine advertising, and gained on 
the entire field during the second half of 
the year. 

“While there are always many other 
factors besides advertising that influence 
automotive sales, it is interesting that 
this gain was not coincidental with either 
a model or price change.” 


= Oliver B. Capelle, advertising manager 
of Miles Laboratories: 

“Anyone like myself, whose early train- 
ing placed magazines above all other 
forms of advertising media, remains loyal, 
regardless of the numerous other avenues 
he used to place his company’s products 
before the consumer. 

“But the preservation of this loyalty 
rests importantly nowadays with the mag- 
azine’s make-up. Books are thick. Some 
of our advertising units are hard for 
casual readers to locate. So the publisher 
must be generous enough with editorial 
linage to enable the make-up department 
to place advertisements close to reading 
matter, where they can be seen. 

“The make-up man, in turn, must use 
judgment in placing competitive products 
far enough apart so they will not com- 
pete for instantaneous readership. Too 
often, for example, we see several com- 
petitive medicinal products advertised on 
a single page. The back of my hand to 
the make-up man who carelessly places 
ads in that manner, or to the publisher 
whose crowded forms make it necessary 
for the make-up man to do it.” 


#.William B. Lewis, president of Ken- 
yon & Eckhardt: 

“In 1953, when television was scheduled 
to virtually put magazines out of bus- 
iness, national magazines reached a new 
peak in terms of public acceptance, as 
indicated by total circulation figures, and 
a new peak in advertising volume. In 
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our opinion, this accomplishment reflects 
the value that advertisers have placed on 
magazines as national media for the past 
forty or fifty years. 

“In our book one asset that makes mag- 
azines continue to grow is the very de- 
sirable feature they offer of selectivity 
of markets. With the possible exception 
of business papers, there is virtually no 
other medium which allows the adver- 
tiser to select the audience that comes 
closest to fulfilling his prospect specifica- 
tions. 

“In the early days of television, the 
preponderance of sets was in the upper 
middle and upper class homes. At that 
time it appeared that television, too, 
would have a pronounced bias toward one 
segment of the market, which would re- 
sult in its being a highly selective me- 
dium. Today, however, television has 
become as much a mass medium as radio 
has been during the past 20 or 25 years. 
Newspapers, outdoor posters, transporta- 
tion cards, etc., all offer cross-sectional 
coverage in whatever market they are 
used. 

“When an advertiser must fit his cov- 
erage to a specific audience, comprised 
of younger or older women, sportsmen 
or scientists, the middle or the upper 
classes, there is only one direction he can 
take to be certain that he wastes less of 
his circulation on a barren market, and 
that is the direction of national magazines. 

“Obviously there are other basic ad- 
vantages of magazines as advertising 
media—fine color reproduction, authority 
and economy. 

“In our opinion, the future of national 
magazines lies in full control of the many 
publishers throughout the country. Just 
as the manufacturer must continually 
check quality of product, so must the 
publisher be certain that he is manufac- 
turing a quality product for the general 
public. If the publishers will continue to 
produce improved products, their future 
will be assured, no matter how potent 
competitive media may become.” 


‘White Collar Union’ News Is Job 
for In-Plant Communication 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consuking organization 
in employe relations.) 

To whisper “white collar union” in high 
executive circles is like shouting “Fire!” 
in a hospital. 

A few weeks ago, the plant manager of 
a large multiple plant company made a 
hasty trip to headquarters. He was clos- 
eted for several hours with the organiza- 
tion’s chiefs. What was said in the con- 
ference was not disclosed, but a rumor 
rode the grapevine almost immediately 
that the company “would fight the un- 
ionization of its white collar people at 
Plant X on the front pages of every news- 
paper in the country.” 

The front pages of the nation’s newspa- 
pers are poor battlegrounds for such dif- 
ferences of opinion. The corporate publi- 
cist who believes that the way to persuade 
employes is to carry the corporation’s 
story over the employes’ heads to the 
public should think twice. The edgy labor- 
management situation which might have 
a prayer of solution when handled within 
the plant, has a habit of blowing com- 
pletely out of control when the partici- 
pants take to calling each other so-and- 
so’s in the local gazettes. 


s The union which happens to be draw- 
ing a bead on this particular plant in this 
particular company is large, powerful and 


persuasive. Its target is a concern which 
has been substituting paternalism for 
progress for a half century or more. It 
has been in and out of labor tangles for 
years, but if its management has learned 
any useful lessons from its industrial dis- 
asters, no one has recorded them. 

Among its white collar people, neck- 
high in the smog of unrest and discontent, 
a white collar union organizer won’t have 
much trouble in locating sympathizers. 
Whether the sympathy can be translated 
into concerted action is something else. 
The typical white collar malcontent is 
fast with his abuse of his master but slow 
to make the motion that might jeopardize 
his job or his security. The batting 
average of the white collar union organ- 
izers is undistinguished. 

It is unfortunately the fact that, when 
a company finally decides to do something 
to firm up its employe relations, it’s gen- 
erally too late. The gangrene of mistrust 
has already set in, and whatever it is the 
boss wants to sell, the employe no longer 
wants to buy. 


Ifthe public relations managers saddled 
with this situation want to do something 
to arrest the progress of white collar un- 
ionization, they will forget that people 
read daily newspapers. They will roll up 
their sleeves and concentrate on building, 
employe by employe, a wider and deeper 
loyalty. They will urge their management 


to speak to employes frankly, freely, often. 
They will stay clear of snide remarks 
about unions that may not only fall flat, 
but also knot them up in certain provi- 
sions of the Taft-Hartley law. 


# More than anything else, they will stop 
prattling about how wonderfully, gor- 
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geously good the company is, and how 
wholesome is the American Way of Life. 
They will cast aside the generalities and 
get to the specifics. 

This one looks like a scrap, and it may 
easily hit the front pages of the newspa- 
pers whether the company’s communica- 
tors want it there or not. 


Skelton's Success May Start 
Trend to Transcription 


Recently the Frederic W. Ziv Co. an- 
nounced the availability of an open end 
“Red Skelton Show” for local use. Later 
Ziv reported that more stations had 
bought this show on the local level than 
had carried Skelton when he was riding 
high on the radio network. It is possible 
that this presages a trend in the future 
use of radio programming as well as a 
future method of employment for the 
comics deprived of work by the cruel 
electronic monster, television. 

First, let’s take a look at radio pro- 
gramming. The trend at both CBS and 
NBC is toward evening strips. Both man- 
agements have announced publicly and 
privately that they are moving in this 
direction. This means more shotgun 
technique buying on the part of advertis- 
ers and less whole show ownership by 
sponsors in nighttime radio first and 
later in daytime radio. 


s Meanwhile, the independents and the 
ABC and MBS affiliates resorting to local 
programming are getting a larger share 
of the available audience. A smart pro- 
gram director on the local level with a 
sound lineup of open end shows—in many 
eases better produced than those on the 
network level though frequently featur- 
ing performers who haven’t made the 
grade in television—can threaten the 
dominance of the leading network sta- 
tions in his area. If he adds to this tran- 
scribed programming a strong local-appeal 
sports and news coverage, he may survive 
and prosper—not prosper in the sense that 
oldtimers construe it, but rather make a 
comfortable living. 

With added independent programming, 
the advertiser, with a problem market 
badly needing radio to complement his 
television coverage, can select and choose 
his program and time carefully and dis- 
card any superfluous costly markets he 
doesn’t need but must buy on the net- 
work. 

Perhaps Skelton represents the first of 
a long line of comics who will discover 
the ease and satisfaction of taping and 
editing a comedy show for radio at his 
convenience and allowing for long vaca- 
tions. Once on tape, these shows theoreti- 
cally can be repeated—for who knows 
how long—in the manner neglected by 
radio but amply demonstrated by tele- 
vision. 


s What a difference from the pressure of 
long rehearsals, memorizations, fights 
against sickness—mental and physical— 
lights, throngs of technicians, screaming 
talkbacks, and endless writer conferences 
necessary to face a cruelly critical public 
each week in television. And how fickle 
they are! How quickly the man at home 
in his shirt sleeves with a can of beer 
beside him can say, “That bum ain’t 
funny.” 

The early open enders were mainly 
drama or refined musical shows. A few 
of the aging Hollywood stars appeared in 
dramas, but comedy is always the back- 
bone of high circulation and the 40% of 
all U. S. homes that are still radio-only 
homes must have high quality comedy to 


LOCAL ANGLE—Left to right are Herb Gor- 
don, Ziv v.p.; Skelton; and Henry Hey- 
ward, director of Ziv’s “The Red Skelton 
Show.” 


keep them interested in radio. 

Here, then, is a probable new lineup of 
broadcasts to be made available on the 
local level: 

1. Eddie Cantor. On his last legs as a 
tv comic for health and performance rea- 
sons. Wouldn’t it be good to hear Cantor, 
Jimmy Wallington or Harry Von Zell, 
Deanna Durbin or Dinah Shore in an old- 
time radio show? Even with old scripts. 

2. Fred Allen. Last time up in tv with a 
cancellation already implied. How many 
would like to hear his standup mono- 
logues, Allen’s Alley with Alan Reed, 
Minerva Pious, John Brown, Peter Donald 
and guests? Almost everybody. 

3. Ed Wynn. How about the old master 
doing the “Fire Chief’? show? 

4. Alan Young. Back where he started 
from. 

5. “Duffy’s Tavern.” Much better on 
radio than on television anyway. 

6. “Aldrich Family.” A real fizzle on 
television. With Ezra Stone it should re- 
capture its past radio glories. 


a The list of tv fatalities is just beginning. 
Pretty soon the “what ever happened to” 
school, which started with Lanny Ross 
and Kyle McDonald, will undoubtedly 
include most of today’s ranking favorites. 
Even the tv successes of the moment, such 
as Burns & Allen, “Life of Riley,’’? Joan 
Davis, ‘““Mama,” Donald O’Connor, Jimmy 
Durante, Garry Moore, Jackie Gleason, 
Milton Berle, and Caesar and Coca, Lucy 
and Desi, might do well to consider this 
type of transcribed insurance against the 
fickle whims of fate. 

Tape has done a revolutionary job 
technically of making it possible to do a 
good radio show with a minimum of ef- 
fort. Magnetic. tape will undoubtedly do 
the same thing for television in the near 
future. But no mechanical device is a 
substitute for hard work and attention to 
detail that make the difference between 
a brushed off show and a hit. 

Aging stars must buckle down and do 
the same kind of job approaching perfec- 
tion that they did when radio was riding 
high. When they realize that, and do it, 
the open end, locally placed transcription 
business may keep them eating for years 
to come. 
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Once the favorite invention 
For corraling male attention 
Was a cute and coy ascension 

Of the female costume which, 
With its glimpse of underpinning, 
Proved a sure-fire way of winning 
Avid readers for the dinning 
Of the copywriter’s pitch. 


Every Hollywood tub-thumper 

Posed his client (be she frump or 

Raving beauty) on her bumper 
With an upward creeping gown. 

Men ignored a wart or pimple 

If her knee possessed a dimple, 

For in cheese-cake lay the simple 
Formula that gained renown. 


Bait a la Mode 


Why do they still call it “leg” art? 
With so much more to see nowa- 
days one seldom looks at the legs. 


—Letter in AA. 


But today, throughout the nation, 
Legs have lost their fascination 
And the frankest revelation 

Leaves the viewing public bored. 
Though she bare her gams, by golly; 
To the navel, it’s but folly 
For the hottest hot tamale; 

She would only be ignored. 


Now the modern wolfish eyer 
Casts his glances somewhat higher 
And the ads that coax the buyer 
Must be glorified with dames 
Who, by nature or confecture, 
Boast of frontal architecture 
With phenomenal projecture 
That the current taste acclaims. 


So we sell machines and mixtures 
With an endless flood of pictures 
Showing ample girlish fixtures 
Draped in strapless evening dress; 
And the folks, who raised blue hades 
When ads featured thighs of ladies, 
Now protest when Sals and Sadies 
Flaunt their bulbous buxomness. 


—GARTH BENTLEY 


The Seng Co., Chicago. 


Tips for the Production Man... 


Plastic Binding on an Angle 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 

Press and of Kenneth B. Butler & 

Associates, Mendota, Ill.) 

“Now this is really something new in 
binding,” was my reaction when I re- 
ceived a plastic-bound promotion piece 
from the Miller Printing Machinery Co., 
Pittsburgh, with the plastic binding ac- 
complished on an angle in the upper left- 


models of presses using the wide rather 
than the narrow dimension of the page. 
This exciting as well as practical method 
permits large-scale illustration of the 
product, while printing machine specifi- 
cations are in narrow measure on the 
booklet proper. 

By carrying the illustration within a 
bleed panel of solid color printed in 
chrome yellow which carries over onto 


wal 


F 
BY sever! 


vere PHL 


the length of the plastic binding cone is 
much shorter than in conventional bind- 
ing and the material costs should be less. 
W. J. Crichton Jr., of the Observer Print- 
ing House, Charlotte, N. C., who pro- 
duced this fine piece for Miller, says that 
there is no particular economy in the 
angle binding. The reason is that while 
the cost of the plastic is less, any binding 
order different from the ordinary run 
takes some additional time. 


= One big production hurdle (beauti- 
fully mastered) that the Observer Print- 
ing House did have to cope with was 
taking pains to get a uniform color of 
chrome yellow on the companion pages. 
Though appearing as one unit in the bind- 
ing, the two pages are probably printed 
in different forms. If not this, surely in 
widely separated spots on a given press 
form. 

This novel angle binding proves that 
there is no end of possibilities in physical 
format if resourcefulness is applied. 

Mr. Clawson says they have a few 
extra copies of the booklet which they 
will be glad to send out, while they last, 
to anyone interested in seeing how this 
neat trick was accomplished. 


CORNER BOUND—Pocket size booklet by 
Miller Printing Co. features cover pheto 
of patent base printing form. Unique is 
the plastic binding, which is not at top 
or side but diagonally across the upper 
left-hand corner. 


People get fat simply because 
they overeat 
Why do they overeat? 
Because they're hungry 
Why are they hungry? 
One of the reasons in 
healthy individuals is because 
their blood sugar level is low 
What is the fastest way to 
raise the blood sugar level 
and help keep from 
overeating? 


Sugar and the good things 
containing it! 


ar level 
That is why an I8-calorie spoon- 
ful ef sugar in your coffee or tea may 
make it easier fot you to cut 100 of 
more calories from your diet 


That is why 
ermal mes! with a sample demert you get 


from h ki 
If you are watching your weight, this the suave exievien, nntenntaaioine 
fe important news—you can rawe your Thas 1s why something with sugar be 


By Clyde Bedell 
(Mr. Bedell is a consultant in 
creative advertising and adver- 
tising training.) 


—- not only revives your energy, 
it ips you to our lie 
pope for rae 18 CALORIES 
Sugar Substitutes Not Effective = 

Naturally you cennot expect the same Surprise you that there are only 
lor help from chemical eweeteners which . Senet ested 

have no effect om your bleed sugar level. 

hing oper 


ne minerals and energy we need ia in 
well-balenced selection of foods that 
nature made us hike 


Sugar must be one of our 
foode—that's why we like it #0 much 


SUGAR INFORMATION, INC. 
New York 6, New Yors 


I think this is a good ad. No folderol. 


OPENS TWO-DIMENSIONALLY—Booklet, opened, 


shows lifted page extending at right 
angles from booklet proper. Corner plastic 
binding can easily be seen here. Note 
that picture of firm’s equipment prints 
long way of page while specs are carried 


No beating around the bush. No cir- 
cuitous approach. No assumption on the 
part of the advertiser that the reader 
will do the thinking it is the copy- 
writer’s job to do. 

I have no idea how much money 


Looking at the Retail Ads 
What makes people fat? 


Nutritional research has taken a new look at our number one health problem 
and discovered how sugar helps keep your appetite and weight under control 


‘There is 2 new nutritional term that you blood jar level, tame 
will soon be hearing a lot more sbout. ‘Y- y ute. Dut ost 


sture is suger's best salesman 
ment 


healthy individuals is because their 
blood sugar level is low.” There is no 
effort to conceal or slur over “one of the 
reasons.” 

An advertiser in ADVERTISING AGE, 
“40 years old” and wanting a job, said 
at $13.50 per inch that he wanted no 
connection with a liquor or cigaret ad- 
vertiser. I like a drink, but I share that 
advertiser’s revulsion or distaste. Some 
advertisers are “holy” in their adver- 


narrow dimension of page. 


hand corner. The method seemed to 
dramatize the title of the booklet, which 
is “Check the Angles.” 

There is more to this unique binding 
approach than meets the eye. To begin 
with, as you lift the pages, the upper 
sheets spread out at right angles to the 
booklet proper. Provocative, and a switch 
from the conventional top-opening or 
side-opening binding. 


s Still more unusual is the fact that the 
Miller folks were able to illustrate their 


the page proper, a two-dimensional ef- 
fect is accomplished. A booklet which lies 
on your desk extending in two different 
directions is just different enough to com- 
mand top attention. 

Bill Clawson, advertising manager of 
the Miller company, disclaims credit for 
originating the novel binding idea; says 
he saw it used by another manufacturer 
last year. 

It seemed to me that possibly there 
might be an economy-of-production angle 
in this type of binding, because obviously 


they deserve well of the public. 


Confidence.” (What confidence?) 


these people have to spend. Or what 
public reaction to this ad will tot up 
to in increased sugar consumption. But 


No weasel stuff like Liggett & Myers’ 
“Our research department has found no more exist than could many of our great 
reason to believe that the isolation and 
elimination of any element native to 
cigaret tobaccos today would improve fication, mistrust advertising and the 
smoking,” under a heading in big type 
that reads “The Public Can Choose with 


In the display at the left of the pic- 
ture this advertiser says, “One of the 
reasons [why people are hungry] in them success. 


tising, but not so holy in lobbying. Some 
are neither holy in their advertising nor 
in their lobbying. Drat them for the 
harm they do _ advertising—without 
which our free institutions could no 


businesses. 
Too many people today, with justi- 


big interests behind many big programs. 
I don’t know the sugar lobby and its 
record, but when it comes to advertising, 
I think these people are square. So an 
orchid to Sugar Information Inc. I wish 
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COFFEE 


xen 


is now possible—with a single issue of a single magazine 
—to reach 26,450,000 American men, women, and chil- 
dren over ten. 
With a single issue of a single magazine, it is possible to 
reach into 11,880,000 U. S. households—or 28 out of every 
100 households in the entire nation. 


LIFE Magazine—and only LIFE—gives you this adver- 
tising opportunity, unequalled in all publishing history. 
It’s a BIG market. But HOW BIG for you? 


Instant Coffee 


If, this year, just 3 cups of soluble (in- 
stant) coffee were consumed daily in the 
households reached by a single issue of 
LIFE, sales to this group alone would 
be much greater than the 1953 retail 
sales of all brands of soluble coffee put 
together. 


Women’s Suits 


If, this year, the manufacturers of wom- 
en’s suits (all fabrics) were to sell just 
two suits to each of the adult women 
reached by a single issue of LIFE, sales 
to this group alone would exceed the 
total 1952 production of the entire in- 
dustry by nearly 9 million suits. 


Women’s Shoes 


If, this year, the largest manufacturer 
of women’s shoes were to sell just two 
pairs to the women in each of the house- 
holds reached by a single issue of LIFE, 
his sales would exceed his 1952 produc- 
tion by over 7 million pairs. 


Small Appliances 


If, this year, the manufacturers of elec- 
tric toasters sold only one toaster to 
just one out of every three households 
reached by a single issue of LIFE, sales 
to this group alone would exceed by far 
the entire 1953 toaster sales of all manu- 
facturers combined. 


One issue of one magazine... 


| 26,450,000 consumer 
11,880,000 household 


what can this mean to your product? 


The following examples—in many different business fields 
—will show that the LIFE audience is not just a big sta- 
tistic, but a great multitude of people whose buying can 
vitally affect your own business, now and in the future. 


*From A Study of Four Media (1953), by Alfred Politz Research, Inc. 


+From A Study of the Household Accumulative Audience of LIFE (1952), by 
Alfred Politz Research, Inc. For copies of these studies, write to A. Edward 
Miller, Market Research Director, LIFE, 9 Rockefeller Plaza, New York 
20, N. Y. 


Frozen Juice 


If, this year, the makers of frozen orange 
juice were to sell just two cans each 
week to the households reached by a 
single issue of LIFE, sales to this group 
alone would far exceed the total 1953 
production of the entire industry. 


Brushless Shaving Cream 


If, this year, the manufacturers of brush- 
less shaving cream sold just one 59¢ 
container every third month to the men 
in each of the households reached by a 
single issue of LIFE, sales to this group 
alone would far exceed the total 1952 
sales of all brands combined. 


Room Air Conditioners 


If, this year, the makers of room air con- 
ditioners were to sell one unit to just 
one out of every 15 households reached 
by a single issue of LIFE, sales to this 
group alone would equal the total 1953 
sales of the entire industry. 


Mattresses 


If, this year, just one new mattress were 
sold to each of the households reached 
by a single issue of LIFE, sales to this 
group alone would be considerably 
greater than the total 1952 mattress 
production of all manufacturers in the 
industry. 


First in circulation 
First in audience 


First in advertising 
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Adman Promotes a Game— 
His Own Invention 

To the Editor: Being a former 
assistant account executive with 
Cayton Inc. advertising agency, I 
felt there would be news value to 
the trade of a new game which I 
invented and am now manufactur- 
ing myself. I believe that the num- 
ber of account executives who de- 
velop a product is in the minority, 
and the number who invent games 


Use Photo-Reports 


Illustrated booklet describes how 
Sickles gets pictures and reports 


How Advertisers 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome. 


for Advertisers and Editors — 


is even less. |ries on a board. Cards refer to 100 
My game is called “Analysis”; | basic words (supplied on key- 
being a resident of Connecticut, we| boards) of which the Analyst must 
tried it out here at Christmas with} choose 12 to outline his character. 
‘phenomenal results—80% reor-|Other players guess identity as 
‘ders. New York City was our next/each card is played. Points build 
‘market, with Brentanos and Wom-/with the fun until the Analyst’s 
‘rath Book Stores, F. A. O./character is guessed and another 
Schwartz, Gimbels and Abraham! player gets his chance to stump his 
and Straus the first to recognize friends, if he can. 
that “Analysis” can be the next; Vogue (Jan. 1) has called Anal- 
important game fad. Analysis is ysis the “new fun game” in the 
also being introduced in depart- “People Are Talking About” col- 
ment stores throughout the coun-|umn. Other publications of equal 
‘try through the Walden Book caliber and the major New York 
in. /mewspapers are currently prepar- 
Analysis, according to game ex-/ ing stories heralding Analysis as 
_perts, hinges its success on its sim-| One of the best of the new games to 
plicity of conception. The object is be marketed in many years. 
for one player called the Analyst| 1 wish I could honestly say that 
‘to outline a character through the the idea for Analysis came to me 
use of cards played in four catego- gl pro meng oo pono ge 
, ’ | 


“Bal Uats what you think!” 


“Modern equipment makes good photo-engrav- 
ing practically automatic’’—as you've probably 
heard. It’s good, but not that good! 
ad men will tell you, ‘when you want brilliant 
reproduction— detail for detail with colors match- 
ing shade for shade, tone for tone, tie up with a 


source where you'll profit from the skill of the 


master craftsmen. 


dividends when your advertisement steps out 
into today’s competition”—reason, no doubt, 


for the growing number of well-known adver- | 


tisers on ROGERS’ 


sudden flash while dressing one 
evening. Then this “sudden flash’, 
‘took two years to develop into 
what was finally introduced on the 
market at Christmas. 

The Toy Fair sponsored by the 
Toy Manufacturers Assn. of the 
U. S. A—March 8 to 18—is our 
next stop. This will be the crucial 
test of whether an advertising ac- 
count executive can invent a game. 

STUART HOOVER, 
Stuart Hoover Co., Roway- 
ton, Conn. 
+ o * 


AA Writers Get Support 
on Dentifrice Ad Criticism 


To the Editor: As I was thumb- 
ing through my March copy of the 
Journal of the American Dental 
| Assn., I came across the enclosed 
'reproduction entitled “The Cre- 
ative Man’s Corner,’ from your 
Jan. 11 issue. 

_ Even though it is close to mid- 
/night I just had to sit down and 
| write to you on the subject. 

| First, let me apologize. I really 
‘thought that all people in the ad- 
|vertising “racket” were a bunch 
of double-talking, jibber jabbering | 
hucksters. If this is not the truth, | 
have you read the phony dental | 
ads these past five years—first | 
Amm.-i-dent, then chlorophyl and 
now the anti-enzymes. 

However, after I had read The 
/Creative Man’s scientific blast at 
'Colgate’s, I now realize there really 
‘are ethical people in the voca- 
tion... 

When this ad appeared it left 
|/me gasping at the audacity; I was 
especially angered to learn that 
/many people were swallowing the 
dentifrice bait. (So often in these | 
ads the D.D.S. is mentioned at. 
the end—you should see these boys, 
/even if they won’t find any more) 
cavities. ) 
_ Your copy should have been | 
| published in all publications—and | 
/discussed on radio and tv; it 
should have been paid for by the) 
American dentists... 


Plenty of 


DENTIST, 
Bronx, New York. 


Theirs is the touch that pays * 
_ To the Editor: Mr. Woolf's arti-. 
cle, “Is the Public Becoming Im- 
/mune to Your ‘Battering’?” (AA, 
‘Feb. 15) certainly rings a bell 
with me. 

Furthermore, I think the Col- 
gate ad which you reproduced 
in the column in addition to being 
a “batterer” sins by being actually 
fraudulent and _ dishonest. The 
_blast that the average reader gets 


books. 


EN G R A V I N- G out of this is “Onty New Cotcate 
| DENTAL CREAM HAs THE CLINI- 
Cc Oo M P A N Y CAL PrROOF.. LIFETIME PROTECTION 


Waster Craftsmen of Photo-€ngraving 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
2001 CALUMET AVENUE * CAlumet 5-4137 * CHICAGO 16 


_AcaInst TootH Decay!” Sure, the 
advertiser and the agency will 
Member of point out the line, “that brings new 
hope to millions for,” but all of 
ment given is that you get lifetime 
protection against tooth decay 


us know that in effect the state-| 


when you use Colgate Dental 
Cream. 

Dentists, doctors and _ others 
don’t agree. As a lifetime user of 
Colgate Dental Cream myself 
(faithfully two or three times a 
day) I don’t agree. 

We reported our feeling on this 
ad to the Four A’s committee on 
the form provided for this purpose. 
We never heard anything from 
it. 

It seems that when the adver- 
tising business gets a holier-than- 
thou attitude and intones, “Let’s 
us, ourselves, clean up our own 
glorious profession,” it directs its 
cleanup efforts to the little guy 
trying to make a living selling herb 
pills for headaches or faulty fly- 
traps. 

There’s a_ possibility that the 
spectator might conclude that if 
your billings are big enough you’re 
immune or that “saying it with 
ten million dollars makes it so.” 

CLEMENT B. HAINES, 

Lamport, Fox, Prell & Dolk 

Inc., South Bend, Ind. 

@ % e 
Executive's Idleness 
Still Draws Interest 

To the Editor: On Aug. 25, 1947, 
ADVERTISING AGE published a very 
interesting and provocative piece 
entitled “An Executive Has No- 
thing to Do.” It was written by F. 
F. Bierne. If available, we would 
be very grateful for about 25 re- 
prints of the article. 

If reprints are not available, we 
wonder if we could secure permis- 
sion to reproduce about 25 copies 
to send to a number of executives 
who would enjoy reading the piece. 


Advertisiitg Age, March 22, 1954 


We would, of course, include ap- 


propriate credit to the magazine 


and the author, and we would see 
to it that your copyright was ade- 
quately protected. 
RICHARD V. REEVES, 
Director, Publicity Division, F. 
P. Walther Jr. & Associates, 
Boston. 
Sorry, no reprints are available. 
« € * 
Testing Dangerously 
To the Editor: After noting The 
Creative Man’s most commendable 
scientific experiment with glass in 
the Feb. 1 issue of ADVERTISING 
AGE, the thought occurred to us 
that he might like to try the at- 


THIS SIMPLE TEST! 


3s erat 
ohh 5 raged ronatomce 


WOVEN COTTON, these ace the bebe 
Ons exctouve Wow le Wess peor. 


eatee file. Les adden, they 
trmh” pectecely, axe light weight aad caper on 


nen, we 
steenes, have av ie a ape ey 
rh 


tached one to convince himself he 
should buy some belting. 
Personally, we have decided to 
stick to the simple aspirin test in 
the future. Very practical because 


AMERICAN 
WEEKLY 


|. THE MARCHING 100 
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LOUISVILLE 
BELONGS ON 


ANY 


SUPPL 


EMENT. 


SCHEDULE 


DID YOU KNOW? 


With its population of 598,000, Louisville is larger than a full dozen 
of This Week markets, and larger than all but eight cf 38 Parade 
markets. The Louisville Courier-Journal Sunday Magazine has a 
greater circulation (303,238) than half of the 26 American Weekly 


newspapers, and ranks above all 


but three of the 38 Parade news- 


papers. Readership figures are even above the high level of reader 


interest for all the supplements. 


Send for your free copy of a new factual study of newspaper 
supplements. Write to: Promotion Department, The Courier- 


Journal, Louisville 2, Kentucky. 
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UISVILLE — 


| e Conrier-Zonrnal Ss ie 


Sunday Courier-Journal Circulation 303,238 « Member of The Locally Edited Group 
Represented Nationally by The Branham Compony 
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Advertising Age, March 15, 1954 


we need it. We have a headache 
caused by noise, recoil and a bill 
for replacing the end of the build- 
ing, blown out by 20 rounds of 
clean misses. We haven’t time for 
more details, since we are ex- 
pecting, momentarily, a call from 
the authorities to escort us to the 
clink for violating at least two or- 
dinances the ad didn’t mention. 
ROBERT D. MOssMAN, 
Bond & Starr Inc., Pittsburgh. 
P.S. We forgot to mention our 
firing through the end of our 
building here on the eighth floor 
aroused a couple of characters 
name of Emanuello and Luke who 
have been hiding out in a tent on 
the roof of a building across the 
street while juking the cops since 
the Brinks job several years ago. 
At this moment a hail of bullets 
from a Thompson machine gun is 
ricocheting through our art de- 
pertment. 


Coast Station Finds Cost 
Per Thousand Coming Down 

To the Editor: TV “Ratings are 
Coming Down,” according to the 
“Eye and Ear Department” of Ap- 
VERTISING AGE, Feb. 8. We find, on 
the contrary, that cost per thou- 
sand is coming down. With fine 
film properties remaining stable in 
price and high in ratings, local 
stations are proving to be a more 
and more attractive buy for ad- 
vertisers. 

In Los Angeles, with seven com- 
peting stations and 83% saturation 
of the market, KTTV, an independ- 
ent, has lowered its cost per thou- 
sand homes from $4.45 nighttime 
to $2.66 and its daytime cost from 
$3.66 to $2.27 since September of 
1952. This is the cost of a one 
minute one time announcement, 
higher proportionately than any 
program time segment or succes- 
sive week sponsorship. Even as- 
suming that production charges 
would raise the cost per thousand 
100%, a telecast in Los Angeles 
would come in for considerably 
less than the $8 you quoted as 
reasonable. 

And may we add—in cost per 
thousand television continues to 
compare most favorably with other 
media. 

ELEANOR Horn, 

Research Department, Station 

KTTV, Los Angeles. 


Questions Figures for 
Coffee Consumption 

To the Editor: In the midst of 
your very thoughtful editorial on 
coffee in the Feb. 22 issue, you 
mention the careless figure “mil- 
lions of Americans consume bil- 
lions of cups of coffee every day.” 
We have been measuring the con- 
sumption of coffee for several 
years for the Pan-American Coffee 
Bureau and our studies, as pub- 
lished by the bureau, show a win- 
tertime rate of just under 2% cups 
per person per day. Summertime 
measurements are lower. 

I would be very much interested 
in your reporting the source of the 
population figures which can ex- 
pand this rate of consumption to 
billions of cups of coffee every day. 

PuILip G. Corsy,: 
Associate Director, Market 
Research Division, The Psy- 
chological Corp., New York 

Will the meticulous Mr. Corby 
be satisfied if we change “day” to 
“week”? According to his calcula- 
tion, we could assume 2,800,000,000 
cups consumed in the U. S. A. 
every wintertime week. The sum- 
mertime measurement would be 
lower, of course. 


Says Ads Won't Create Mass 
Buying of Insurance 

To the Editor: I have waited 
since reading Mr. Woolf’s column 
in the Feb. 1 AA, hoping that 
someone, perhaps better qualified 
than myself, would answer him. 


However, not noticing any com- policy. The tv item is a want cur-| to convince the prospect that some 
munications in your paper from | rently felt by all members of the | of his current income should be 
my company’s advertising depart-| family. Through the use of strong withheld from the immediate tan- 
ment or its agency, I take my pen selling advertisements a desire is gible market, to protect the future; 
in hand. created which will cause the cus- to put meals on his family’s table 
I find no fault with Mr. Woolf|tomer to act. He will go out to if he is not here; to buy a perma- 
nor am I an apologist for Pru-| buy the tv set because it will bring nent vacation with pay for the 
dential’s advertising. As the man|immediate pleasure to his family | breadwinner, who some day must 
in the field, I can clearly see both! and to himself. | cease his daily labors. 
sides of the question. On the other hand, insurance; The greatest advertising in the 
There is no doubt that if he| companies must sell an idea that) world will never create mass pur- 
would, Mr. Woolf could easily rec-| will arouse interest and make the chasing of insurance. It requires 
ognize the difference between a)| prospect receptive to the agent’s the sincere personal effort of a 
television set and an insurance! ‘call. The agent’s job will then Sst competes life underwriter, who 


desires only an open door and the 
opportunity to meet with a fairly 
reasonable prospect. 
Kar. C. BADASH, 
Special Agent, Jamaica, N.Y. 


HOW TO BUILD 


A PICTURE MORGUE 
of available Stock-Photos 


iba 3 2$ 00 
PROOFBOOK 

Yearly Subscription 

Send for FREE Proofbook + 3C 
EYE-CATCHERS, INC. 

207 E. 37th St. N.Y. 16, N.Y. 


. 


Who is she? She’ s that very mesial Girl with 


a Job who influences all the other girls in the G TA V/ 0) UR 


48 ways to wear colour 


office or department. The color of her lip- 
stick starts a fad .. . the cut of her skirt a 


job... Altace. Made up of young 
women all over the country who spend the 
money they earn on themselves. On their 
clothes, cosmetics, shoes, vacations, hobbies. 


trend. She’s a buying force as well as a social 
force . . . as real as a re-order number, as 
merchandise-minded as a retail store. She’s 
your person-to-person introduction to the 
most influential market . . . the girl with a = 


The girl who's followed by millions reads 


GLANOL 


...the leading fashion magazine for the Girl with a Job 


GLAMOUR sells her constantly ...month 
after month, page after page. The newest, 
the nicest, the most attractively priced. 
Glamour does a job for the girl with a 
job . . . and does the best job for you. 


THE CONDE NAST PUBLICATIONS, INC., PUBLISHERS OF VOGUE, HOUSE AND GARDEN AND GLAMOUR 
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M. W. Kellogg Names F&S&R 
M. W. Kellogg Co., subsidiary of 

Pullman Inc., New York, engineer- 

ing organization specializing in de- 


sign and construction of petroleum | 


and chemical plants, has appointed 
Fuller & Smith & Ross, New York, 
to handle the company’s new 
institutional advertising. Gordon) 


Baird Associates, New York, will 
continue to handle Kellogg’s in- 
dustrial advertising. 


Appoints Griswold-Eshleman 
Denison Engineering Co., Co- 
lumbus, O., designer and manufac: 
‘turer of hydraulic presses and 
components, has named Griswold- 
Eshleman Co., Cleveland, to handle 


| tions. 


Begg Names Lancaster 
| Lancaster Advertising, 
| York, has been appointed to handle. 
advertising for Thomas Begg Inc., 


|| New York retail men’s hat stores. 


Sell the $200,000,000* 


CAN ARTIST MAGAZINE. 


closes April 20th « 


24 West 40th Street 


“cc 
Special p., a i, , 


The most important art magazine publishing event of the year for selling 
artist's materials, graphic art services and supplies, art books and related 
products, has invariably been the “SPECIAL SUMMER ISSUE" of AMERI- 


Some 400,000 practicing artists, ranging from art students and amateurs 
to fine and commercial artists will see this spectacular publication— 
which is loaded with extra editorial content, including full color, plus 
black-and-white reproductions. Thousands of art schools, libraries, art 
departments, museums, galleries, etc., will also see it. 


SPECIAL CIRCULATION OFFER—55,000! 


Three months coverage (June-July-August) for the price of One at no 
increase in regular advertising rates!! 


Send for complete details, rates, 
sample copy and reliable surveys. 


AMERICAN ARTIST MAGAZINE 


New York 18, N. Y. 
*As reported in Sat. Eve. Post, Dec. 19, 1953; Newsweek, Jan. 11, 1954 


? 


Artist’s Materials market 


published May 20th 


CHickering 4-2878 


Advertise and Sell to 


(Continued from Page 1) 


ment team.. .but. . 


..in terms of his ability to suc- 
cially operate as well as to 


Avert Slump, ANA Told 


|preparation expenses, and the 


member of the general manage- same process is followed in exhib- 
che will be con- its, administrative expense, direct 
its advertising and public rela-| by *y!' measured by management mail, printed matter, radio and tv. 


| He then showed charts illustrat- 
ing the rise of costs, and empha- 


‘create. Our skill in managing, as | sized that “most of the men in top 


‘will be taxed to the utmost.” 


research were reenforced by Al- 
fred Politz, the researcher. Mr. 
Politz said that the problem of 
management, in his opinion, is not 
whether to employ consumer re- 
search, but to discriminate be- 
tween impractical statistical or 
psychological exercises and “real 
research that combines scientific 
methods and practical knowledge 
for the purpose of predicting the 
effect of management’s decisions 
in reference to products or to ad- 
vertising policy.” 

“If the critical advertiser has 
evidence that he is confronted 
with actual research, rather than 
with statistical or psychological 
exercises, then he should have the 
courage to employ it wholeheart- 
edly as a profit-increasing device. 
The reason that it is relatively 
easy for valid research to double 
the effectiveness of advertising is 
not a mystery of research, but the 
otherwise unavoidable mystery of 
advertising.” 


# S. J. Caraher, division manager 
of the services division, E. I. du 
Pont de Nemours Co., took up the 
problem of controlling advertising 
costs, and he limited his area to 
how du Pont does it. The compa- 
ny’s advertising department is re- 
sponsible for 80 budgets, and a 
control division in the department 
maintains records of costs, with 
periodic statements prepared of 
all budgets showing original 
amount approved, amounts com- 
mitted and expended by media, 
and the amount remaining avail- 
able for expenditure. 

Mr. Caraher showed how du 
Pont has charted publication space 
cost in relation to circulation, how 
space costs are related to the hour- 
ly wage index in printing, publish- 
ing and allied industries, and the 
printing paper and newsprint 
wholesale price index. Thus, du 
Pont can forecast fairly accurately 
space costs for the coming year if 
it knows labor and materials 
trends. 


Similar forecasts are made on 


= Mr. Park’s sanguine views of 


New Well as our skill in advertising, management are technical men. 


A good part of their life has been 
‘devoted to the study of charts and 
graphs...Our indices and charts 
seem to talk their language.” 


ws Walter C. Ayers, exec. v.p. of 
Brooke, Smith, French & Dorrance, 
told the 300 admen that two mar- 
keting factors made the present a 
challenging time for advertising 
men: (1) The continuing growth 
of discretionary buying power, and 
(2) the “consumer §shift’—the 
move away from a standard of 
living based on fulfillment of 
needs to one focused on fulfillment 
of wants. 

Mr. Ayers warned that because 
the market is changing so rapidly, 
“millions of customers and pros- 
pects have become virtual stran- 
gers to advertisers, salesmen and 
advertising agencies.” He listed as 
contributory factors migration, 
burgeoning population, changing 
population characteristics (34% 
under 18 years of age), etc. 

To meet these changes, Mr. 
Ayers thinks: “It’s time to break 
away from historic patterns and 
practices in advertising and sell- 
ing.” He urged advertisers to take 
full advantage of the facilities and 
willingness of their advertising 
agencies. He said one of the great- 
est needs is “new, creative think- 
ing on media,” and he sharply 
criticized the maintenance of a 
staid media list without reexam- 
ination and study as to whether 
“something like four-page color 
inserts two or three times a year 
might give a dynamic new look to 
the old trade paper story.” 


# The ANA also heard Frank 
Mansfield, director of sales re- 
search for Sylvania Electric Prod- 
ucts, deliver a tremendous argu- 
ment for better understanding of 
advertising measurements and the 
organization of budgets. 

Mr. Mansfield believes, “We 
should spend on advertising with- 
out limit, so long as the gross in- 
come attributable to this advertis- 
ing exceeds the cost of the adver- 


gross income.” 


tising that permits the advertising | ; 
department to deliver this extra|on the rails, David P. Crane, di- 
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_ He believes there are methods of 
measuring this kind of relationship 
and that proof is available and is 
well worth trying to get. At Mr. 
Mansfield’s insistence, ANA set up 
an advertising management com- 
“mittee, specifically designed to go 
into the subject of budgeting. (See 
story on Page 82.) 


= While the admen were chewing 
over this sage advice, others were 
telling them how to put it into 
practice. 

George Abrams, advertising 
manager of Block Drug Co., re- 
ported on the importance his com- 
pany attaches to testing. He ex- 
plained that Block has virtually no 
salesmen, that 30% of its sales 
dollar goes into advertising and 
that therefore advertising is all- 
important to the company. He said 
Block works hard to find a good 
advertising idea, tests it in con- 
sumer jury, split-run and actual 
sale tests. Then it is likely to go 
through simultaneous or sequential 
radio, tv, newspaper and merchan- 
dising tests. On one product, Block 
has six tests running in March, and 
continuous testing is used for the 
other 20 products in its line. 

Mr. Abrams also ran through a 
check list which he uses for idea 
creation—association, adaptation, 
addition or magnification, minifi- 
cation or omission, reversal, tim- 
ing or frequence, doing the unex- 
pected, 
uses for the product. 


s Esther Foley, home service di- 
rector of True Story, told the ad- 
men about the wage-earner mar- 
ket. She stressed knowledge of the 
homes of the customers, pointing 
out that rising income has made 
the homes much more pleasant. 
She warned the admen (1) not to 
measure prosperity or estimate 
wants by the type of housing be- 
cause houses last a long time; (2) 
that furnishings seldom meet a sin- 
gle over-all standard—thus a new, 
wonderful washing machine stands 
beside an old sink, and (3) that 
people in the wage earner market 
are more concerned with items 
than decor. 

She pointed to the large amount 
of money spent for food (one-third 
of the budget or more), and said 
that cheap food doesn’t sell. She 
told the advertising men that spe- 
cial advertising is probably not re- 
quired, but counseled simpler, 
warmer appeals, and more of the 
“hearts and flowers type of thing.” 
She conceded that basic differences 
in taste exist between the admen 
and ine market she described. 

To keep over-enthusiastic admen 
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Benton & Bowles, administered a'! 
stiff lecture on the values of media 
other than television. 

Mr. Crane traced the continuing 
values of radio and the print media 
and predicted flatly: (1) Further 
expansion of b&w tv, or the devel- 
opment of color tv, will have no 
appreciable effect on total maga- 
zine and total newspaper circula- 
tion, and (2) big circulation mag- 
azines will get bigger, specialty 
magazines will hold their own, and 
only marginal magazines of medi- 
um circulation size will suffer 
from tv. 

The reason: Print’s long life in 
the home represents an advertising 
value tv cannot offer. Another 
reason, he said, is that the pack- 
aged content of print media, pre- 
pared by editors for a_ specific 
kind of purchaser, is of value to 
the advertiser. 


® Actually, Mr. Crane thinks, an 
important future study will be the 
relation between certain types of 
ty programs and certain types of 
magazines. The high concentration 
of total magazine circulation in 
about 20% of the 38,000,000 maga- 
zine-reading families is known, he 
pointed out, adding: “This is not 
a disadvantage since duplication is 
a way of achieving frequency, but 
the basic question will be whether 
duplication with basic tv effort is 
desirable or undesirable.” 

In summary, Mr. Crane thinks 
it’s doubtful that tv will supplant 
magazines or newspapers because 
it doesn’t fulfill the same need; 
there may be significant changes in 
the printed media field through 
consolidations and casualties, but 
total printed circulation will prob- 
ably increase; selectivity in printed 
media will be more necessary in 
the future, but printed media will 
be a primary advertising medium 
and will offer tremendous oppor- 
tunities to complement coverage 
and frequency of day and night- 
time television. 

Mr. Crane thinks that some 
printed media may suffer loss of 
revenue due to color tv, and 
guessed that “the Sunday newspa- 
per magazines” will be the first to 
suffer a loss of advertising reve- 
nue because their distribution 
parallels tv origination. He thinks 
supplements will make a strong 
fight, possibly with re-pricing. 

But he thinks the Sunday news- 
paper is likely to suffer no loss of 
interest. And he specifically sees 
tv as no threat to outdoor, three- 
sheet poster and _ transportation 
advertising. 


= To demonstrate how advertising 
and sales promotion can be integ- 
rated, four advertisers showed 
ANA members the way they were 
combining advertising and display 
for full power. 

Richard Carlier, director of ad- 
vertising and sales promotion for 
Bigelow-Sanford Carpet Co., 
traced the way his company tries 
to sell a campaign all the way 
down the line. First he showed 
how Bigelow’s advertising had 


motional material ever experi- | 
enced by the company came in. 
Bigelow decided to do the same} 
thing in the spring season, and the | 
campaign is now under way. | 

Arthur Dimond, advertising | 
manager of H. J. Heinz Co., under- 
lined the importance of the super- 
market to the food company, and | 
showed a slide-film emphasizing | 
that displays are essential to com- | 
plete a sale whose beginnings lie 
in a complete ad campaign. 

A team of General Electric men, 
headed by Arthur L. Scaife, mana- 
ger of sales planning, and David T. 
Meskill, sales manager of the fan 
division, and James P. Farley, ad- 
vertising supervisor of the fan di- 
vision, showed GE’s new display 
techniques. 


a Mr. Scaife reported that GE’s 
present efforts to assist distribu- 
tors and wholesalers in energizing 
retailers has been considerably 
helped by the elimination of much 
of the literature with which the 
distributors were assaulted—the 


| 


THOMAS H. HOUGH has been promoted to 

institutional products advertising manager 

of Kraft Foods Co., Chicago. He adds the 

duties to his present responsibility for prod- 

uct advertising of Phenix Foods Co., a 
Kraft subsidiary. 


amount was cut from 416 pieces to | 
63. The work of the traffic appli- 
ances division was also made eas- 
ier by an eight-month survey 
which convinced distributors, 


wholesalers and retailers that traf- 


fic appliances are more profit- 
able than radio and television re- 
ceivers, for example. 

The two executives from the fan 


division showed how their displays | 


were set up, emphasizing that the 
display pieces are the result of a 
redesign job by designer Richard 
Page. The new display pieces oc- 
cupy the space in the carton pre- 
viously occupied by packing ma- 
terial, and their cost works out to 
about 20¢ a fan. 

Results of the new display tech- 
nique are heartening: the fan di- 
vision’s budget is up 75%, orders 
are running 110% ahead of bud- 
get, and shipments for the first 
two months of 1954 are 50% ahead 
of 1953. 


How’s Your 


BUSINESS CARD? 


Check the effectiveness of the busi- 
ness cards your salesmen are using 
by having one analyzed by our 
PANEL OF EXPERTS. No cost, 
no obligation. Just send us a 
sample card, noting quantity used 
per year, We'll do the rest. Write: 


r.onHILL we. 


LETTERHEADS—BUSINESS CARDS 
270 A3 Lafayette St., New York 12, N. Y. 


Negotiator 


BERNARD P. GALLAGHER 


+ 
147 West 42nd St., New York 36, N. Y., LAckawanne 4-1631 


for the purchase and sale 
of publication properties 


l- 


been switched from a conventional 
home furnishing theme to a theme | 
which sold only carpets. | 

Then he reported that the cam- | 
paign was concentrated in Life, 
with seven ads set up on an alter-| 
nate-week basis through the fall 
selling season. The sales force got 
the story before the National 
Home Furnishings Market opened, 
with Life merchandising men. 
stressing the role of the magazine. | 
Then came the markets, with ex- 
hibits, and direct mail, and the 
business paper advertising. Final- 
ly came cooperative advertising 
and dealer tie-in material. 


s Result: Bigelow got the best re- 
tail participation in its history, 
general linage -of dealer adver- 
tising for grades other than those 
promoted in the campaign rose 
33%, and the greatest number of 
dealer orders for direct mail pro- 


} 
} 
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WCAN-TV Snarls 


Phone Lines* 


TV Hopefuls’ Calls 


Jam Phone Service 


Thousands of 'Winners' Swamp 


Broadway Exchange for an Hour 


A deluge of thousands of telephone calls by poten- 
tial winners of a radio-television ‘“‘bingo” program late 
Saturday night and early Sunday hampered police tele- 


phone emergency service at the 
Safety Building for an hour, 
police reported Sunday. 

Capt. Herbert Schmidt, in 
charge of the First Precinct 
Station late shift, stated it was 
impossible for police to make 
outgoing or receive incoming 
calls at the station between. mid- 
night and 1 a. m. Sunday be- 
cause of the number of calls 
being made to WCAN-TV sta- 
tion. WCAN has a Broadway 
telephone exchange, the same 


as the police station. 


Kal Ross, WCAN-TV director! 
of operations, claimed that be- 
tween 100,000 and 150,000 peo- 
ple play the game on TV and 
radio from 10:30 p. m. to 12:30 
a. m. Saturday night. The pro- 
gram started four weeks ago. 

Besides the police complaint, 
hundreds of persons who played 
the game Saturday night called 
the police, the Sentinel, WCAN- 
TV and operators of the Broad- 
way dial switchboard station, 
722 N. Broadway. They com- 
plained that their phones were 
“blanked out” during the pro- 
gram, that they got the busy 
signal for “two hours” and that 
they could not even reach the 
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*Game Goes On; 


Phone Lines Open 


Police and Wisconsin tele- 
phone Company officials re- 
pocsea that WCAN-TV PLAY 
EGAL did not interfere with 
normal phone operations . . . 


as happened 
Night. 


reprinted from Milwaukee Sentinel, 


last Saturday 


February 15, 1954 


N-TV found 
UILTY! 


The surprising results of WCAN-TV's new game PLAY REGAL indicates 
that thousands of viewers played REGAL — while thousands more 
jammed phone lines requesting information on how to get cards and 
to make them eligible players. As a result, WCAN-TV was found 
guility on the following four counts. 


WCAN-TV is guility of having 60% conversions in less than 
6 months on the air. It is this phenomenal conversion rate that 
made Milwaukee the fastest growing UHF Market in America 
today! 


WCAN-TV is guilty of operating at FULL POWER of 212,000 watts 
bringing top flight WCAN-TV and CBS programming to greater 
Wisconsin. 


WCAN-TV is guilty of having more than 300,000 PLAY REGAL 
forms on file in about one month . . . A good indication of the 
size and type of audience WCAN-TV can deliver for your pro- 
motional dollar. 


WCAN-TV is guilty of giving the Best TV BUY in America TODAY. 


a 


feo} 


Basic Optional 


Represented Nationally by 
Alex Rosenman ® 347 Madison Avenve 
New York, New York 
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MISCELLANEOUS 


—DISTRIBUTORS— 


THE ADVERTISING Marker PLACE 


Rates: $1.00 per line, minimum charge $4.00, Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
‘ per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $13.50 per 


FINE AGRICULTURAL ART ge gh de bg ep 
Write for illustrated brochure U. 8. areas. Not a gadget—a new m ium for 


JOHN ANDREWS tories with top potential 

7265 No. 36 Omaha, Nebraska___|| ational promotion, and adveruising qupport. 

209,000 live names on Elliott: stencils || zeq*Sayeaetn, hagmuenite of Baek experiance 
’ s 'e - 
Call your list broker - TO - DAY sonal interview for those “meeting our high 


franchise terri- 
income and profit. 


rn a standard of qualifications 
column inch, Regular card discounts, size and frequency, apply on display. | °* Tobe's - Niagara on the Lake, Canada|} _ || Box 82 te ye 


HELP WANTED 


CHALLENGING OPPORTUNITY 
For advertising man experienced in (1) 
design and procurement of point-of-sale 
material, (2) production of newspaper, ra- 


POSITIONS WANTED 


|“FILM PRODUCERS - CHICAGO AREA 


| Young man with advertising & trade mag- 
| azine experience seeks spot in industrial 
or educational films. An able writer with 


40,000 PRIME BUYERS | 
TRUCK FLEET MAILING LIST 


ADVERTISING PERSONNEL 


dio, television, and transit advertising, (3) | ideas. Knows photo techniques. Has grad. Reach this lucrative market of truck fleet 
intelligent media buying, (4) organization | degree. Now employed. operators, arranged geographically by state | Employer-Employee 
and administration of Advertising Depart- Box 6249, ADVERTISING AGE ual. Investigate 


ment for national sales leader in beverage 
field with headquarters in California. Give 
full particulars of past employment and 
experience in each of the above fields in 
application. 
Box 6236, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 

Top flight representatives wanted for New 
Process Full Color Film Transparencies - 
called “Color Chromes” ©. Sun-tested - 


200 E. Illinois St., Chicago 11, Il. 


Chicago illustrator & art director wishes 
to establish himself with a studio or agen- 
cy in any one of the following states: 
Colorado, Arizona, New Mexico or Okla- 
homa. Versatile in all media and style in 
illustration. Varied background of experi- 
ence with leading studios and agencies in 
the midwest. 


Box 6233, ADVERTISING AGE 


Rent all or part. $20 per M. Nominal 
charges for inserting, mailing, etc. 

Box 8236 ADVERTISING AGE 
801 Second Ave. New York 17, N. y. | 
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“Our 43rd Year” 
ADV. MGR. $10,000 
Budget control. Complete cam- 
paigns for all channels of trade. 


our active confidential service. 


EMPLOYMENT C 


7 W. Madison © Financial 6-2100 © Chicago 2, ILL. 


Betty Cle: 


Suite 1009 


lem 
OUNSEL, INC. 


ACCOUNT EXECUTIVE 


-fading - f use in window 
Proved on tacigns merchandising dis-|___200 E. Illinois St., Chicago 11, I. ASST. ART DIR. caweat? DOLLAR FOR DOLLAR—Another version of 
plays, etc. See advertisement page 63. SALES, SALES PROMOTION HARD. commen est. with Lighting Equipment Experience || the revolving ring principle (see picture on 
Middle West Pictorial Company & ADVERTISING MANAGER ARD-SELL COPY $ 7,500 Page 62) is General Motors Corp.'s 


1635 W. Melrose St. Chicago 13, Ill. 


LIFE PERSONNEL SERVICE 
Advertising e Publishing e Radio e TV 
for employers and qualified applicants 
105 West Monroe DE 2-3885 Chicago 

DIRECT MAIL EXPERT WANTED 
By better type eastern jewelry store 
chain, experienced individual or agency 
qualified to handle direct mail advertising 
and promotions. 

Box 6238, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and.women. 
185 N. Wabash Fr 2-0115 Chicago 


Advertising Assistant. Large home fur- 
nishings manufacturer offers excellent op- 
portunity for young man to learn adver- 
tising and merchandising in national ad- 
vertising department. Some experience 
desirable but not necessary. Box 6239, AD- 
VERTISING AGE, 801 Second Ave., New 
Yoru. 1%, M,Z. 
CIRCULATION MANAGER 

For trade publications with offices in Chi- 
cago. Must be able to handle details and 
know ABC regulations. Excellent oppor- 
tunity for young man or woman now serv- 
ing as circulation clerk. Salary open. 

Box 6232, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Il. 


SCREEN PROCESS SALESMAN 
Must be experienced on advertising dis- 
plays. State resume of experience, age and 
background. Draw against commission. 

Box 6246, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Mil. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


WANTED - Young man for national soft 
drink company’s advertising department 
(Chicago). Some experience preferred. 
Box 6250, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SALESMAN 
For trade publications. Midwest territory. 
Prefer young man with some experience. 
Must have car. Opportunity to progress. 
Salary, comm., and expenses. 
Box 6243, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


Excellent diversified publishing back- 
ground with top recerd in media sales & 
promotion. National-wide agency & mfg. 
contacts. Know graphic arts, layout & 
copy. Executive, Promotional & Sales Man- 
agement experience at Mfg., Distributor 
& Retail levels. Can offer creative think- 
ing plus dynamic sales personality. Pres- 
ently employed. Will re-locate anywhere. 


Box 6242, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CONSUMER COPY ACE, idea man, exper- 
ienced all major fields, adept both hard- 
sell & whimsical touch, wants long-term 
connection requiring & rewarding stand- 
out talent & craftsmanship. Copy /contact 
OK. Please detail fully, including top sal- 
ary. Box 6247, ADVERTISING AGE, 


801 Second Ave.. New York 17. N. Y. 


WANTED: NEW JOB CHALLENGE 


This creative-thinking advertising manag- 
er is ready for the challenge of the next 
step up—in opportunity, responsibility, 
and income. Married college graduate with 
seven years’ maturing marketing experi- 
ence as 1) copywriter and 2) advertising 
manager for consumer-industrial products 
with hefty six-figure budget. But exciting 
job plus attractive salary will woo him 
away. Will re-locate from Chicago for 
right offer. 


Box 6240, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


COPY WRITER 

6 years experience in consumer goods pro- 
motion and advertising with a major man- 
ufacturer make this young man a real 
find for agency looking for a talented 
young writer who understands the client’s 
point of view. Strong on department store 
promotion. 


Box 6235, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


FARM ADVERTISING MAN AVAILABLE 
to agency or advertiser seeking mature 
young man with experience and know- 
ledge of farm market. Able to create, sell 
and manage advertising in all media di- 
rected to farm consumers. Now with 4-A 
agency on large national farm account. 


Box 6248, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


TRADING 


college grad.; family man 
VERSATILE, ABLE, HARD-WORKING 
trading heavy experience in food mer- 
chandising; experience in sales, produc- 
tion, writing for career opportunity in 
agency or related field. 32 yrs. Will relo- 
cate. Box 6245, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


POSITIONS WANTED 


INDUSTRIAL AD MAN: Exper. in all 
phases. Age 31, married, now employed. 
For agency or advr., NYC or Phila, $7500. 
Box 6237, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


COPY PINCH-HITTER 
Urgent writing job, just when your shop, 
is jammed? Fresh slant needed, and not 
a spark sparking? In Chicago, I might 
find the answer. Former copy director, 
big 4-A agency—many hits to my credit, 
few strike-outs. In a pinch, try me. 


Box 6241, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


Established near 100-year-old weekly. Sub- 
urb of Chicago, yet separate, ideal com- 
munity. Diversified mfg., agriculture. Col- 
lege. 7,000 population estimated to be 13,- 
500 by 1975. Largest circulation; rates $2. 
Local 70, national 84; many contracts. 
Winner state-national prizes. Job printing 


sub-lease makes net monthly rent $10. 
Reason: illness of partner. Price, $48,500; 
$20,000 down. 


Box 6234, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Ill. 
SOMEONE’S OPPORTUNITY. Radio and 
television station. Only ‘CBS” outlet in 
state. Profitable. Bargain. Terms. Immedi- 
ate. Box 6244, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Space b/w consumer, tndustrial 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ceeeteinbatieteintincceteieinesriaiiecimenniadenieiieaiainaiaes eee natin aheemeememeidatiansel 
New Opportunity for Top Notch 
SALES REPRESENTATIVES 


to represent America’s fastest growing advertisin 

point-of-sale display in major areas other than Chi- 

cago, St. uis, New York and England. 
ADVERMATS 

See Advermat Contest advertisement, 38. 

if you are an established man in your community, 

looking for another point-of-sale line substan- 

tially increase your income, here is the unusual 

opportunity you have been waiting for. 

The Perfo Mat & Rubber Company is a solid, inter- 

nationally established firm. If you become our ex- 

clusive representative in your area, you get tested, 

Proven selling material without a cent of invest- 


5 : the manufacturers in 
area that could profitably use this point-of-sale 


“Sis- 
s- 
play that’s in a class al! its ow 

oO. 


Perfo Mat & Rubber Company, Inc. 


your photo. 


Box 830 
200 £. Illin 


Large midwest agency wants a young man 
with definite experience in the Industrial- 
Commercial-Fluorescent 
ment field to handle advertising and sales 
promotion. Must be qualified to take over 
complete creative and client contact job. 
This is an excellent opportunity for the 
right man. We invite your résumé, includ- 
ing salary requirements, references, and 


lighting equip- 


ADVERTISING AGE 
ois St., Chicago 11, Il. 


461 Fourth Avenue New York 16, N. Y. 


Industrial Advertising 
Account Man 


We are looking for a capable 
oung man with some engineering 
ackground to work as a member 

of an account group on electrical 

apparatus, creative and contact. 

Please send résumé, with photo if 

possible, salary requirements, etc. 

Fuller & Smith & Ross Inc. 
1501 Euclid Ave. Cleveland 15, O. 


to 35 age group. 


about yourself. (No samples.) 
Box 825 
200 E. Illinois St. 


ADVERTISING AGE 


ADVERTISING 
COPYWRITER 


You're writing good copy now—copy that's “right the first time.'’ BUT, 
you want more opportunity; want to broaden your experience; want a 
spot to put down roots and really do a worthwhile job. You're in the 25 


Chicago 11, Ill. 


If you've had medical or pharmaceutical experience, so much the better, 
but most important is that you be a lot better-than-average writer . . 

a man who can “make it sing” with sell. 
If “Copy Chief” in the expanding Advertising Department of one of 
the oldest, most respected pharmaceutical houses in the country (Mid- 
west, not Chicago) appeals, then we should talk. Write us at length 


silver dollar Pontiac display. The plastic 
dollars are 14” in diameter and revolve 


slowly on a metal base. The producer was 


Walter Marshak Inc., Brooklyn, N. Y. 


Mariva Industrial Bows 

Jerry Crabbek, formerly adver- 
tising manager of Aerovent Fan 
Co., Piqua, O., has opened his own 
agency, Mariva Industrial Adver- 
tising, at 39 S. Walter St., Spring- 
field, O. In addition to Aerovent, 
the agency will handle advertising 
for K. Wm. Beach Mfg. Co., pro- 
ducer of industrial gaskets, and 
Hiland Products Ine., manufac- 
turer of agricultural chemicals and 
insecticides, both of Springfield, 
and Whitfield Mfg. Co., Washing- 
ton Court House, O., maker of 
lathe centers. Aerovent previously 
was handled by Weber, Geiger & 
Kalat, Dayton. 


Stanton & Son Name Woolf 
Len Woolf Co., Los Angeles, 
has been named to handle adver- 
tising for Stanton & Son, Los An- 
geles. Consumer and trade adver- 
tising will promote Stanwall hard- 
wood paneling, with emphasis on 
the do-it-yourself market. 


ARTISTS 


To do black and white reproduction art 
for food packages, wrappers and labels 
in Menasha, Wisconsin. Excellent work- 
ing conditions in recently remodeled sur- 
roundings. Permanent employment if ac- 
cepted. Submit samples with application 


Placement artment 
MARATHON CORPORATION 
Menasha, Wisconsin 


Wanted by expanding 4-A Indus- 
trial Agency in New York City. 
To work hand in hand with 
vice-president and principal of 
this agency. 

We're looking for a “comer” who 
can take over key contact-crea- 
tive job within next 2 to 3 years. 


Your strong points should be 


minimum of supervision; crea- 
tive versatility; a personal- 
ity that wears well with clients 


801 Second Ave. 


CHALLENGING OPPORTUNITY FOR 
INDUSTRIAL COPY-CONTACT MAN 
WITH MECHANICAL BACKGROUND 


and associates; and thorough 
knowledge of industrial market- 


ing and industrial markets. 


A Mechanical Engineering degree 
or strong mechanical background 
essential. Familiarity with power 
plant and petroleum and chemi- 
cal processing equipment highly 


desirable. 


If you are interested in this op- 


includes periodicals printed on contract. ability to create sound, crisp in- portunity, please send us com- tough, hotly competitive field. Our prod- 
Linotype, newspaper cylinder, V-50, new dustrial publication advertising plete information about yourself ucts move to the consumer via jobbers and 
Ludlow, caster, router, Elliott. Building copy and a wide variety of re- —age, education, jobs held and dealers; also by mail order (about 10%). 
lease available seven years; option to buy; lated promotion material with a period of time in each, present If interested write Box 831, ADVERTISING 


and sal desired, refer- 


etc. 


Mem of our staff 


ences, 
know about this advertisement. 


Box 828 ADVERTISING AGE 
New York 17, N.Y. 


18,000,000 Annual Visitor: 
CAN’T MISS Your Message on... 


MAXWELL HIGH SPOTS 


in famous ATLANTIC CITY “The World's Playground" 


The B.C Maxwell Co.Adantic City NJ, 
“OUTDOOR ADVERTISING 


ADVERTISER 
SEEKS AGENCY 


Small, growing Chicago manufacturer of 
garden chemicals seeks aggressive agency 
with imagination and punch. Our account 
is small but it will grow. We're placing 
$15,000 space in 1954, much already has 
been placed. The right agency can increase 
our sales enough to warrant much more 
space in the future. The right agency must 
know how to s-t-r-e-t-c-h our advertising 
dollars to the limit and will spend our dol- 
lars more cautiously than its own. If you 
can't work effectively this way, please 
don't answer this ad. 


Here is a real challenge to show that 


imaginative and creative budget advertis- 
ing can really boost sales in a rough, 


AGE, 200 E. Illinois St., Chicago 11, Ill. 


SPACE BUYER 
FOR MIDWEST 4-A 
AGENCY. Should have 
some publishing, selling or 
marketing experience, or 
combination of all three. 
Good working knowledge of 
newspapers, general maga- 
zines and some radio or TV 
buying essential. Good sal- 
ary, insurance plan, etc. If 
you feel you qualify, write 
in detail covering education, 
past experience, age, earn- 
ings and phone number. 

WRITE: 
Box 827 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 
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Advertising Age, March 22, 1954 


Sales Promotion Value of Point of Sale 
Is Growing, Marketing Professor Reports 


HARTFORD, March 17—With the 
continuing trend towards self- 
service, self-selection stores and 
store departments, the value of 
point of sale display as a sales pro- 
motion tool will continue to grow, 
according to Carl J. Gladfelter, as- 
sociate professor of marketing in 
the School of Business Administra- 
tion, University of Connecticut. 

Writing in “Connecticut Indus- 
try,”’ Manufacturers’ Assn. of Con- 
necticut monthly publication, Prof. 
Gladfelter notes that studies have 
shown, in controlled tests, that 
proper point of sale display has in- 
variably increased the sale of the 
item as against improper display or 
no display at all. 


number of calls a salesman can 
make, but increases the effective 
use of the display material. 

“The salesman’s effectiveness is 
easily measured and costed, but, 
the sales resulting from a given 
display are not so easily deter- 
mined... 

“The explicit costs of display,” 
Prof. Gladfelter concluded, ‘are 
those incurred in planning and de- 
signing the idea, manufacturing, 
selling, transporting, installing, 
rent paid for display privilege or 
space, stocking, and in some cases 
removing the display. Do not over- 
look cost of sales lost through the 
‘failure on part of retailer to use 
‘the display, use it properly, or use 


You wouldn't buy a pair of shoes before 
trying them_on! 


y LONDON 
CAN ADA 


Don't buy Canada before 
you test Canada! 


In recent months over 35 National Advertisers 
have tested the reactions of the Canadian Market 


through the pages of 


The London Heee Press 


lestern Ontarivs Foriemest Meuripauper 


‘it for an adequate period of time. 
® He cited the following advan-| “Unless these costs are measured 
tages of point of sale display: in relation to the sales gained 

1. It acts as a substitute for the from the total amount of display 
retail sales person. _achieved, the most effective vehi- 

2. It adds effectiveness to the re- cle for distributing and installing 
tail salesman’s presentation. ‘the point of sale display can never 

3. It helps make the manufac- accurately be determined.” 
turer’s and retailer’s advertising |_— 
more effective through recall. 

4. It increases the incidence of 
impulse buying. | 

5. It tends to make the ‘apatite! 
work load lighter, thus increasing | 
its acceptance and use by him, if 
the display is furnished by the) 
vendor. 


a “These advantages are _lost,!| 
however,” Prof. Gladfelter cau- 
tions, “if the display material is 
not accepted, or used properly by 
the retailer. Lionel B. Moses, v.p. 
of Parade Publications, says, ‘Show 
a retailer how your point of sale 
idea can help him get something he 
wants, and he will use your ad- 
vertising to get something you 
want.’ 

“It appears, then, that the actual 
selling of the display or display 
idea, the method of delivery and, 
installation are as important to 
the success of this type of sales 
promotion as the display itself,” 
he said. 


| 
® He observed that point of sale | 
display material is usually dis- 
tributed by one or more of the fol- 
lowing methods: (1) shopping 
with goods; (2) delivery and set- 
up by salesmen; (3) delivery and 
set-up by outsjde agency retained 
for the purpose; (4) delivery and 
set-up by “missionary” salesmen; 
(5) mail or some other form of 
public delivery, and (6) delivery | 
and set-up by the wholesaler’s and | 
jobber’s salesmen. 

“In promiscuously sending out! 
point of sale display material to! 
the retailer by mail,” the professor | 
continued “or with the goods, cer-/ 
tain problems are likely to result. 
There is no guarantee that the re-) 
tailer will use the display, or that. 
he will use it properly. The display | 
must be adequately protected or 
excessive in-transit damage will 
result. 

“Frequently, the display fails to 
reach the proper authority in the 
store or department. The advan- 
tage lies in the fact that the display 
material receives special attention 
upon the arrival, thereby refresh- 
ing the retailer’s memory of the 
salesman’s request for display 
space and display time. 


Des Moines, lowa .. . 
$324,518,912 
Lexington, Kentucky .. . 
$ 87,035,875 
Lynn, Massachusetts .. . 
$ 153,884,390 
Peoria, Illinois . . °. 
$ 185,022,457 
Dayton, Ohio .. . 
$296,983,885 
Salt Lake City, Utah .. . 
$331,861,018 


SAN DIEGO, California $486,687 ,283 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


e “This method of distribution 
saves the salesman’s time since he 
does not have to set up the display. 
A good device, not frequently 
used, is to send the display mate- 
rial marked, ‘Hold pending arrival 
of salesman.’ This helps pave the 
way for the salesman’s call. 
“When the display material is 


San Diego Union 


enpag nd Apres mney Ane EVENING TRIBUNE 
agency specifically retained for, SAN DIEGO 
that purpose, invariably part of CALIFORNIA 


the salesman’s job is the installa- 
tion of displays. This reduces the 


REPRESENTED NATIONALLY BY THE 
' WEST-HOLLIDAY CO., INC. 
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Pellex to Dowd, Redfield Potential Gas Appliance Sales, 1954-58 
Pellex Inc., New York, has " 
named Dowd, Redfield & John- Estimated by the American Gas Assn. 
stone, New York and Boston, to Potentials 
handle its advertising. Past Sales *Current Economic Levels Lower Economic Levels 
; 1952 1948-52 1954 1954-58 1954 1954-58 
a ot okad $2,175,000 $12,418,000 $3,150,000 $19,300,000 $2,550,000 $12,700,000 
Water Heaters ....... ** 1,910,000 9,176,000 2,600,000 18,000,000 2,150,000 12,400,000 
Ist And 13th {Central Heating Units . 1,185,000 5,575,000 1,300,000 7,800,000 1,000,000 4,600,000 
Space Heaters ......... 1,710,000 9,155,000 2,000,000 13,700,000 1,450,000 7,900,000 
F > i aN re 135,000 Not Available 225,000 - Not Computed 200,000 Not Computed 
ee. a... Not Available 200,000 Not Computed 160,000 Not Computed 
Florida is 13th in cottle production. i he gs $7,115,000 $36,324,000 $9,475,000 $58,800,000 $7,510,000 $37,600,000 


Florida also grows considerable celery *Assuming no change from the 1953 level of consumer disposable income. 

and other food crops. _+Assuming a 10% decline in 1954, and 20% in 1954-8, in consumer disposable income. 
All of this is grown right here in Cen- | **Automatic water heaters only. 

tral Florida—all the year ‘round. | tIncluding floor and wall furnaces. 


We don't go in for race horses and 


bathing beauties and dog tracks. Ours is Four Join N. W. Ayer & Son 
mostly a shuffle-board winter resort. 


\formerly with William Esty Co.,|Clayton, Mo., by Alvin M. King, 
| William H. Clay Jr., formerly has joined Ayer’s radio-television formerly v.p. and commercial 
But we do work at our business— assistant sales manager of the department in New York as a) manager of KSTM-TV, St. Louis. 
orange-growing and cattle-growing. wholesale division of Coty Bien | Son TENS. ig coneeee bie 
That's why our people are prosperous has joined N. W. Ayer & Son in Duren, formerly wi enyon 
ie ” why ‘th e Philadelphia service depart- | oe co has joined the same de- 
;/ment. Paul E. Rowe, formerly ac-| partment. 
count executive ‘with Ward. the advertising staff of the Des 
‘Wheelock Co., has joined Ayer’s| Al King Advertising Bows Moines Register & Tribune, has 
Plymouth Automotive Co-Op Unit | Al King Advertising has been | been named an account executive 
out of Philadelphia. Frank P. Buck, | established at 7818 Forsyth Ave., of W. D. Lyon Co., Cedar Rapids. 


WHAT ABOUT 


|W. D. Lyon Appoints Zirbel 


Robert P. Zirbel, formerly on 


Orlando Sentinel-Star 
Orlando, Florida 


Nat. Rep. Burke, Kuipers & Mahoney 


FROM YOUR ADVERTISING? 


RECOGNITION TRENDS FOR EIGHT PRODUCTS ADVERTISED IN A BUSINESS MAGAZINE 


Adv fter 23 Ad 
Per Cent of Subscribers Recognizing Harnischfeger as Manufacturer = Jen 1950 ay = Oat 1951 f 
, espondents espondents 


PRODUCTS 


Power Shovels 
& Cranes 


Overhead Cranes 


BEFORE ADVERTISING 


Electric Hoists 


Arc Welding 
Equipment 


Welding Electrodes 
Diesel Engines 
Pre-fabricated Houses 


Soil Stabilizers 


TO DETERMINE theeffect of business paper 
advertising upon product recognition, Harnisch- 
feger Corporation asked McGraw-Hill Research 
to make tests of product recognition before and 
during an extensive Harnischfeger advertising 
campaign in a McGraw-Hill Publication. 


THE RESULTS prove that, after 23 adver- 
tisements (mostly spreads) covering one year 
and eight months, all of the eight advertised 
products rose in recognition, ranging from a 
38% increase (rise in recognition from 34% to 
47% in the case of power shovels) to a 200% 


increase (rise in recognition for soil stabilizers). 


CONCLUSION: This study (summarized 
in McGraw-Hill Research Data Sheet #5193) 
indicates that consistent business paper adver- 
tising can boost product recognition, the fore- 
runner of product sales. 

TO SERVE YOU: McGraw-Hill Research 
is one of the many “services” maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to business 


paper advertising performance and effective- 
ness, ask your McGraw-Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


ARD 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


HEADQUARTERS FOR Besrinmes§ 1h FORMATION 


M-GRAW -H/L/ 


KID STUFF—This jumble of kids (all wearing 
Keds) was produced by Sweeney Lithograph 
Co., Belleville, N. J., for U. S. Rubber Co. 
The wooden framework is made of Tinker 
Toy units and is 25” high and 11” deep. 


GE’s Park Will Head 
New ANA Committee 


on Appropriations 


Hot SprRINGs, Va., March 18— 
The Assn. of National Advertisers 
announced today its plans to form 
a new committee which will un- 
dertake a study of the factors de- 


ANA Meeting 


termining how much to spend, and 
tne makeup and presentation of 
advertising appropriations. 

The committee, announced to 
ANA’s spring meeting here by Ben 
R. Donaldson, advertising director 
of Ford Motor Co., will be headed 
by George B. Park, who has the 
attenuated title of manager, ad- 
vertising and sales promotion serv- 
ices department, marketing serv- 
ices division, General Electric Co. 
It is expected that the new com- 
mittee, along with studying adver- 
tising appropriations, will look 
into advertising department organ- 
ization, selection and training of 
personnel, budget accounting and 
cost control, and agency-client re- 
lationships. 


Company Formed to Film 
Stock Shots to Order 

R. A. Pheelan, formerly of WOR- 
TV, New York, and Edna Paul, 
previously of NBC, have joined 
forces to form a new company, 
called Stock Shots To Order Inc., 
with offices at 550 Fifth Ave., New 
York. 

Mr. Pheelan explains that the 
service is intended primarily for 
tv producers, in and out of New 
York, who find that stock film 
libraries can’t supply the shots 
needed for a commercial or pro- 
gram insert or for background pro- 
jection. Such footage will be filmed 
to order for producers by the new 
company “at rates competing with 
library costs.” The service also 
is available to industrial and edu- 
cational film makers. 


‘Foundry’ Names Hetke 

Leonard R. Hetke has_ been 
named district manager of Found- 
ry, a Penton publication, in the 
Chicago territory, where he will 
be associated with regional man- 
ager A. W. Johansen. Mr. Hetke 
previously was with Gillette Pub- 
lishing Co. 


Rotheart Joins Polon 

Leonard J. Rofheart, formerly 
production manager of Harry Sil- 
verstein Inc., New York advertis- 
ing typographer, has been ap- 
pointed production manager of 
David D. Polon Advertising, New 
York. 


Jones Joins Agency League 
Duane Jones Co., New York, has 


been elected to membership in the 
League of Advertising Agencies, 
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Department Store Sales... 


Weekly Sales Trail ‘53 Level by 8% 


WASHINGTON, March 18—Depart- 
ment store sales in the U. S. 
lagged 8% for the week ended 
March 13 compared with the cor- 


Minneapolis District ........ —3 
Metropolitan Areas 
Minneapolis-St. Paul .... ° 

Minneapolis City his 
St. Paul City ....0... 


ae ee —7 —ll1 
San Francisco-Oakland —3 

San Francisco City ...... +2 —3 
CU RG ncvcssccscsccees —13 —12 
ee ae ae —16 +13 
Portland aa 9 —7 
Salt Lake City —13 —12 
Seattle =] =i 
Spokane —13 —11 
Tacoma —7 onl 

r—Revised. 


» Romances, Modern Screen, Motion _True Confessions and True Story. 
Picture & TV, Photoplay, Screen The campaign breaks with a color 

| page in Life May 7. J. M. Mathes 

Inc., New York, is the agency. 


Stories, Screenland, 
Silver Screen, 


Seventeen, 
Today’s Woman, 


SIMPLE MARKET 


responding week of 1953, according} Cities *—Data not available. 
to the weekly report of the Federal| | Duluth-Superior .......... =< +2 
Reserve. Board. — ee —1  —5| Hutson to Clark & Bobertz 
The decline was not as severe! Denver ........................... rg —15| Charles H. Hutson has joined 
as the 11% drop recorded for the TOPEKA orev —12  +8|Clark & Bobertz, Detroit. He will eee 814,800 PEOPLE 
week ended March 6, but sales EE r—6 -—l1|serve as assistant to M. C. Ivey, 
from Jan. 1 to March 13 were off Albuquerque’ 2 ag 4] |@€CoUNt executive on Kasco Mills, _-+ - - - BILLION DOLLAR BUYING PO 
3% compared with the correspond-| Oklahoma City —12 —14|0f Toledo and Waverly, N. Y. Mr. | = - - - UNLIMITED SALES POTENTIAL 
ing period of 1953. Tulsa — Hutson was formerly associated AEE tecieeatienan 
The Federal Reserve Board re- AS ie adi ‘al with Carnation Co. | 49 County POPOLATION B14 BOO 
ports that a 5% decline in sales! pats District “al There’s SALES 
Metropolitan Areas Cutex Launches Cute Tomata in to 4anebe Satine een’ oo om 
Dallas +6 —15 Northam Warren Corp., Stam- — of whet this sich agricultural and 
De ment Store EL PaO 18 = ford, Conn., will introduce Cute ae 
part eesti ¥ a 0 rg a new Cutex nail polish whee be,) peo, | 
ian Akaec —14 ~— 10 color, this spring. Promotion in- The i ts : ity oF % rr 
Sales Barometer | Gon Feonsteee District wa oa —6\cludes a beauty contest among JOURT TOU Citu Sournal Baers A Se OF c= 
| Cutex distributors, extensive mer- | | 
| LoS AMgeles veececcccccessssnn val — Stag reg. - 
Change from 1953 + le ng Me haaiine = pa chandising tie-ins with other man- NAL TRIBUN . bea yt so Bp 
Westside Los Angeles 0 —2!ufacturers and ads in Life, Modern NATIONAL REP. JANN & KELLEY, INC. 3S RSER 
—3% 
—8% | 
= 8 ARE YOU USING THIS 40 MILLION 
Week ro CLASSIFIED 
March 13, 54 March 13, ’54 | PE TELEPHONE 
AK CIRCULATION TO DIRECTORIES 


was expected during March be- 
cause of the fact that Easter is two 
weeks later this year than last. 


INCREASE BUSINESS? 


= The board attributed the gen- 
eral decline in sales to the rise in 
unemployment. This factor was not 
counterbalanced by the arrival of 
springlike weather in many parts 
of the country. 

Districts where sales declines 
were most noticeable were 
Minneapolis with 17%, Cleveland 
and Atlanta with 12% and Kansas 
City and San Francisco with 11%. 

According to the Federal Re- 
serve report, television sets are 
selling well so far this year, but 
sales of appliances, floor coverings 


Are you using it to bring 
business to your dealers? 


This 40 million circulation (or any 
part of it) of the Classified Telephone 
Directories will help direct prospec- 


and furniture have declined 
sharply. tive buyers of your products or serv- 
9 Or eae ices to your authorized outlets... 

Federal Reserve Feb. Mar. throu gh Tr a d e Mark Service. 

District, Area, and City el 4 

UNITED STATES. 2..0..00..00000 — 

Boston District ..........-s00 —4 | Trade Mark Service displays your 
"Bosom nec 4-6 trade-mark or brand name in the 
BOSton eeeesssssessesssseenereesereees 

Downtown Boston ......... 4 —T | 
Sistpniaianianieiiee —7 —3 4 ’ ‘ 
Ran on ty yellow pages’ over a list of author- 

Citi ; 

Springfield i atlas 0 +4 ized dealers. 
Providence ace wnesbdaeteiens = = I k 4 P 
k D _ aan os 

Moteeneitten Areas | t MaKeS your pr 0 ucts easier ior 
te se Gpseseseousseeesoccevccesocesecs ana a prospects to buy. It localizes your 
— Gnvenennien r+l is national a dver tising ie increases 

bocdeususcueshenilai —2 —6 | 
— 17 131 sales for your dealers. : 

Philadelphia District ........ --9 —16 : 

, (One ean Look in your classified directory to 

nner Hy, ol ' DS find the leading manufacturers that 
Ak — : ; . 
Cucianatl —.- a at are using this peak circulation to 
SS ae ae —8 —59 ; 

II. sitinceccsccctnenttrrests --1 —15, sell their products. 
DEG... sacatrtrsinrerreicccsicsincene —l1 —26— . 
Erie —& —12| 

City | 
Pittsburgh o..ccsccsssssccssseesee . + 

Richmond District ............ “ r—2 —4| 
Metropolitan Areas . ie 
Washington  cecrecseecesessevesees _ 

Neen nn Washington —5 —4 wT ned tee ee 
WRGREIAOEO  ccnscccresercccsosessecese 44 +1) Gart, Routovenn Gare and fie- 
dante, Distiet wo rs oon For Pa Ser ne 
Atlanta nie —| — pig pay 
A 

—— +3 —13] prey by me ages seavice 
TACKSONVINNES  cecorseressrcesceeee —7 —17 “FOR SERVICE CALL” 

Miami == = ‘ 

REED einatnenvenecensntosneccerccee _ 

SD cxccstncccvtnerssccerssesese —13 —7 | 
— = a U. 8. Steel Supply ts one of 

Chicage District ................ —7 —14 thousands of leading firms 
pppoe dais ~f =i which use Trade Mark Service. 

Indianapolis ........ccscccceeee —8 —9 
RRR Cara a —12 —3 
EOD secevenasienseennene --1 -—1 
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‘MAXWELL HOUSE 


Win a mass product, you buy mass 
markets. Mid-America is one —a mass 
market, dominated by farmers. You can't 
sell Mid-America without farm families, nor 
the magazine that concentrates on them 
alone! 


Imagination and 
Money Put Starch 
in Jell-O Ads 


(Continued from Page 2) 


Mr. Penn’s initial reaction when 
asked to photograph pudding was 
negative. “But ‘Serge’ played the 
inspiration angle,” he explains, 
and he finally agreed to take a 
flyer. 


s The tried-and-true in food ad- 
vertising was never used and the 
restrictions on Mr. Penn’s imagina- 
tion were few. “We wanted a good 
interpretation of the simplicity of 
making up this food,” explained 
Carl Lins, art director on the ac- 
count. 

The general theme—contrary to 
most food advertising which pic- 
tures the finished product—was to 
show the pudding or pie filling in 
some stage of preparation and to 
show it so invitingly that the 
housewife would feel compelled to 
buy the product so she could fin- 
ish the preparation. “Make it sim- 
ple” was a byword. 

The results speak for themselves. 


# Generally, an idea for an ad is 
born in the collective minds of 
photographer Penn and art direc- 
tor Lins. The two then take their 
broad idea to the Consumers Serv- 
ice group at General Foods and ask 
the home economists there to run 
through an entire stage in the 
preparation of a pudding or pie 
filling. They watch carefully be- 
cause “we want to see what really 
happens in the kitchen.” 

Next step is to set up a one-day 
dry run in the Penn studios. A 
staff member of Ellen Ann Dun- 
ham’s Consumer Service depart- 
ment goes to the studio with all 
the materials and tools that have 
been requested. By the time every- 
thing is spread out, “she looks like 
a nurse preparing for a medical 
operation,” Mr. Penn remarked. 

The rest of the day is spent 
analyzing and overcoming techni- 
cal photography problems and lis- 
tening to suggestions from the 
home economist. Late that after- 
noon corrections are made such as 
dyeing or darkening some of the 
items in order to achieve greater 
color intensity. There are seldom 
any other recurring problems. 


# On the day of the shooting, the 
morning is spent setting up; then 
the rest of the day—sometimes un- 
til 7 p.m.—is spent actually taking 
pictures. 

With all other problems taken 

care of, “all your energies on the 
day of shooting are spent entirely 
on making the food look appetiz- 
ing,” Mr. Penn said. 
The account group agrees that 
turning out a Jell-O ad is a basi- 
cally simple job—preceded, how- 
ever, by very thorough prepara- 
tion. The copy department is 
consulted during the planning 
stages and the copy in each ad is, 
naturally, complementary rather 
than independent. 


ws Mr. Sergenian candidly admits 
that he no longer plays an active 
role in producing these ads, al- 
though his personal interest in 
each picture is so great that he fol- 
lows their evolution closely. To 
him also must go the credit for 
inducing Mr. Penn to tackle his 
first advertising assignment—one 
as undramatic as pudding—as well 
as much of the credit for insisting 
on the high standards that have 
made the ads pay off. 

“The most gratifying thing to 
me,” says Mr. Penn, “is that sales 
are uphill. It proves that the 
strong, clear, intriguing, never- 
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work, a little more than a year ago. | 


talking-down picture is the best 
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ELECTRIC-GAS-COAL-WOOD RANGES Hs 
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Wen your product costs important money, ) . 
you want people who have money. Farm fam- | 
ilies rate high. And tops among them are the 

readers of Capper’s Farmer. They are the most 

prosperous farm families in Mid-America, | 

itself the richest farm market on earth! | 
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way to sell the product. 

“We have never used obscure 
things in our pictures, never any- 
thing you can’t buy a hundred of— 
although some of the glassware 
used has been very fine quality.” 

No retouching of any sort has 
ever been done on any of these 
pictures, according to Mr. Penn. 
Engravings are made direct from 
transparencies. 


s Although the Jell-O gelatin 
campaign also got the nod from 
two of the four art directors who 
nominated the product, there is 
only one agency man who works 
on both campaigns: copy super- 
visor Charles Feldman. 

The problem in selling Jell-O is 
different from selling Jell-O pud- 
ding and pie filling. In the latter, 
Mr. Feldman points out, the job is 
to get the housewife to go out and 
buy the product. 

The gelatin, however, is usually 
in the pantry and the task here is 
to remind the housewife to use it 
—to turn out an ad which will 
make her say, “Oh yeah—Jell-O.” 


= The current animal campaign 
(which started in January), is the 
outgrowth of a program, begun 
last fall, to find a new promotion 
that would surpass the pace set by 
“Now’s the time for Jell-O.” The 
client wanted to hold its estab- 
lished audience and at the same 
time make a more direct appeal to 
children. 

An appeal to art and copy de- 
partments brought a wealth of 
material, including the animal 
idea submitted in copy form by 
copywriter Shirley Simkin. John 
M. Anthony, senior associate art 
director, put the idea into a lay- 
out, the Jell-O product group 
looked at all the campaigns, liked 


THE PLANNERS—The copy and art group for Jell-O pudding and pie filling discuss 

upcoming ads in the office of Fred S. Sergenian, v.p. and art director of Young & 

Rubicam. In the usual order, Carl Lins, art director on the account; photographer 

Irving Penn; Mr. Sergenian; Charles Feldman, copy supervisor, and copywriter Mary 
McCay. 


the animals best and submitted) 


them to the client. 

General Foods liked the animals 
idea so much that it asked the 
agency to get a campaign rolling 
immediately. Next problem was to 
find an animal illustrator who 
could put the necessary warmth 
and humor into each animal and 
still be far enough removed from 
the recognized stylists of animals. 


= Some two dozen artists were 
asked to submit samples. and the 


okay finally went to Jack Welch, 


former Y&R sketch man who had 
since graduated to free-lancing 
and cover work for magazines like 
The Saturday Evening Post. 

Mr. Welch had done some ani- 
mals several years ago for a Grape 
Nuts outdcor campaign and has 
been saving unusual animal pic- 
tures for years. These pictures are 
the basis for most of his ideas al- 
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547 South Clark Street, Chicago 5, Ill. 
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though he occasionally visits the 
zoo. 

The agency’s desire for humor- 

ous-looking animals jibes perfectly 
with Mr. Welch’s technique. “I 
don’t do very well when there’s no 
humor,” he admits. 
He strives to keep away from too 
much realism in his animals, es- 
pecially in some- 
thing as basically 
ugly as the octo- 
pus now in the 
magazine ads. 
“Besides, I didn’t 
know what the 
face of an octo- 
pus was like any- 
way.” 


= Mr. Welch en- 
joys working on 
this campaign 
because the agency pretty much 
lets him run the show—although 
generally the ideas for animals 
originate with the copy depart- 
ment. He also likes the idea of 
working in big space with little 
copy. 

Currently, assistant art director 
Jack G. Allen sketches the broad 
layouts for the ads and turns them 
over to Mr. Welch for his render- 
ing. Often Mr. Welch changes the 
layout or creates a new situation 
for the animals. 

In keeping with the light, boun- 
cy touch of the ads, the copy is 
hand lettered by Herb Feuerhake. 

The gelatin campaign is stag- 
gered in four books—Collier’s, 
Life, Look and The Saturday Eve- 
ning Post—so that one runs each 
week in one of the four magazines. 

Store displays showing the ani- 
mals have also been made, as a 
tie-in at the retail level. 

Account groups for both prod- 
ucts seem to agree that it takes: a 
courageous advertiser with an im- 
pressive budget to turn out the 
kind of campaigns that Young & 
Rubicam has done for Jell-O. 


Jack Welch 


Berlin to Lure Americans 


The Senate of the City of Berlin, 
Germany, is launching a drive in 
the U.S. to stimulate travel to 
Berlin. Travel sections of newspa- 
pers and magazines will be used. 
Theme of the campaign is “Visit 
Berlin—See History in the Mak- 


‘|ing.” Copy stresses the “exciting 


but safe” aspects of traveling to 
the “divided city behind the Iron 
Curtain.” Stephen Goerl Associ- 


ates, New York, is the agency. 


Buchsbaum Joins Kiesewetter 


Sanford D. Buchsbaum, formerly 
with the national promotion divi- 
sion of This Week Magazine, has 
joined Kiesewetter, Baker, Hage- 
dorn & Smith, New York, in an 
executive and creative capacity. 


Kalish, Scott Join Auerbach 
Lionel Kalish, formerly with 
C. K. Kondla Advertising, and 
Owen Scott, previously with Sev- 
enteen, have joined the expanded 
art department of Alfred Auerbach 


Wien a product for farmers, you want on- 
the-farm circulation. Not would-be farmers, 
or half-acre farmers, but those with fields 
to work... stock to raise... buildings to 
maintain. Capper’s Farmer circulates 90% 
right on the farm! 


Associates, New York. 
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Advertising Pages and Linage in Farm Publications 


Official Figures for February and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- | Commercial Dis- 
play Excluding play Excluding 
Poultry, Classi- Poultry, Classi- 
fied and Livestock, | rey: ye fied and Livestock, 
-——-Total Advertising, in Pages— ———Total Advertising, in Lines in Lines — Total Advertising, in Pages— ———Total Advertising, in Lines-———. in Lines 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. 
1954 1953 1954 1953 1954 1953 1954 1953 1954-1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 
| 
F | Farmer, The ........ 106.2 986 175.7 1644 83,629 77,489 137,779 128861 74,910 68,677 
Sota ~ as 737 960 Sule seems 9000s * 57219 shame sem | Soret Cire .... BS BS Mes me oe re Um «(CSD ae 030 
F 3 iets : : ‘ ' : : ¢ ¢ : ; | Idaho Farmer ...... f J ‘ . : f fs ; 
Country Gentleman .. 59.5 79.7 104.4 130.6 40,437 54,307 71,221 88,776 38,014 51,286 | stigiana Farmer's Guide 36.7 31.8 589 58.1 28,734 24,980 46,126 45,630 23.458 18,955 
+Farm Journal: | Kansas Farmer ...... 53.0 55.7 936 948 40.288 42.314 71,125 72,084 36,128 37,732 
— Less we 1 145 170.3 171.9 50,236 49,100 «-73,078:~=—«73,739 «47,463 46,390 | Michigan Farmer ..... 74.2 599 1262 1116 57.018 46.008 96.916 85675 50,492 39.637 
| Pere ree e . . . . ’ ° . ’ . } . ® : 
“Western Edition. 1178 1145 170.3 171.9 50,522 49,100 73,078 73,739 47,959 46,390 | Pe — vee 538 67.8 = 95.2 105.7 40,906 51,523 72,310 80,364 | 33,184 41.32 
Average 2 Editions 1175 1145 1703 171.9 50,379 49,100 73,078 «73,739 47,711 46,390 | Mane Tarmer: “< es os os ae te ae (6 ee 
ae 5. cage ge ~ eee or 518 51.2 20.954 20,718 35197 34,836 18.940 18,605 | Nebraska Farmer ..... 1018 988 1688 1621 76,970 74.707 127.615 122551 63,651 60,337 
pper Sou it. , E ' ‘ ; ' , : A ' re 
Lower South Edition 331 338 55.0 55.7 22,518 23,001 37,395 37,860 19,915 20,578 | 
Southwest Eston 411 43.0 G88 70.4 27961 29239 46.778 47.861 24206 25.691 Q\lFermer “|” 8201 1479 1981 LBRO GLSba 105905 106.036 $5272 Sa. 
Average 3 Editions. 35.0 35.8 $85 591 23,811 24,319 39,790 40,186 21,020 21.625 | Oitan Farmer... = © | ws See ae ae |e ee sae 
“on = | Pennsylvania Farmer .. 54.5 59.6 126.3 129.7 41,834 45,766 97,006 99,577 36,841 39,735 
ahaa Prairie Farmer: 
> og a 118.5 122.6 189.6 188.5 80,590 83,403 128,918 128,159 77,488 79,563 stttinois Edition .. 102.7 102.5 175.9 169.8 74,755 74,644 128,081 123,578 63,656 63,696, 
#Ga.-Ala.-Fla. #Indiana Editiin .. 101.8 102.7 177.9 171.5 74.117 74,736 129,537 124,854 63,018 63,970 
og Ea 122.0 121.6 195.1 189.7 82,978 82,716 132,638 129,010 79,090 78,634 Average 2 Editions 102.3 102.6 176.9 170.7 74,436 74,690 128,809 124,216 63,337 63,833 
Se Rural New-Yorker ... 45.1 43.9 78.7 80.5 35,679 34,706 61,709 63,682 30,842 29,391 
Edition praee 117.7 113.1 187.6 ~—-175.5_ 80,046 76,884 127,586 119,347 77,340 73,741 | tah Farmer... os ae ok mt mee alt (Oe |COUe  ee 
#Miss.-La.-Ark. Wallaces’ Farmer ... 113.3 108.2 195.6 188.6 89,097 84,820 153,583 147,844 78,166 73,244 
Sie un: MES WAS ek Ne Ne lS ns inte oe aso | ae tee. 1 84 82 82 a oe ee ee 
exa th eae e \o le - A x . . . 5 . ; : : ‘ , f 
Average 5 Editions . 117.9 119.4 188.4 1841 80,236 81,225 128,065 125,195 76,772 77,247 ae eee Se. ; 


§Herdsmen Edition 17.4 266 109.6 1362 13,622 20,844 86,163 106,783 3,283 4,020 
Successful Farming ... 118.9 101.8 181.1 159.4 53,503 45,806 $1,474 71,726 §1,729 44,201 Wisconsin Agriculturist 80.6 83.8 139.3 137.4 63,668 65,681 109,244 107.725 60,816 63,088 


Total Group ...... 494.6 499.5 776.4 789.1 279,494 287,629 443,776 = 456,735 264,738 271,799 | total Group ...... 1,496.8 1529.9 2,666.8 2,735.81,144,528 1,166,643 2,038,752 2,089,005 997,612 993,602 
" tChanged from 680-line page to 429-line page in February 1953. tNational Less Western and Western editions listed separately #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
prior to September 1953. #Not included in totals. 
Monthlies Farm Linage Trend Figures in Thousands 
*Agricultural Leaders’ 
eS ae 136 155 283 383 5,825 3,040 12,127 7,485 5,825 3,040 | MAGAZINES MONTHLIES 
a ee 1 17,509 31,480 31 685 1651 pn — 
ey 43.7 40.5 72.9 73.5 8,867 A ‘ 31,761 18, 6,513 
American Poultry Journal: FEB. | 279 | FEB.| 546 aa 


#Eastern Edition .. 54.0 54.0 99.3 108.3 23,161 23,159 42,618 46,458 15,845 14,798 


#Central Edition .. 43.7 39.2 84.7 82.7 18,730 16810 36,325 35,463 14501 11,166 | | JAN.| /64 | JAN.| 520 | 
#Western Edition .. 37.6 346 70.0 68.6-'16,123 14,849 = 30,040 29,412 12,767 10.455 | 1953 1953 
Average 4 Editions 43.3 42.6 81.1 86.5 18564 18,273 34,793 37,111 14,175 12,140 


+#Southern Edition 37.9 —— 704 —— 16,240 —— 30,186 — 13587 — | eee 
Arkansas Farmer .... 21.4 21.9 336 36.6 16,143 16,575 25,413 27,667 15,335 15,299 | : 
Better Farming Methods 39.1 39.6 69.0 73.9 16,777 16,993 29,581 31,683 16,777 16,993 


acaba 


Breeder's Gazette .... 22.7 211 385 37.6 10,209 9,478 17311 16,935 9,076 7.357 | 
*Broiler Growing ... 47.9 43.7 95.3 83.0 20,547 18,750 40,898 31,708 14,730 12.537 | SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
*California Citrograph 25.9 21.9 47.3 44.9 17,416 14,742 31,822 28,952 17,164 14,532 1954 1954 
*California Farm Bureau 443 
Monthly .......... 138 132 27.6 25.1 10,402 9,982 20,797 19,012 9,730 9,226 FEB. | 4/45 FeB. [//3) FEB. 
*Carolina Co-operator. 9.0 8.7 180 17.7 3,780 3,641 7,560 7.421 2835 2.730 : 
*Cattioman, The ..... 105.7 1204 2382 2733 44.440 50,540 100080 134.755 17,094 20.475 | | JAN. JAN. [/09) JAN. 
*County Agent & Vo-Ag 
Teneher ..cccce0s: 209 162 698 46.3 8966 6,941 29,958 19,843 8,966 6,941 a 1953 — : 
RC iiectec. tts 639 27 19.3 19.5 3,675 4,167 6,888 6,966 3,675 4,167 FEB. id FEB. EZ . 
*Farm Management... 143 126 31.0 286 6126 5684 13283 12871 6126 5.684 
Farmer-Stockman .... 33.8 343 55.5 53.8 25.677 26.061 42164 40892 20,853 22493 .. : 
*Florida Cattleman .. 81.7 100.3 1525 186.0 34,330 42.126 64.082 78.100 15.393 18144 Bi-Weeklies . 
Florida Grower ..... 243 223 534 49.5 16,502 15.187 36,320 33,708 16,041 14,709 | Arizona Farmer ..... 79.2 781 165.0 173.2 59,881 59,026 124,754 130,952 57,767 56,457 
Kentucky Farmer .... 352 361 59.5 60.7 27.604 28.292 46,691 47.567 26.016 26,700 | California Farmer: 


} 
*Michigan Farm News. 1.9 3.3 3.4 7.5 4,453 7,798 7,881 17,528 4,319 7,658 | #Northern Edition 55.3 57.3 103.9 109.9 41,818 43,306 78,525 83,088 39,195 40,336 
*Mississippi Farmer .. 15.8 9.4 24.5 16.1 11,947 7,077 18,489 12,159 11,569 6,786 | #Southern Edition . 57.7 55.2 106.12 105.8 43,589 41,759 80,199 80,021 41,022 38,691 
*Missouri Farmer .... 11.5 5.7 21.4 a7 67,986 863,982 14,755 8,063 6,955 3,164 | Average 2 Editions 56.5 56.3 105.0 107.9 42,704 42,533 79,362 81,555 40,109 


39,514 
*National 4-H News.. 21.8 28.7 358 424 9,163 12,052 15,050 17,814 9,163 12,052 | *Dairymen’s League 
National Live Stock WONG -chaareuvioss 13.6 14.5 23.2 25.9 9,918 10,550 16,909 18,847 8,982 9,442 
Producer ......... 15.1 144 256 23.4 11,027 10,462 18,601 17,063 10,487 10,119 | Total Group ...... 149.3 148.9 ~ 293.2 ~ 307.0 112,503 112,109 ~ 221,025 ~ 231,354 106,858 105.4 
‘Nation's Agriculture. 12.7 10.7 2017.7 5,739 4,847 9,485 8.012 5,739 4.847 | seat testated in totale. ani 
ew Jersey Farm 
PB ay on smtash 56.1 52.9 109.0 100.7 25,244 23,811 49,060 45,340 20,308 19,442 All figures in the following groups were compiled by Advertising Age 
/ 
‘ — saesheey ts 11.4 12.1 21.8 21.9 5,129 5,465 9,827 9,897 4,752 5,045 | Weeklies 
‘Oultry tribune: 
ee Weekly Star Farmer: 
#Eastern Edition .. 60.9 54.6 107.8 = 109.1 26,146 23,402 46,240 = 46,794 17,970 14.463 | Kansas Edition ... 23.9 23.1 43.5 41.7 58,856 56,818 107,198 102,567 40,106 37,312 
pare i “ 74 =: ans oe pepe ys 39,714 = 39,708 = 17,317 13,801 Missouri Edition 24.2 238 43.3 42.8 59,571 58,743 106,562 105,630 40,890 38,465 
estern Edition .. ‘ , i , 632 16, 42,904 33,368 18,143 12,390 F ++ ieee ’ ‘ : 4 ' f ‘ , ’ 
an. 26 oO a oe en he helene ae | eo er Oreo Orr eee ee 
Average 4 Editions . 57.0 44.9 101.1 90.3 24,451 19,265 43,374 = 38,738 18,056 12,938 | pail 
‘Southern Farm & Home 8.4 10.1 16.8 21.5 8,430 10,077 16,814 21,472 5,964 8.264 Sarat aie cad 
outhern Planter .... ' ’ 76.6 79.1 27,749 30,688 53,628 55,363 26,556 28,782 
Gewese estern Da journa id 5 , a , j : 
ae die teeta a a en eee ae SE eee. 40.3 48.0 75.9 91.5 85,807 102,250 161,646 194,783 45,049 40,910 
ae, gta on 921 99.2 235.3 260.9 39,522 41,678 100,984 109,606 16,597 13,143 | “Mm Dally wna =— gs gong 87,758 187,438 194,458 48.989 42,690 
Neer ithad yoming ockman- , wesesees . . . ° ’ ’ ’ ’ ’ ’ 
3 Farmer .......... 178 178 376 304 18988 16996 33,768 27,220 12,086 12,008 | “heme Dally Linstok |g tat AIS © 102,708 120,506 21.691 29.917 
Total Group ...... 1,069.6 1,080.6 2,129.9 2,172.7 546,276 545,755 1,072,625 1,071,032 418,698 401,464 ition. OK) isi 3738 042 380 838 322.111 580,766 GAT S32 ; ; 
pd inti =. Jotals, tSouthern Edition started in January 1954. tFormerly Pacific Poultryman; changed to Pacific . fae eaee es ; . : ‘ ‘ ; : . 146,761 145,699 
uly 3 
Canadian 
Newspaper Monthly Farm Sections Le Bulletin des 
a aas Oe Tee Gen aks aie etes: < ile wie dali wee | SOE «0.0: 53.3 521 95.6 91.0 37,332 36,483 66,972 63,703. 37,071 36,220 
eee 7 62 MS 68 fae e259 | country Guide ...... 50.6 45.6 90.8 82.0 36,452 32,852 65,391 59,071 36,452 32,852 
: 8.159 = 16,242 13,493 10,660 F459 | Family Herald & Weekly Sta 
Texas Ranch & Farm 168 23.3 32.2 37.5 17,654 24,514 33,852 39,410 15,722 21,658 ‘Eastern cdiien 904 100.9 167.8 190.0 90,364 100,934 167,758 190,037 63,652 72.636 
Total Group ...... 56.6 51.3 99.0 87.7 58.257 53,521 “102,104 ~ 91,560 54,934 "49,776 #Western Edition 79.6 85.0 146.1 157.9 79,559 nen 146,051 157,823 62,031 66,097 
F a Average 2 Editions 85.0 93.0 156.9 174.0 84,962 92, 156,905 173,930 62,842 69,367 
Semi-Monthlies Farmer's Advocate & Canadian 
ee American Agriculturist 34.8 364 68.2 69.4 25,360 26,483 49,678 50,497 22,269 22,538 Countryman ...... 56.7 57.6 100.0 97.4 39,700 40,288 69,982 68,158 32,814 31,809 
a age *California Grange Farmer's Magazine ... 36.9 28.0 55.6 49.5 15,826 12,012 23,853 21,219 15,766 11,952 
: ae ae 122 U2 24.3 25.6 13,286 12,172 26,418 27,800 7,056 6,258 | Free Press Prairie 
Colorado Rancher & ee 103.0 112.2 187.2 192.7 113,228 121,190 204,188 208,179 72,695 80,828 
een ‘“ rte “A aoe or o ae 28.914 29.679 49,212 51,785 26,177 25,638 | Western Producer .... 59.3 63.9 101.9 114.4 63,411 68,328 108,985 122,317 44,150 45,382 
rative Digest .. : 2,100 3,847 4,494 8114 1,890 3,780 Total Group ...... 444.8 “452.4 ~ 788.0 801.0 390,911 404,107 696,276 716,577 301,790 
Cae Famer ...... 713 68.6 120.4 1169 55,939 53,788 94,420 91,944 $3,206 50,950 | Not included in totals. — 
S. F . Agency Principals Split jing. Magazines, newspapers and di-|named to handle advertising and | JdIson Join Allied Signs service between Canada and Mexi- 
DiMarco-Von Loewenfeldt Asso- | tect mail will be used. sales promotion for the industrial George Idlson, formerly with | °° 
ciates, San Francisco agency, has' institutional and consumer prod-| trecht Co.. has been named direc- 
dissolved, and the two principals, Harrison Buys Mutual Show ucts of Pacific Vegetable Products | toy of sales and sales promotion for | Rice Growers Name PR Firm 
have formed separate corporations.) Harrison Products Inc., San Co., Vacaville, Cal. Allied Signs & Displays, Phila-| Farmers Rice Growers Coopera- 
Charles Von Loewenfeldt will open Francisco maker of NoDoz Awak- : delphia. He will supervise the com-| tive, San Francisco, has appointed 
offices 3 the aes Bidg. and) eners, via Sidney Garfield & Asso-| ‘Chronicle’ Promotes Pates pany’s expansion into the trade Business New Bureau, San Fran- 
Frank Di “rend as — an|ciates, San Francisco, has pur-| Gordon Pates has been promoted | Show and exhibit fields. cisco, to handle its publicity and 
agency in the Hearst Bldg chased participating sponsorship|to director of promotion and re- press relations. 
“ ” ee 
Kle ti Meee Harrison aan aoe Ppt Pe search for the San Francisco| Agency Appoints Agency ee 
i “! hates sl ork O staulons. | Chronicle. He has served as editor; Robert Otto & Co. S. A., of WIBC Appoints Gordon ee 
epper Co., Brattleboro, of the newspaper’s feature section, | Mexico, D. F., has been appointed| William §. Gordon, for 
t , Ff. mer] 
maker of Klepper folding baste ‘Pacitic Vegetable to BSF&D This World, and as Sunday editor | by Cockfield-Brown Ltd. of Cana-| with Western Newspaper Salen, 
has named Lester Harrison Inc.,, Brooke, Smith, French & Dor-|and director of advertising re-|da as its associate in advertising| has joined the sales staff of WIBC, 
New York, to handle its lle Mico San Francisco, has been! search. the new Trans-Canada Airlines| Indianapolis. 
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is the time... 


to open an 
account 


eee 


NOW’S THE TIME—Honolulu’s Bishop Na- 

tional Bank is using newspaper ads like 

this, designed to stand out in pages 

crowded with other ads. N. W. Ayer & 

Son’s Honolulu office handles the bank’s 
advertising. 


Bangtails Nose Out 
Baseball Again in 


Attendance Stakes 


NEw York, March 16—Horse 
racing last year repeated as the 
favorite spectator sport in the 
U. S., according to Triangle Pub- 
lications. 

The seventh annual survey by 
the publisher of Daily Racing Form 
and Morning Telegraph disclosed 
53 attendance at thoroughbred and 
trotter tracks was 49,748,000. 
Racing passed baseball the pre- 
vious year to move into the top 
spot, according to Triangle. 

Baseball, according to the sur- 
vey, continued to lose attendance 
in ’53, when 37,680,686 persons— 
3,257,686 fewer than in ’52— 
passed through gates of the two 
major and 38 minor leagues. 


s Football halted its decline. A 
United Press survey quoted by 
Triangle puts attendance of 117 
college teams at 13,116,300. The 
National Football League drew 2,- 
164,585 persons. Both figures were 
up slightly from those of the pre- 
vious year. 

Restrictions of tv coverage of 
football games is credited by 
Triangle with improving football 
game attendance. The National 
Hockey League’s gate also im- 
proved (up 115,500 from 2,425,- 
816 in ’52) when television was 
curtailed. 

Racing, according to Triangle, 
was one of the few sports to ben- 
efit from telecasts. No more than 
two races can be televised from 
any one track in one afternoon, 
the publisher points out, and this 
stimulates bangtail followers to 
go out to the track. 

Copies of the attendance survey 
report can be obtained from Leo 
Waldman, Triangle Publications 
advertising manager. 


Wisconsin Motor Boosts Two 


Ray J. Fellows, assistant sales 
manager of Wisconsin Motor Corp., 
West Allis, for the past six years, 
has been promoted to sales man- 
ager. J. W. Perschbacher, who has 
represented the firm in various 
territories since 1947, has been 
named assistant sales manager. 


Speed Queen Boosts Butler 

Frederick D. Butler Jr., assist- 
ant sales promotion manager of 
Speed Queen Corp., Ripon, Wis.,| 
has been promoted to director of! 
market research. 


Airline, Bank and 
Island Team Up for 


Tourist Promotion 


Toronto, March 16—A bank, an 
airline and an island have com- 
bined for a unique advertising 
campaign in the hope of increased 
business for all three. 

Joint instigators of the new 
scheme, scheduled to go into effect 
this month, are Trans-Canada Air- 
lines, Montreal, and the Dominion 
Bank, Toronto. The third party is 
Bermuda. 

An alert TCA traffic representa- 
tive saw an opportunity for a tie- 
in with a Dominion Bank ad which 
has been running for some time in 
Canadian newspapers. The ad is 
headed, “Imagine Raggedy Ann 
taking me to Bermuda.” It tells 
how a young woman’s spare-time 


\hobby of making Raggedy Ann 
‘dolls provided enough money for a 
| Bermuda vacation. 


c Result of the TCA man’s idea: 
‘a display whose focal point is a 
‘reproduction of the bank’s ad, su- 
| perimposed on TCA’s colorful Ber- 
/muda showcard. Added are the 
words: “Start your Bermuda vaca- 
tion account now.” 

The display will soon be seen 
in Dominion Bank branches in 
Ontario, Manitoba and Quebec and 
in TCA booking offices and in- 
dependent travel agencies in the 
same area. 

Dummy Dominion Bank savings 
pass books, about ten times actual 
size, will accompany the displays 
where facilities permit. The bank 
has arranged for the Raggedy Ann 
ad to run in metropolitan dailies 
simultaneously with the placing of 
displays. 


Cliquot Club to Cunningham 

Cliquot Club Co., Millis, Mass., 
has appointed Cunninghaf & 
Walsh, New York, to handleadver- 
tising for the Cliquot Club soft 
drink line. 


Pauline Parker to Maybruck 
Pauline Parker, formerly pub- 
licity director of Tek Hughes Inc., 
has joined Maybruck Associates, 
New York, as account executive on 
cosmetic and fashion accounts. 


Names Dooley Advertising 

Baynham’s Shoe Stores has ap- 
pointed Dooley Advertising, Louis- 
ville, to direct advertising for its 
Cincinnati, Nashville, Lexington 
and Louisville stores. 


Morton Wilson Named A. E. 


Morton Wilson has been ap- 


/pointed an account executive for 
Harris & Bond, Chicago. 


sa 


Ey 3 Send us your scripts today and we will 
ict send you price and delivery dete temerrow! 


& FILMACK STUDIOS 


| 1323 $. WABASH AVE. CHICAGO, ILLINOIS 


ARIZONA 
ARKANSAS 
COLORADO 
DELAWARE. 
IDAHO 
KANSAS 
MAINE 
MISSISSIPPI 


THAT OF 23 DIFFERENT STATES!” 


RHODE ISLAND 
SOUTH CAROLINA 
SOUTH DAKOTA 


MONTANA 
NEBRASKA 
NEVADA 

NEW HAMPSHIRE 
NEW MEXICO 
NORTH DAKOTA 
OKLAHOMA 
OREGON 


UTAH 


VERMONT 
WEST VIRGINIA 
WYOMING 


ABOUT THE FORT WORTH TRADING AREA Zoce SHOULD KNOW! 


FOOD SALES OF THE FORT WORTH AND WEST 
TEXAS TRADING AREA $484,413,000 SERVED 
BY THE FORT WORTH STAR-TELEGRA = 


*1953 SALES MANAGEMENT “SURVEY OF BUYING POWER” 


N 
FORT WORTH IS THE GATEWAY TO THE RICH WEST TEXAS MARKET! 


The West Texas market stretches for more than 300 miles to the West and more 
than 100 miles to the North and South of Fort Worth. Within its boundaries are 
cities that range in size from a few hundred population to over 400,000. It is one 
of the nation’s busiest markets. 

Into this market of 1,928,700 people Texas’ largest newspaper is delivered 
with such merchandisable home coverage that your selling story is bound to be 
seen and read. The Fort Worth Star-Telegram reaches 95% of all Fort Worth 
metropolitan homes daily and 86% of all Fort Worth metropolitan homes Sunday. 
(Metropolitan population, 408,100.) 

The Star-Telegram has many times proved Its ability to produce for the adver- 
tiser the results he desires in newspaper advertising. The Star-Telegram stands 
ready and eager to serve youl 


LARGEST CIRCULATION IN TEXAS 
Without the Use of Contests, Schemes or Premiums — “Just a Good Newspaper” 


FORT WORTH 
“WHERE THE : & 
WEST BEGINS” 
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dealer spot announcement tie-ins 
and local dealer newspaper ads. 


Avery-Knodel Names Two 


IH Introduces Two GIN, BRANDY, COCKTAILS & LI 
David Meblin, previously an ac- 
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QUEURS 


Largest Advertiser : Martell’s Brandy, £26,870 


Total Estimated Expenditure, £188,983. 
Product 


Manufacturer or Distributor 


Advertising Agent Oct. Nov. Dee. 


count executive with KGO-TV, New Tractors with 


* ws four-color insert f 
San Francisco, has been added to i" A four page, : Apry Liqueurs ... Twiss & Browning & Hallowes Ld., Dorland Ld. 263 299 283 
i | E t 7 cS will appear in 29 state and regional 5 Laurence Pountney Hill, E.C.4 _ 
the San Francisco sales staff of Gxtensive Vampdign |, in April. In addition, | Benedictine Liqueur Brooks, Bodle&Co. ‘9BotolpbLane, ECS R. Anderson & Co. 461 $22 S88 
Avery-Knodel, radio-tv _ station . a cette tinad anaes wilh anmese| Ge 2 Gees eaios . Fati  ae e e 
’ | ans i ’ , 
representative. He will handle tv| Cuicaco, March 17—Interna-| four-color bleed pages will appear) 5s% sin “* Booth’ Distill. Ld. Turnmill St, B.C. 4.988 8R14 9,764 


tional Harvester Co. is launching|in April in Capper’s Farmer, Coun-| Burroug :. Jas. Burrough Ld., Hutton 
peel rs eet oe a spring promotion for two new|try Gentleman, Farm Journal, Burrough's ‘ui ® . ™ 


|tractors with torque amplifier|Farm & Ranch—Southern Agri- 


Rd., ae. Erwin, Wasey & Co. 224 423 423 


Cherry Peete Liqueer Turner-RocheCo.,12HenriettaSt.,WC2 ? - — 214 


Ch eerii .. H. Parrot & Co., 5 Lloyds Ave., E.C.3 WablAsmussenS/A. 1,562 1,918 3.161 
ye Caen Aver drive, a device which makes it pos-| culturist, National Future Farmer Cointreau Liqueur. W. Gieadensing & Sons Ld., New- R. Anderson & Co. ‘211 605690 
money sible to instantly reduce speed and | and Successful Farming. Nine oth-| Cork DryGin ... Cork Distilleies Co. Ld. Cork. McConnell's Advig 77 | 3 288 
| increase pulling power in any gear|er farm papers as well as nine| $ouyasier~- ~~ SimonBros.&Co.26MarkLane Eee A ce ony ais vere 

OR AR without stopping, declutching,| farm equipment trade publications, ao Cherry ee SN Se io oe 
; 86 and 1 | shifting or touching the throttle. 13 agricultural college papers and Bo Euzper' icBrandy Conti & Olwier tA, Nowe, Mia ts mo 655 104s a 
‘ . | Farm papers, radio, direct mail,|five farm youth and youth lead-| Drambuie Drambuie Liqueur Co. Edinburgh T.C. McCallum &Co. au 74 one 
ling job. Quick pick-up MMM |consumer catalog, point of sale|ers papers are also carrying the| siy%,S African South Airicat Wine Farmer Aa reg +4 4 
: : ple 'and co-op newspaper ads will be} announcement in b&w in April. eer  _maae” on W. & A. Gilbey Ld., Oval Rd., N.W.1 A. Pemberton A 706 1,078 823 
“THE LETTER SHOP, [Meee Follow-up farm publication ad-| Glayva Liqueur“. Ronild Mortison & Co, La Piers Maxiral Nichols ot it oS 

Dearb | The drive broke March 15 with|vertising will appear with color Distillery, 132 Goswell Rd., E.C.1 


| spot radio on 94 stations, local}pages in Capper’s Farmer and 


To sell both fs : 
and 


insertions in 50 state and specialty 
farm publications. 


n son is the agency. 


Sid Ward to Retire from 


, & Lonpon, March 16—If you want 
Young & Rubicam in April 


advertising statistics in Britain, 


in Buffalo 


H. S. (Sid) Ward, v.p. and copy 
director of Young & Rubicam, 
New York, will retire April 1. He 


_there is only one place to go—the 
Statistical Review of Press Adver- 
tising published quarterly by the 


plans to leave then on a trip to 
Europe and later to spend some of 
his time at his Dutchess County, 
N. Y., farm. 

Mr. Ward joined Y&R in 1926, 
and became one of the best-known 
copywriters in the business. He 
has been a member of the Y&R 
plans board and executive commit- 
tee and a director of the company. 


Legion Publish- 
ing Co. 

The main- 
spring of the Re- 
view is 64-year- 
old Jesse Scott, 
a transplanted 
American who 
never worked a 
day in advertis- 
ing. 


FULL ROP 


COLOR 


Available both 

daily and 
Sunday for 
greater impact 
in this powerful 


— follow the lead of men’s and women’s-weat 
stores. Both place their greatest daily lineage in 
the Morning Courier-Express — and use additional 
space Sundays to reach the largest circulation in 
the state outside of Manhattan. 


‘TOTAL LINEAGE 1953 


e ¢ 
newspaper. oa” ai = al Supplement Names Reps ; = Scott yo v0 
Women’s Stores ....1,403,910 654,911 Fairfield County Fair, new Jesse Scott o Europe after 
Men’s Stores .......... 848,965 140,025 j Cd World War I and 


weekday newspaper supplement 
appearing in six Connecticut pa- 
pers, has named William Cecil, 


formerly with Modern Industry, a ; 
as national advertising representa- |©@" Legion in England and he hit 


: Wi : he idea of starting a month- 

tive. William P. Reed, previously | UPON the i 

with Gardner Por an ta St. ly magazine for veterans, Over 

Louis, is promotion manager and. Here. The magazine was to be cir- 

New York-New Jersey-Pennsyl- culated through the 10,000 Legion 

: nn vania representative. Mrs. Martha Posts in Europe and America. 

pi wantag ORs Cheney will handle fashion, retail, i 

Sealueame ponhnparnetigaonadhnnnh restaurant and specialty space. # (A man pursuing a similar plan 
way re ay waiagey bhp er The supplement has opened an/ was Harold Ross, founder of The 

= office at 15 W. 44th St., New York.| New Yorker, who had worked on 


made a tidy sum selling U. S. Ar- 
my surplus equipment. He was 
then Commander of the Ameri- 
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f ME = covers the 72-county Dallas Market — where 39% 
whe - Texas’ retail sales are made. ; 


= he Ballas Morning News * 


Circulation 183,583 — Sundays 190,318 
(Publisher's Statement: Sept. 30, 1953) 


CRESMER & WOODWARD, INC., NATIONAL REPRESENTATIVES 


‘DALLAS’ LARGEST NEWSPAPER @ More people BUY The News... more people READ The New 
_,.. more people are INFLUENCED by The News than any other North Texas newspaper. 
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Country Gentleman in May, Farm| AD EXPENDITURES—This sample page from the Statistical Review of Press Advertis- 
Quarterly’s summer issue and b&w] _ ing gives the product, company and agency names and advertising expenditures 
for three months. 


es Aubrey, Finlay, Marley & Hodg-/ American Without Adman’s Background 
Keeps Track of British Ad Statistics 


Stars & Stripes, was then editing 
the official Legion magazine in 
New York.) 

In 1928, Mr. Scott founded a 
company in London to publish 
Over Here. He then spent 18 
months laying the groundwork, 
including the printing of an ex- 
pensive dummy with a five-color 
cover. 

The magazine never went to 
press. It foundered on the rocks of 
the stock market crash and Mr. 
Scott was left with only a corpor- 
ate name—Legion Publishing Co. 
That’s how a company in the ad- 
vertising statistics business came 
to be called Legion. 


a Mr. Scott credits three friends— 
all connected with advertising— 
for giving him the idea of com- 
piling and selling advertising sta- 
tistics. 

“At the time,” he says, “I had 
never heard of a British adver- 
tising statistic and wouldn’t have 
recognized one with a magnifying 
glass.” 

At that point, most advertising 
men weren’t too interested in sta- 
tistics either and Mr. Scott had a 
rough time trying to make a going 
concern out of his company. Agen- 
cies were keeping records based 
on their voucher copies, but these 
figures were incomplete. All the 
same, they didn’t see why they 
should buy statistics from an 
American with no advertising ex- 
perience. 

Mr. Scott got his first order 
through a friend at Shell Oil Co. 
Stuart Advertising Ltd., Shell’s 
agency, gave him a one-year or- 
der to supply monthly reports on 
all gasoline advertising in Britain. 


s “In return,” Mr. Scott says, “I 
had to take off Stuart’s hands a 
youngster they employed in their 
records department. Result—I get 
an employe at £130 per annum 
and an order for £105. Net loss, 
£25. And that’s how I got into the 
statistics business.” 

(This employe is still with Le- 
gion Publishing Co.) 

Later Mr. Scott signed up other 
agencies and several big advertis- 
ers for monthly reports. He also 
sold leading British newspapers on 
a regular breakdown service, 
showing how much advertising 
revenue competing newspapers 
and magazines were getting. 

Despite this “nice turnover,” he 
found that the income from clients 
was not enough to make the busi- 
ness pay. “Increased overheads 
were running us into the red,” he 
said. 

It was then—in 1932—that he 
had what he calls his “brain 
wave”’—a quarterly periodical 
with monthly advertising totals. 
He figured that this would tap a 
new market—the “many adver- 
tisers who were not sufficiently 
interested to pay a substantial fee 
each month for a detailed analysis, 
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but who might pay a small year- 
ly ee for monthly to- 
tals.” 


= This was the genesis of the 
Statistical Review, now in its 22nd 
year. It sells today for five guineas 
($14.70) a year and each issue 
is packed with ads from media. 
The Statistical Review covers 


display advertising in every mag-| 
azine and newspaper published in| 


Britain. Monthly totals are given 
for each product. 

Mr. Scott provides in one pack- 
age a survey of 75% ofall adver- 
tising placed in Britain. To do this, 
he employs about 100 persons, 
mostly women, who check all the 
ads appearing in the multitude of 
British newspapers and magazines. 
Some 10,000 papers are checked 
each month in Legion’s reading 
room. 


s Although the Statistical Review 
is the principal revenue producer, 
it is still only a by-product. Le- 
gion’s main work remains the 
monthly reports to agencies and 
advertisers. These reports are sent 
to agencies on their own imprints. 
On the J. Walter Thompson im- 
print, for example, will go a de- 
tailed report on all cereal adver- 
tising in Britain, since JWT han- 
dles Kellogg. 

Legion therefore acts as a rec- 
ord department for British agen- 
cies and advertisers. It also makes 
special checks requested by cli- 
ents. 

As the only regular source for 
advertising statistics, Legion Pub- 
lishing Co. offers an invaluable 
service. Particularly so in view 
of the tendency of British firms 
to be hush-hush about their mar- 
keting practices—even today. 


s Mr. Scott, in a reflective mood, 
summed up his success in the cur- 
rent Statistical Review: 

“Nobody loved us 25 years ago. 
I was strictly persona non grata. 
Knocking on doors trying to sell 
advertising statistics was most un- 
popular. I was violating secrecy— 
acting unethically—and a nuisance 
to boot. And so, I recently got a 
terrific kick when D. F. White, 
manager of the market research 
department of T. B. Browne Ltd., 
sent me the final examination pa- 
per for 1953 of the Institute of 
Incorporated Practitioners in Ad- 
vertising. Question No. 1 (d) 
was: ‘To what source would you 
go for information on the follow- 
ing?—Amount spent on press ad- 
vertising of dentifrices in 1952.’ 

“T have it on good authority that 
everybody taking the exam knew 
the answer. Fame at last.” 


G-E Curtails Output 
of 15” Color Tubes 

General Electric Co., Syracuse, 
has announced that it will curtail 
the production of 15” color tv 
tubes. A spokesman for the com- 
pany explained: “This change in 
the production schedule is a re- 
sult of recent indications that the 
future trend is going to be toward 
the larger sizes of color tubes. De- 
velopment work on the larger color 
tubes is being continued and the 
originally planned pilot production 
of color tv receivers using the 15” 
tube is also being continued.” 

Between 125 and 150 production 
workers will be laid off as a re- 
sult of the color tube production 
cutback. 


Western Appoints Smardon 

Ed Smardon, formerly’ with 
Fennell Advertising Agency, Los 
Angeles, has joined Western Ad- 
vertising Agency, Los Angeles, as 
an account executive. 


Torgerson Joins Dancer 

Kenneth P. Torgerson, formerly 
with Benton & Bowles, has joined 
Dancer-Fitzgerald-Sample, New 
York, as an associate media di- 
rector. 


sYork. Mr. Diener, who joined the 


*|American Medical 


.| Sponsors Medical TV Series 


Smith, Kline & French, Phila- 
delphia, is spensoring a new series 
of three television programs this 
spring in cooperation with the 
Assn., Chi- 
cago, over more than 70 stations 


= |of National Broadcasting Co. The 


BACK AGAIN—After a lapse of several 


years, Ben-Hur Mfg. Co. returns to its 
“America’s Finest’ theme in a consumer 
magazine promotion for its freezer line. 


More Dealer Effort 
Is Aim of Ben-Hur 
‘54 Freezer Drive 


MILWAUKEE, March 16—Ben- 
Hur Mfg. Co., Milwaukee manu- 
facturer of freezers, is embarking 
this spring on a program aimed 
primarily at its dealers and seek- 
ing an increase in their sales ef- 
fort. 

At the same time, however, it is 
giving the dealers assists through 
an ad program placed in consumer 
magazines, including Farm Jour- 
nal, Good Housekeeping, House 
Beautiful, Household, McCall’s, 
Progressive Farmer and Sunset 
Magazine. Both full-color and b&w 
ads will be used, under the head- 
line, “America’s Finest,” a theme 
used by the concern several years 
ago and returned to this year. 

Also being used as media this 
spring are Electrical Dealer, Elec- 
trical Merchandising, Mart, Quick 
Frozen Foods and What’s New in 
Home Economics. 


= The firm is increasing its fac- 
tory sales organization in order to 
make more frequent contacts with 
dealers. It also presents the dealer 
with a plan called “Operation 
Porkie” in which customers or pro- 
spective customers guess’ the 
weight of a frozen pig. 

Each person participating in the 
contest receives a certificate worth 
a certain amount of money on a 
freezer purchase, depending on the 
size freezer he buys. The plan, 
which operates best in smaller 
communities, is said to result in 
sales to 10% of the contest partici- 
pants for most dealers if instruc- 
tions are followed. 

Catalog pages in full color, in- 
serts for freezers showing sug- 
gested use of space, publicity re- 
leases for dealer use, cheesecake 
photographs and a freezer pack kit, 
for which the company shares 
costs, are some of the other dealer 
helps. Cooperative advertising 
plans are also being broadened, ac- 
cording to R. C. Graves, the firm’s 
general sales manager. 

Morrison-Greene-Seymour, Mil- 
waukee, is the agency. 


Greenthal Promotes Two 

David E. Diener and Herbert S. 
Hauser have been appointed v.p.s 
of Monroe Greenthal Co., New 


agency in 1947 in the copy depart- 
ment, is currently creative director. 
Mr. Hauser, who started in the 
media and production departments, 
also in 1947, is currently an ac- 


count executive and director of 
those departments. 
Kebel Leaves Colgate 

Harry G. Kebel, in brand adver- | 
tising for Colgate-Palmolive Co. 
on Halo, Palmolive, Rapid Shave 
cream and other products, has re- 
signed. His future plans are un- 
announced. 


first, on obesity and overeating, 
was telecast March 11. The second, 
on April 29, will deal with arthri- 
tis and rheumatism and the third 
will come from the annual meeting 
of the medical group in San Fran- 
cisco on June 24. Doremus-Eshle- 
man, Philadelphia, is the Smith, 
Kline agency. 


‘Air Force’ Opens L. A. Office 

The Air Force Assn., which pub- 
lishes Air Force, has opened a new 
office at 623 W. 5th St., Los An- 
geles. Hugh K. Myers, formerly 
West Coast representative, is of- 
fice manager. 


‘Journal of Living’ Moves 
The Journal of Living has moved 
to 6 E. 45th St., New York. 


Betteridge Names Mason A.E. | Appoints Preiss & Brown 
Charles A. Mason has been’ Regent Sports Co., New York, has 

named an account executive of named Preiss & Brown, New York, 

Betteridge & Co., Detroit agency. | to handle its advertising. 


When you advertise in the 


—— TORONTO DAILY STAR 


you reach §3% of all adult 

«x readers of daily newspapers in 
the Toronto A.B.C. City Zone 
for only 37.2% of the total cost 
of reaching them all! 


Source: Sanders Marketing Research 


for sheer martini perfection, it’s 
Seagram’s 


Golden DERRY Martini 


There is nothing dryer 
There is nothing smoother jj f 


The Golden Touch 
of Hospitality 


Seagram's 
Cd 


Mm 


SEAGRAM.DISTILLERS CORPORATION, NEW YORK CITY. 90 PROOF, DISTILLED DRY GIN, DISTILLED FROM AMERICAN GRAIN 
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Coming 
Conventions 


column. 
Purchase 
meeting, 


*Indicates first listing in this 
March 30-April 1. Point of 

Advertising Institute, annual 

Hotel Statler, New York. 

April 4-6. American Public Relations 
Assn., 10th anniversary convention, Shel- 
ton Hotel, New York. 

April 5-8. American Management Assn., 
annual packaging exposition, Atlantic 
City. 

*April 11-13. Institute of Newspaper 
Controllers & Finance Officers, nationa: 
spring conference, Jefferson Hotel, Rich- 
mond, Va. 

April 12-18. National Advertising Agen- 
cy Network, management’ conference, 


Certainly 
ANYBODY can do it! 


who > ae how .. . but there are 
JAY P too many who don’ t. trying it. Our 
* free booklet helps you to pick them. 


WALK apvertisine TYPOGRAPHY 


Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 41 


Boca Raton, Fla. 

April 20-22. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 22-24. American Assn. 
vertising Agencies, annual meeting, 
Greenbrier, White Sulphur Springs, 
Va. 

April 23-25. Fourth District, Advertising 
Federation of America, annual conven- 
tion, Soreno Hotel, St. Petersburg, Fla. 

April 28. Brand Names Day, annual 
convention, Brand Names Foundation, 
Waldorf-Astoria, New York. 

April 29-May 1. Southern California Ad- 
vertising Agencies Assn., Deep Well 
Ranch, Palm Springs. 


of Ad- 
the 
w. 


May 4-7. Assn. of Canadian Advertisers, 
annual conference, Royal York Hotel, 
Toronto. 


May 9-12. National Newspaper Promo- 
tion Assn., annual convention, Andrew 
Jackson Hotel, Nashville, Tenn. 

May 14. International Advertising Assn. 


(formerly Export Advertising Assn.), 
sixth annual convention, Hotel Plaza, 
New York. 


May 23-27. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Palmer House, Chicago. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 24-26. National Assn. of Trans- 
portation Advertising, 13th annual meet- 
ing, Blackstone Hotel, Chicago. 

May 24-30. National Business Publica- 


tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives 
convention and sales equipment fair, 
Conrad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 


annual conference, Ambassador Hotel, 
Atlantic City. 
June 14-17. National Industrial Ad- 


vertisers Assn., 32nd annual convention, 
Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 
ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Hotel 
Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 23. U. S. Trade Mark Assn., an- 
nual meeting, Hotel Pierre, New York. 

June 27-30. Advertising Assn. of the 
West, 51st annual convention, Hotel Utah, 
Salt Lake City. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 


MOST SEATTLE FOOD BROKERS 
SELL THIS ENTIRE MARKET... 
NOT JUST PART OF IT! 


® Key Cities and Towns with 20% and Greater Family Coverage 


THEY GET IT by advertising in the PICTORIAL REVIEW 
SECTION of the Sunday Seattle Post-intelligencer. 


THE SUNDAY P-I reaches 53.9% of all urban families in the Bois 
121 cities and towns throughout this entire market area... ie et 
1,845,000 people, a $525,000,000 food market. ‘“e Wi ; 


THE SUNDAY POST-INTELLIGENCER offers not only the ee 
greatest circulation in the state of Washington . . . but also paeh: 
the best show place for your advertisement in every city 
and town in this great Western Washington market .. . at 
the lowest cost! 


4g SEATTLE 


POST-INTELLIGENCER 


‘REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVIC! 


THEY WANT top visibility, outstanding readership and mass 
market penetration. 


Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 


Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers 


Assn., annual convention, Chicago Athlet- 
ic Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 


‘Parade’ Shifts Four in Sales 

W. V. Bowers, New York sales 
manager, has been named eastern 
sales supervisor of Parade, and 
Arthur F. Collins, Chicago sales 
manager, has been named western 
sales supervisor. Mr. Bowers will 
be succeeded by L. R. Peloquin of 
the New York sales staff, while 
Warren J. Reynolds of the Chicago 
staff becomes Chicago manager. 


Mintz Elected to CBS Board 

Seymour Mintz, the new presi- 
dent of CBS-Columbia, tv-radio 
manufacturing division of Colum- 
bia Broadcasting System, New 
York, has been named a member 
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Big Red @ Power Play 
Scores Against the i 


INDUSTRIAL COMICS—iniernational Har- 
vester Co.'s industrial power division is us- 
ing a four-color cartoon technique in ads 
for its tractors and scrapers, scheduled for 
11 construction publications. The ads are 
four-page inserts, telling how a contractor 
solved his building problem with lH equip- 
ment. Leo Burnett Co., Chicago, is the 
agency. 


of the board of directors and a 
v.p. of the parent company. Be- 
fore his appointment by CBS- 
Columbia, Mr. Mintz was v.p. in 
charge of advertising for Admiral 


Corp. 


billion dollar U.S. Armed Forces 


Navy Times, Air Force Times, 


NEW! 
EUROPEAN 
AIR FORCE DAILY 


Published from London five 
days weekly. Circulation par- 
allels Air Force Exchange 
System abroad. 
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You can think and think and think but you have to know the ropes 
before you can effectively do business with the consumers in the 8 


market. Let us show you the easy 


way to sell to Service families through their own outlets. 


Sales to the 314 million Armed Forces consumers do ‘‘double duty.” 
You profit from the present sale and you establish preference for your 
product which these young buyers carry back to civilian life. 


The newspapers with the greatest Service readership— Army Times, 


the great Service wee'sties, and the 


European edition of Air Force Daily—are your surest way to reach 
these millions of potential customers. d 


GET ‘HOW TO SELL’’ DETAILS, SAMPLE COPIES, RATES AND MARKET DATA AT NEAREST OFFICE. 


@ WIDEST SERVICE COVERAGE 
@ LOWEST COST PER 1000 READERS 


@ PUBLISHED IN 12 WEEK'-Y EDITIONS 
AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR ALL 


FOUR GREAT SERVICE PAPERS 


Army Twes =) 
The Network 
of Service 


ARMY TIMES 
NAVY TIMES 
AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


AIR FORCE DAILY 


J 


YORK: 41 East 42nd St. iy i 
AGO: 203.N. Wabash Ave. 


DON ¢ FRANKFURT © PARIS 


LADELPHIA: R.W. McCarney, 1015 Petia St.° B 


ELES:°6399 Wilshire Blvd. 
CISCO: Monadnock Bldg. 
TON: John Hancock Bldg. 
KYO «© CASABLANCA 


_ LOS AN 
“SAN FR 
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Washington ‘Post’ Takes Over A.M. 
Field with ‘Times-Herald’ Purchase 


(Continued from Page 1) 
features of both papers but no ad- 
vertising. 

The only details of the negotia- 
tion made public dealt with efforts 
that are to be made to place former 
employes of the Times-Herald. Ex- 
cept for a handful hired by the 
Post yesterday, most of the 1,200 
employes were out of work, at 
least temporarily. 


# Donald Bernard, Post advertis- 
ing director, told ADVERTISING 
AGE that some of the executive 
personnel and _ staff—including 
members of the advertising de- 
partment—will join the Post, but 
that decisions are still being made 
and no immediate announcement is 


possible. 
However, it was reliably re- 
ported that Frank Gatewood, 


Times-Herald ad director, will be 
named assistant to Mr. Bernard. 

Mr. Meyer wrote Col. McCor- 
mick that former Times-Herald 
employes will be offered termina- 
tion settlements and will have first 
consideration “in the limited ex- 
pansion of the Post staff which is 
planned.” An employment office 
will be maintained by the Post in 
the Times-Herald building and 
the Post “will conduct a program 
of advertising in trade papers and 
other media” and will work with 
employment agencies to expedite 
placement of Times-Herald em- 
ployes. 


a While it is now known that a 
few persons were aware of the 
impending sale as early as Monday 
afternoon, the negotiations re- 
mained secret until just before 
noon yesterday, when the first 
edition of the Washington Star 
carried a brief bulletin that there 
were reports that the sale was im- 
minent. Later editions of the Star 
revealed that Mrs. Tankersley, the 
former Ruth McCormick Miller 
and former editor of the Times- 
Herald, had spent most of the 
preceding 24 hours in a desperate 
long-distance telephone effort to 
find backers who would buy the 
paper. 


s This morning’s Post & Times- 
Herald announced that subscribers 
to each of the papers will receive 
the daily and Sunday edition of 
the combined paper. It also said 
that the Sunday paper will include 
both Parade and The American 
Weekly, but that there may not be 
sufficient copies of both for all 
subscribers until adjustments have 
been completed. 

The first day’s edition contained 
a message by Mr. Meyer and Mr. 
Graham expressing appreciation to 
Col. McCormick, “for the friendly 
manner in which potentially com- 
plicated negotiations” had been 
handled. 

It also contained a_ telegram 
from Col. McCormick stating, “It 
has been known to employes and 


to a great many readers and adver-|} 


tisers of the Times-Herald that I 
have had severe illnesses in the 
past year. My doctors told me that 
I would have to do less work. 

“Accordingly, as soon as I could 
assure the employes, readers and 
advertisers of the best treatment 
possible, I sold the paper to Mr. 
Eugene Meyer. 

“Mr. Meyer needs no endorse- 
ment from me, but I bespeak for 
everybody the fullest possible co- 
operation.” 


ws Mr. Bernard told ADVERTISING 
AGE that the Post & Times-Herald 
will follow the publication sched- 
ule used by the Times-Herald 
since last April. 

Under that schedule, the paper 
is primarily a morning newspaper. 


However, its first edition appears 
late in the afternoon of the day 
preceding the issue date. 

This morning’s final editicn car- 
ried the regular signature of both 
publications across the top of the 
front page. 

It was produced in the $6,000,000 
home completed by the Post in 
1949, and was like any ordinary 
edition of the Post, but many of 
the Times-Herald’s syndicated fea- 
tures were added. Among the addi- 
tional features were four full pages 
of comic strips, instead of two 
pages formerly carried in each of 
the two newspapers. 

This morning’s edition included 
a substantial number of advertise- 
ments originally scheduled for the 
Times-Herald. Mr. Bernard said 
all this advertising had been ap- 
proved by the advertisers before 
insertion and that several addition- 
al columns of advertising were 
omitted for lack of space. 


w With the consolidation of the 
Post and Times-Herald, the com- 
bined publication will have the 
morning field to itself. In addition, 
it competes with the Washington 
Star and the Washington Daily 
News in the afternoon field. 

Net paid circulation of the 
Times-Herald, according to Sept. 
30, 1953 Audit Bureau of Circula- 
tions figures, was: Monday to Fri- 
day, 253,532; Saturday, 241,474; 
Sunday, 287,200, and daily and 
Sunday, 540,732. 

Post net paid circulation, ac- 
cording to the same source, was: 
Monday to Friday, 201,645; Satur- 
day, 189,253; Sunday, 200,163, and 
daily and Sunday, 401,808. 

Ninety-one Goss double-header 
power presses purchased by the 
Times-Herald for $2,000,006 two 
years ago reportedly have been 
sold to an unidentified party. 


s Since June 1, 1933, when Mr. 
Meyer bought it from the McLean 
estate at a bankruptcy sale, the 
Post has steadily gained standing 
as ene of the nation’s leading 
newspapers. 

While it considers itself an in- 
dependent newspaper, the Post be- 
came a recognized exponent of the 
liberal point of view. Particularly 
since the arrival of Col. McCor- 
mick on the Washington scene, its 
feuds with the Times-Herald have 
been unusually bitter. 


s Like th® Post, the Times and 
the Herald, as separate newspa- 
pers, had few prosperous periods 
from the time of thei foundings 
early in the century, until the ar- 
rival of a strong hand in the early 
1930s. The papers changed hands 
frequently, and at one point (1919- 
22) the Herald was owned by an 


PERSISTENT—This point of sale device not 
only hits the housewife when she reaches 
the grocery store, it follows her wherever 
she goes. The shopping cart signs, called 
Super Ads, are used in supermarkets in 
eight southwestern states, supplied by 
Campbell Advertising Co., Atlanta. 


- | increase. 


;;pointed out that advertising rates 
}and the ad rate base for The Sat- 


,| were upped last April and in June. 


CAT AND MOUSE—Donald Murphy (standing), v.p. of G. M. Basford Co., New York, 


told members of Chicago’s t.f. Club that 
mouse to the general magazine cats” (see 
with Mr. Murphy are (left to right) David 


no business publication should “be the 
story on Page 41). At the speaker's table 
Watson, president of Watson Publishing 


Co.; Emil Stanley, president, Traffic Service Corp., and Kingsley Rice, president, 
Technical Publishing Co. 


investment group which included 
Herbert Hoover. By 1922 both the 
Times and Herald were under 
Hearst control. A combined Sun- 
day paper was issued beginning in 
1922, but the dailies remained sep- 
arate. 

The paper’s most prosperous era 
began in 1939, when the merged 
daily Times-Herald, on a 24-hour 
publication schedule, flourished 
under the dynamic direction of 
Eleanor Medill Patterson, a mem- 
ber of the Medill-McCormick-Pat- 
terson newspaper group who first 
leased, then purchased the proper- 
ty from Hearst. Because of a dis- 
agreement between Mrs. Patterson 
and her sole heir, Mrs. Felicia 
Gizycha, Mrs. Patterson, at her 
death in 1948, willed the paper to 
seven department heads. 


2 A year later, however, the de- 
partment heads sold the paper to 
th Tribune Co., which designated 
the now-Mrs. Tinkersley as editor. 

There were reports at that time 
that the department heads rejected 
a larger offer from Mr. Meyer in 
order that the paper could contin- 
ue. Mrs. Tinkersley (then Mrs. 
Miller) was ousted in 1951 after a 
dispute with her uncle. 

Taking over personal direction 
of the paper, Col. McCormick then 
established a Washington resi- 
dence, invested in new modern 
presses, and began to introduce 
many changes in the paper based 
on his experience in Chicago. 

He said today that he expects 
to retain his Washington residence 
in order to devote additional time 
to public affairs. 


Curtis Publishing 
Net Profit Rose 
$465,000 in 1953 


PHILADELPHIA, March 19—Gross 
operating income of Curtis Pub- 
lishing Co. in 1953 was $174,773,- 
718, up from $163,003,270 for 1952. 
Net profit after taxes was $4,868,- 
027 compared with $4,403,936. All 
Curtis publications shared in the 


In its annual report to stock- 
holders released today, Curtis 


urday Evening Post were increased 
twice last year. Rates and rate base | 
for Ladies’ Home Journal were in- | 
creased in October. Holiday rates | 


Country Gentleman 


rates were 
raised last month. 


| 
@ The average net paid circulation 
of the Post last year was 4,524,601, 
compared with 4,220,178 for 1952. 
Gross advertising sales for 1953 
were $80,945,525 compared with 
$75,372,127 the previous year. 

Gross sales of the Journal last 
year totaled $19,741,656, compared 
with $19,157,495 for 1952. Average 
net paid circulation rose to 4,979,- 
083 from 4,722,243 for 1952. 


Sheaffer Ad Chief, 
Grant Olson, Dies 


in Airplane Crash 


SINGAPORE, March 16—Grant F. 
Olson, 48, v.p. in charge of adver- 
tising and the export division of 
W. A. Sheaffer Pen Co., Ft. Madi- 
son, Ia., was killed last Saturday 
in the crash of a British airliner 
here. 

Mr. Olson was en route from 
Australia on a swing through the 
Far East which he started a month 
ago. He had been traveling with 
Mr. and Mrs. John Sheaffer, the 
son and daughter-in-law of Craig 
Sheaffer, a company executive. 
Mr. and Mrs. Sheaffer left Singa- 
pore six hours ahead of Mr. Olson 
on another plane. 

Born in Two Harbors, Minn., 
Mr. Olson attended the University 
of Illinois and joined the Sheaffer 
company immediately after his 
graduation in 1928. 

He was named director of adver- 
tising and foreign sales for Sheaf- 
fer in 1945 and was elected a v.p. 
in 1946. 


MITCHELL McKEOWN 


Cuicaco, March 16—Mitchell 
McKeown, 57, head of Mitchell 
McKeown Organization, midwest 
public relations and fund raising 
company, died March 14. 

A native of Brooklyn, Mr. Mc- 
Keown started his career as a re- 
porter for the Brooklyn Daily 
Eagle and later became public re- 
lations director of Tamblyn & 
Brown in New York. 

During the years he ran his pub- 
lic relations organization here, Mr. 
McKeown was public relations and 
fund-raising counsel for the Chi- 
cago chapter of the American Red 
Cross for 14 years and also served 
the Cook County chapter of the 
National Foundation for Infantile 
Paralysis. His work during the 
early ’30s for the United Charities, 
predecessor of the Community 
Fund, established many of the pro- 
cedures now used for enlisting sup- 
port for educational and welfare 
organizations. 

He was a charter member of the 
Public Relations Society of Amer- 
ica and a member of the Publicity 
Club of Chicago. 


General Foods 
Salesmen Promote 
Birthday Telecast 


New York, March 18—While 
Young & Rubicam is corralling a 
‘theater full of stars to appear on 
'the General Foods 25th anniver- 
|sary telecast March 28, salesmen 
|/have been out spreading the word 
among the grocery trade. 

This week and next, the com- 
pany’s sales staff will help to pre- 
pare the way for the two-network, 
90-minute Rodgers & Hammer- 


will distribute a variety of printed 
materials, in-store promotion piec- 
es, window streamers, shelf talk- 
ers and freezer cards to retailers 
throughout the country. 

There also will be a direct mail 
/campaign to the grocery trade and 
|letters to key people in the food 
retail industry to whip up enthu- 
siasm for the all-star telecast to be 
| presented over CBS and NBC to 
'mark the 25th year of General 
Foods’ operation under its present 
name. 


@ The show will feature excerpts 
from Rodgers and Hammerstein 
hits, with the original principals 
returning to their stellar roles in 
many cases. The cast also will in- 
clude a long list of names which 
haven’t appeared in the R&H mus- 
icals—Jack Benny, Groucho Marx, 
Ed Sullivan and Edgar Bergen, 
among others. 

Estimates of the cost of this one- 
night promotion range from $300,- 
000 to $500,000. Plans for publi- 
cizing the show are incomplete, 
but the company is expected to 
run newspaper tune-in ads as au- 
dience reminders. There will be 
reminder announcements on GF’s 
regular network radio and tv pro- 
grams. 

At this writing, plans for the 
commercials are still in the blue- 
print stage. However, it is ex- 
pected that the whole family of 
General Foods products will share 
in the tv promotion, with special 
attention going to instant Max- 
well House coffee, instant Sanka, 
Birds Eye frozen foods, Minute 
Rice and Jell-O instant puddings. 


Coca-Cola Cancels 
Portion of Record 
Ad Budget for 1954 


(Continued from Page 1) 
amount will be about 10%-15% 
higher in 1954. 

Coca-Cola in 1953 spent $4,403,- 
090 for magazine and network ad- 
| vertising, according to figures 
compiled by Leading National Ad- 


_vertisers Inc. Of this amount, it 
into magazines, 


put $2,066,109 
|$731,173 into network radio and 
$1,605,808 into network television. 
'Newspaper figures are not avail- 
able. 

| D’Arcy Advertising Co., New 
| York, is the agency. 


San Antonio Daily to Branham 
The San Antonio News & Ex- 


+press has. named Branham Co. to 


represent it. John Budd Co. and 
|Doyle & Hawley previously repre- 
|sented this newspaper. 


y 


COMBO—Helping Motorola distributors and dealers sell Motorola portables is this 
combination carrying case and display stand, designed for the radio-tv manufacturer 


by Berger-Amour, Chicago. Made entirely of jute board, the unit weighs 23 Ibs. with 


two 


radios. 


stein musical extravaganza. They. 
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BIRD CALLS—Passing the time between sessions at National Distillers Products Corp.’s 

sales meeting in Miami Beach are a client, two agency men and convention guests. 

“Miss Old Crow,” of the Miami Daily News, swaps greetings with a caged old 

crow as (left to right) Philip Lukin, Lawrence Fertig & Co. v.p., William T. Brigham, 

National Distillers assistant sales manager, and Robert Wolfe, Fertig account ex- 
ecutive, join in. 


NO MESS, JUST PRESS—What began as a typical Fibber McGee “invention” on 

NBC's “Fibber McGee and Molly” radio show, may become a commercial reality. 

Sydney Lipsky (center), v.p. of Reddi-Whip Inc., St. Louis, heard McGee “invent” 

a jet ketchup gun, then visited the McGees (Marian and Jim Jordan) in Hollywood 

and has turned the idea over to his research department for study and tests. 
McGee's slogan: “No mess on the bun, just press on the gun.” 


ROUTINE CHECK—Gwilym A. Price (left), president of Westinghouse Electric Corp., 
and Chris J. Witting (second from left), newly-elected president of Westinghouse 
Broadcasting Co., make their first official visit to the studios of WPTZ, Philadelphia. 
With them on the tour of inspection are Rolland V. Tooke, WPTZ general manager, 
and E. V. Huggins, v.p. of corporate affairs for Westinghouse Electric. 


WARM-UP—Taking in the Palm Beach sun are the officers of the John H. Platt, Kraft Foods Co., vice-chairman; E. R. Hatton, De- 
Audit Bureau of Circulations, at a recent board meeting. troit Free Press, vice-chairman; James N. Shryock, exec. v.p. 
Left to right are Stanley R. Clague, Modern Hospital Publish- and managing director of the bureau, and William A. Hart, 
ing Co., secretary; E. Ross Gamble, Leo Burnett Co., treasurer; E. I. du Pont de Nemours & Co., president and board chairman. 


Advertising Age, March 22, 1954 


DAY’S WORK—Handling a new promotion for Richardson Rod & Reel Co., Chicago, 

brings agency head Robert David into some nice contacts. Here, for instance, he 

gazes happily across his desk at Carol Segermark, Miss Chicago, and thinks about 

the new Richardson display (background) which features Miss Segermark in fishing 
attire. Other fishing enthusiasts will get to see it this spring. 


MEDIA MAN’S DREAM—When Real Gold Co. announced its ad ing, who has just gotten his hands on the can opener. Also 
plans for 1954 (AA, March 8), media salesmen were treated to discovering their “orders” are Ed Lanahan, Ridder-Johns; Clark 
a party for media men only. To gimmick it up a bit, the Insertion Biggs, Moloney, Regan & Schmitt; Miss Real Gold, who dis- 
orders were placed in sealed Real Gold cans, which explains tributed the insertion orders, and Bill Cannon, O’Mara & 
the gleeful expression of Ralph Brett (right), Good Housekeep- Ormsbee. 
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BIG BROTHERS—Giving @ boost to advertising as a profession, former governor of AFA’s Fifth District; Allen F. Simmons, adclub 
this panel told a group of Ft. Wayne youngsters what it takes to president; Warren W. Widenhofer, program chairman; John 
be an adman. Sponsored by the city’s adclub, the panel consisted Richardson, advertising manager of Allied Millis, and William A. 
of (left to right) John F. Bonsib, head of Bonsib Advertising Good, classified ad manager of the Ft. Wayne News-Sentinel. 
Agency; Neil F. Altekruse, commercial artist; Ellis Perlman (face Displayed in front are samples of different phases of advertising 
obscured), v.p. of the Advertising Federation of America and work. 
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When business was run by rule of thumb, 
selling was largely a matter of getting to 
and shaking hands with the one man who 
ran the company. 


Today it’s a bit more complicated. Busi- 
nesses are no longer run by one man. 
Production is no longer a matter of cut- 
and-try. Machines -are now “made” on 
drawing boards, and purchasing has 
become a science involying many men in 
many jobs. 


And every year, as business continues to 
grow and change, there will be more and 
more men with the power to say “Yes” or 
“No” to the purchase of your products 
or services. 


These new arrivals, because of their num- 
bers and diversity of jobs, are going to be 
harder and harder to reach. Certainly it 
will be impractical and costly to try to 
reach them all with old fashioned “hand- 


s was the sales tool 


shake” selling, despite the importance of 
your salesmen and your distributor sales- 


‘men in the picture. The ever-increasing 


concern to management in almost every 
business, in every industry, is how to 
extend the handshake and make it more 
effective on a broad scale. 


The obvious answer is mass communica- 
tion of a specific kind— intelligently used, 
in adequate amounts, at the right time— 
to take a sales story to enough of the right 
men in an economy that grows almost as 
fast as “Jack’s Beanstalk”’. 


‘Your advertising agency Is experienced in 


the selection and use of this kind of mass 
communication. Why not talk to them 
about this and make sure that you are reach- 
ing your market—and the men in your 
market who have a voice in the selection of 
your product or service. We'll be glad to 
help you and your agency with market and 
coverage data on any Penton Publication. 


™ PENTON [ourrve 


PENTON BUILDING e CLEVELAND 13, OHIO 
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TREASURED ART 
STOREHOUSE 


Each year subscribers to the 
monthly Clipper receive more than 
3,600 individual art subjects, more 
than 12,000 individual reproduction 
prints, every subject original! ... 
Quality art costing $20,000 to $25,- 
annually to produce. 


V- PPER 


(Continued from Page 1) 
durables showed little change, 
though there was a_ noticeable 
tendency by consumers to time 
their buying plans more heavily in 
the latter part of the year than was 
the case a year ago. 

“This tendency may indicate that 
consumer buying interest will be 
more active later in the year, or it 
may indicate that consumer plans 
are more tentative than in other 
recent years,” the report said. 

While there was little change in 
the proportion who considered this 
a good time to buy, there has been 
some change in motivation. Cur- 
rently, consumers say prices are 
lower, or “not too high”; formerly 
they emphasized “good incomes.” 


ART SERVICE 
PICTORIALLY INDEXEL 


FOR QUICK REFERENCE 
All pictorially indexed and organ- 
ized. You can scan twelve full is- 
sues on just twelve 1749” x 22” 
pages. Entire service with more 
than 250 ‘‘How to Use’’ samples 7 


costs only $180.00 per year. 


Wrild FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


105 Walnut St. + Peoria, Illinois 


= The survey showed that 47% of 
the spending units now have in- 


DON’T SHOOT — 


Don’t shoot the works on a new 
marketing plan, a new package, a 


new advertising program, or 

a new product—until you've tested 
it thoroughly to see how it stacks 
up against competition. 


WE'VE GOT YOU 
COVERED! | 


The Burgoyne Grocery and Drug Index 
stands ready to cover your desk with 
facts—based on sound research— 

in One or more of 14 representative test 
cities. We'll furnish clear, complete 
monthly-audit reports to let you know 
exactly how your product is performing. 
Then you can “shoot the works”— 
with complete confidence. 


Test in Canton — A Burgoyne Test City 


% A rich, balanced metropoli- 
tan market, with brisk industrial 
and trading activity and a thriv- 
ing farm economy. 


%& Net effective family buying 
income is 11% above the Ohio 
average and 22.5% above U.S.A. 


Peak industrial employment 
in more than 200 highly diversi- 
fied industries. 


~ te This market is effectively 
reached through The Canton Re- 
pository, with 75.2% daily, and 
78.4% Sunday coverage, at a 
unit rate of only 22¢ a line. 


ae WE ARE PROUD TO NAME 
oe OUR MANY DISTINGUISHED 

CLIENTS — LEADERS IN & 
AMERICAN MARKETING B 


American Home Foods, Inc. 
Animal Foundation, Inc. 
Armour & Company 

B. T. Babbitt, inc. 

The Borden Company 
Compbell-Ewald Co., Inc. 
Coigate-Palmolive-Peet 
Cunningham & Walsh, Inc. 
Economics Laborotory, Inc. 
Frank H. Fleer Corporation 
Foote, Cone & Belding 
Fuller & Smith & Ross, Inc. 
General Foods Corporation 
Glaser, Crandell Company 
H. J. Heinz Company 

$. C. Johnson & Son, inc. 
Kenyon & Eckhardt, Inc. 
Lever Bros. Company 

Earl Ludgin & Co. 

Maxon, Inc. 

Oscar Mayer & Company 
McConn-Erickson, Inc. 
Moser & Cotins, Inc. 
Needham, Louis & Brorby, Ir 
Norwich Phormacal Co. 
Olive Advisory Board 
Pacific Coast Borax Compa’ 
Pharma-Craft Corporation, 
Pillsbury Mills, Inc. 
Quaker Oats Corporation 
Simonia Company 

Swift & Company 

J. Walter Thompson Co. ES : ; 
Young & Rubicam, Inc. ae ae a0 


REPRESENTED BY 
STORY, BROOKS 
& FINLEY 


crocterfs orve finvtx 


Pe FIRST NATIONAL BANK BLDG., CINCINNATI 2, OHIO 


BURGOYNE STUDIES ARE AVAILABLE IN: Canton, Ohio, Cedar Rapids, lowa, 
Charlotte, N.C., Columbus, Ohio, Dayton, Ohio, Grand Rapids, Mich., Harris- 
burg, Pa., Indianapolis, Ind., Omaha, Nebraska, Peoria, IIl., Rockford, Ill., 
South Bend, Ind., Springfield, Mass., Syracuse, N.Y. 


Consumers Are Able to Buy, But in 
No Rush to Spend, FRB Study Shows 


comes in excess of $4,000. This is 
up 6% from the previous year, 
with half the increase in the $5,- 
000-7,499 bracket. 

Nevertheless, a slightly larger 
percentage of consumers reported 
they felt worse off than they did 
a year ago, and a slightly smaller 
percentage said they felt better off. 
More than a third of the consumers 
interviewed expect prices to fall 
this year, and only a sixth expect 
prices to rise. 

The proportion of consumers 
planning to buy new automobiles 
was smaller than in early 1953 or 
1950, but larger than 1951 or 1952. 
There was no change from last 
year in the number planning to 
buy used cars, but the price they 
expect to pay is lower. 


= Fewer people were planning to 
buy furniture and major household 
appliances early this year than a 
year ago, but the change was not 
uniform for all items. Interest in 
refrigerators and tv sets was weak, 
but the demand for washing 
machines appeared to be well 
maintained. 

Fewer consumers indicated an 
intention to buy new or existing 
non-farm homes in 1954 than in 
1953, but about the same number 
as 1952. As in the case of autos, if 
plans for purchases in 1954 and 
1955 are added, the total equals 
comparable two-year plans as re- 
ported for 1953-54 or 1952-53. 
More consumers were planning 
home improvements than in pre- 
vious years, but planned expendi- 
tures were lower. 

The report showed government 
bonds gaining favor as a savings 
device, with some swing from 
“risk” assets like real estate or 
common stock. 


Chilton Sales, Profits Gain 


The annual report of the Chilton 
Co., Philadelphia, for the year 
ending Dec. 31, 1953, was dis- 
tributed last week, and showed 
sales of $12,356,000 compared with 
$10,965,000 for 1952. Net profit, 
after federal income and excess 
profits taxes of $1,283,000, was 
$842,000, compared with $672,000 
for 1952, when federal income and 
excess profits taxes were $738,000. 
Joseph S. Hildreth, president of 
the company, said that 1954 busi- 
ness has started well, and that 
prospects for the remainder of the 
year indicate an excellent volume 
of business. 


Size of Holding 


Make 
es 
Kes 

ie 
he 
ae 
i; 
AY 
sy 


Advertising Age, March 22, 1954 


(Federal Reserve Board, 1954) 


Income Group 


(Before Taxes) 1947 1948 1949 1950 
Under $1,000 ........ 14 12 14 13 
$1,000-$1,999 ........ 22 #18 #419 «17 
$2,000-$2,999 ........ 23 23 21 19 
$3,000-$3,999 ........ 17 20 «61919 
$4,000-$4,999 ........ 0 ww wu wR 
$5,000-$7,499 ........ 9 ww wu 14 
$7,500-$9,999 ........ ‘ _ ’ ‘ 
$10,000 and Over .... }s - 8 . 


3 


of Homes and Durable Goods 


(Federal Reserve Board, 1954) 


Type of Purchase 1948 1949 1950 1951 
ace eaaaas «as 6 7.5 7.0 8.4 8.5 
Home Improvements 

& Maintenance ...... —* —* —* —* 
New Automobiles .... 9.7 11.8 10.6 6.6 
Used Automobiles .... 4.1 6.8 6.9 5.5 
Furniture & Major 

Household Appliances 27.4 30.9 28.4 27.4 


*Not Available. 
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6.4 


23.2 


11 
14 
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1953 


16.9 


9.0 
6.2 


31.9 


Percentage of Spending Units by Size 


of Liquid Asset Holdings 


(Federal Reserve Board, 1954) 
1948 1949 1950 1951 


BE 6 6444% 4000606 15 16 16 16 
$200-$499 ........... 13 13 11 14 
$500-$999 ........... 12 11 10 11 
$1,000-$1,999 ........ 12 11 10 12 
$2,000-$4,999 ........ 12 12 13 11 
$5,000-$9,999 ........ 5 5 6 5 
$10,000 and Over .... 4 3 3 3 


1952 


31 
17 
13 
9 
10 
12 
5 
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1953 


29 
16 
12 
11 
12 
11 

5 
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Percentage of Spending Units by Income Groups 


1951 1952 1953 
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Percentage of Consumers Planning Purchases 


1954 
6.8 


19.2 
7.8 
6.2 


1954 


ADVERTISING AGENCY 
FOR HIRE 


West Coast 


growing volume of the West? 


WE CAN HELP YOU 
IN ADVERTISING, MARKETING 
AND DISTRIBUTION PROBLEMS 


IF YOU ARE AN AGENCY; 


We would represent you and act as your West Coast office, with 
on-the-ground liaison between client, distributor and media. 


IF YOU HAVE A PRODUCT; 


“We can assist you in marketing and distribution, as well as in 


advertising. 


TELEVISION — RADIO — NEWSPAPERS 


and other media. 


COPY — PRODUCTION — PLACEMENT 


Full agency information on request 


Box 810 ADVERTISING AGE 
200 E. ILLINOIS ST. 


Member: A.A.A.A. 
Strong in Food — Appliances — Automotive 


Does your agency, or your product, need Pacific Coast represen- 
tation to keep pace with changing market conditions and the fast 


CHICAGO 11, IL. 
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% > 
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THE OGDEN GROU 


¢ ELKINS INTER-MOUNTAIN ¢ FAIRMONT TIMES © FAIRMONT WEST VIRGINIAN 
¢ MARTINSBURG JOURNAL * PARKERSBURG NEWS © PARKERSBURG SENTINEL 
© POINT PLEASANT REGISTER © WEIRTON TIMES © WELCH NEWS 
© WHEELING INTELLIGENCER * WHEELING NEWS-REGISTER * WILLIAMSON NEWS 


Nationally Represented by GEO. A. McDEVITT CO., INC. 


IN PROSPEROUS 


WEST VIRGINIA | 


A HALF-BILLION DOLLAR 
MARKET REACHED ONLY BY 


OF WEST VIRGINIA 
NEWSPAPERS 


MeL Res AE. cc Riots ae Stee ie Boe erate Dik DEM a Apc Som Mins ke, a Snmiea eo Gs Ns Sn ; AEP RH ee gee Beh, ee te ae ae eee? haere are hc. eS mies ee aight: ae gk yi aos SC eI SE S Pat GES eee. ER ae eS RRS 
aR re ea tae haat Gam ee fg or ae ee ‘ * : as, ie rou gs 3 4 i Be ge Wt Be ait. aes, ee See eee oe) has ont a y ebw a 2% nth ato ae Spe es See a r gs ee ae ba. & SF Fh FB cope esi ne Nah we aig 
a Reape y, a | OTA ate te or gk % ote ae as Se Pa ig =a ae ? Tha lg een Bub puma cress : tie ah ; ae: ; ferrets ‘ . — x ee : tees . 
é zs aed 
YF Sr 
i 94 ae 
be ‘ - : 
ae 4 
| ). ; 
| a | 
i 
$ ~ ) a es x. 
as 7 Sat 
mi 13 on 
te 15 ie 
male 18 7 
18 Be 
3 15 a i 
tale 14 Be: 
eee ' ‘tro NS 
in at | 7 ee: 
ne |*These two income groups were not separated until 1951. om 
% 1 
| | | EOE ew 7 
| ee ) | ; 
:, () ' | a ie 
| || || : 
: 
8.8 one 
ea es a 2 
ol — = mm < 
Se ay Se) ars 
ted sy | = 
< | 6.0 =) ae s 
Bi } | ae 
% fF am: 
; te 8 ee Q Eihieg fs ’ 
Se ae. =f 
week . et 2 te 
Ao ai aed Set 
0 eer errrT Ss: 29 31 28 26 & 
13 
11 pes 
safes 13 ; 
| 5 fe 
fi os 4 or 
jae a 
< Pre, 
Re te eas 
en | Pee 
i edb. - _ ~— Wah 
: ‘ ake. 
abner: 
A ae a! 
aa ee 1s aos 
ace ee —— 
ots je Seas 
wit te Ben 
acacia | ee 
ees i Ee 
re es ee Boras 
ee ‘ ince. 
eee * ree 
feuy - ig : 
wile SoS See 
re co oe 
: aaa J : es See 
2: hs : Ee 
wl hs 
U 7 
ee po | 
F TF a oe d i ’ 
. = ER aa | Sei ‘ ; : 
AR: ae 
Tita ee ~ ae Ss ee ears BAe dks a e , 7 ? i : é ? ; . rm 
; , m < bi ‘ ~ ; sy * s i - (2a 2 ~ % = = * 


Advertising Age, March 22, 1954 


Public Is Bored 
by Advertising, 
Ogilvy Tells ANA 


Hot Sprincs, Va., March 19— 
Dullness and mediocrity have be- 
come far worse threats to adver- 
tising than dishonesty and bad 
taste, David Ogilvy, president of 
Hewitt, Ogilvy, Benson & Mather, 
told the Assn. of National Adver- 
tisers today. 

“My own guess is that the para- 
mount attitude of the public to- 


ANA Meeting 


ward advertising is one of bore- 
dom,” Mr. Ogilvy said. “Let’s face 
it. Most advertising is boring.” 
“Next time you okay an ad,” he 
advised the assembled clients, “ask 
yourself whether there is any rea- 
son on God’s earth why anyone 
would ever want to read it.” 


= But before he came to these 
conclusions and advice, the Scot- 
land-born agency man _ roweled 
and sandpapered the consciences | 
of the advertising men. He re-) 
peatedly referred to “weasel mer- 
chants,” and suggested that the) 
session he headed had one serious | 


drawback—all were against sin— | 
and thought the ANA should have 
had a notorious malefactor to de- 
fend his position. 

He showed samples of his own. 
advertising, raising the question 
of whether they were in good taste. | 
He reported that his woman with 
a cigar and wearing a Hathaway 
shirt drew “the most impassioned | 
protest mail I have ever read.” | 
= He reported that HOBM had re- 
cently resisted the temptation to 
aaunch a radio commercial to the | 
tune of Greensleeves—“Had we) 
taken Greensleeves and put it to) 


work for our grocery product, we 


would have been guilty of destroy- | 
ing one of the greatest musical | 


treasures of the western world.” | 

He isn’t deeply concerned about 
advertising’s bad taste (“I can’t | 
even whip myself into a lather | 
over the vulgarities of Col. Elliott) 
Springs”). | 

He did express considerable con- 
cern over advertising’s play on 
psychological insecurities—citing 
campaigns in the cosmetic field. 
aimed at adolescents, campaigns | 
aimed at fears of parents about | 
polio, the notorious tv set cam-| 
paign. | 

“God forgive us for these things | 
—my guess is that they worry us| 


far more than they worry the 


public at large.” 


t 


= 
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REGRETFUL—Glenmore _ Distilleries = an- 
nounces “a little regretfully” its new car- 
toon campaign theme, which is replacing 
the company’s “gadget” series of long 
standing. The Kentucky Tavern cartoon se- 
ries will start in Newsweek, April 5, fol- 
lowed by Collier's, Esquire, Holiday, Look, 
The New Yorker, Time, Town & Country 
and U. S. News & World Report. D’Arcy 
Advertising Co., St. Louis, is the agency. 


He urged clients to insist that 
their agencies prepare absolutely 
honest advertising in good taste; 
but he cautioned that the advertis- 
ing shouldn’t be allowed to be- 
come soft and gutless in the pro- 
cess. He deplored the tendency of 


|copywriters to pit themselves 


against the client’s legal depart- 
ment and the Federal Trade Com- 
mission, as if it were a game. 

“It is my experience that it is 
infinitely more difficult to pro- 
duce honest campaigns that sell 
than dishonest ones. One of our 
difficulties is that so many of your 
products “are almost identical with 
[those of] your competitors. In 
our search for product differences 
we are perpetually tempted to 
stretch the truth. 


w “The vast majority of advertis- 
ing still belongs to the old-fash- 
ioned claim-and-boast school,” Mr. 
Ogilvy charged. “The consumer 
gets a steady diet of it, day in and 
day out, all day and half the 
night. 

“If we in the agency business 
can create enough interesting cam- 
paigns, we can get consumers to 
drop their resistance,” he argued. 
“Don’t let’s be dull bores. We 
can’t save souls in an empty 
church.” 


s Following Mr. Ogilvy, Robert L. 
Foreman, v.p. of Batten, Barton, 
Durstine & Osborn, delivered a 
spirited defense of tv commercials, 
arguing that they aren’t insulting 
because: “Advertising generally is 
a reflection of a corporate person- 
ality and a corporate personality is 
a reflection of the business men 


Last Minute News Flashes 


American Can Will Reenter Consumer Ad Arena | 


New York, March 19—American Can Co., which hasn’t been a con- 
sumer advertiser since 1941 when it was stressing the values of beer 
cans, will return to magazines in April. A campaign running through 
1954 is scheduled for Good Housekeeping, Life and McCall’s and util- 
izes canning and grocery business papers. Copy will stress regional 
cookery, recipes and big illustrations, and hammer at the old super-| 
stition about leaving food in cans. It’s perfectly safe, American Can | 
| says. Young & Rubicam is the agency. 


Necchi and Elna Appoint Cecil & Presbrey 

New York, March 19—Cecil & Presbrey has been appointed to han-| 
dle all national advertising for Necchi Sewing Machine Sales Co. and | 
Elna Sewing Machine Co., starting April 15. These accounts formerly | 
were serviced by Doyle Dane Bernbach Inc. 


Allan Peters Starts His Own Agency Again | 

New York, March 19—A. Allan Peters has resigned as president and | 
director of Allan Peters-Geoffrey Roberts & Morris, to resume conduct | 
of an agency under his own name at 200 Madison Ave. He will take. 
with him Young Modes, the Bowery Jewelers Assn. and other accounts 
which he brought to the merged organization last year. Other officers | 
have not reached any decision as to the future plans of the agency. | 


ANA Plans Public and FTC Relations Group | 


Hot Sprincs, VA., March 19—The Assn. of National Advertisers will | 


committee, whose personnel has not yet been decided, will operate 
in such areas as advertising acceptability, self-regulation, relations | 
with the Federal Trade Commission, public and government relations 
of advertising, and will be the focal point for the ANA’s operations 
with the Advertising Council. 


M&M Goes to Ted Bates; Other Late News | 
e Hawley & Hoops Inc., Newark maker of M&M confections, has ap- | 
pointed Ted Bates & Co., New York, to handle its advertising. Roy S. | 
Durstine Inc. has had the account for less than a year. Prior to that, | 


William Esty Co. serviced the account. 


| 
| 


e Mortimer Berkowitz Jr., formerly eastern advertising manager of) 
Woman’s Day, has been named national advertising manager of the) 
New York Post, beginning April 12. He succeeds T. E. Falvey Jr., who! 
resigned several months ago to join Boats. 


e Hillman Periodicals Inc., New York, will reportedly cut the news- 
stand prices of its three romance books from 25¢ to 15¢ beginning | 
with the July issues, on the stands early in June. One of the books, 
Love Confessions, is expected to change its name to True Life Secrets. 


e Seymour Mintz, new president of CBS-Columbia, is putting together 
a revised management team. Changes, not announced officially yet, 
include appointment of Anthony Wright, former Capehart-Farnsworth 
Corp. commercial products v.p., as engineering v.p. of the CBS sub- 
sidiary, and Merle Wick, CBS controller, as financial administrator. 
Charles J. Kayko, administrative v.p., has resigned. 


e Lowebco Inc., Chicago manufacturer of Wilsolve, Oncrete and Ad- 
tex for the do-it-yourself market, has appointed Ross Roy Inc., Chi- 
cago, to handle its advertising. O’Neil, Larson & McMahon formerly 
handled the account. 


advertising’s public relations could | “Miracle of America” was); seven 
not compare in size, circulation, full-page advertisements which 
consistency and impact with the) will be sent to newspapers next 
one that you have available to you | month for local sponsorships; a 14- 
through radio and tv public serv-| minute motion picture for use by 
ice schedules available at no cost local tv stations; a tv kit of one- 
to you or to business,” Mr. Kinney minute and 20-second films, telops 
said. Signing the messages would, and announcements. 

in his opinion, amount to the| The movie will be ready by May, 
greatest public relations campaign) the spots by April. Then a series 
ever devised in behalf of advertis-|of ads will be offered late in 
ing and American business. March to business papers through 
the council’s business paper advi-| 
sory committee. The campaign) 
opens in the tv-radio allocation 
pool in the first week of April. 


= Robert M. Gray, advertising 
and sales promotion manager for 
Esso Standard Oil Co., who is co- 
ordinator of the Advertising Coun- 


shortly create a committee on public and government relations. The | 


| establish 


Mr. Gray promised the admen: 


Schenley, Seagram 
Subsidiaries Agree 
to FTC Confab Ban 


WASHINGTON, March 18—The 
Federal Trade Commission an- 
nounced today that two major 
groups of distillers have accepted 
a consent order which prohibits 
their various subsidiaries from 
conspiring with each other to fix 
liquor prices or restrain trade. 

The two highly-unusual settle- 
ments deal entirely with internal 
operations of the Seagram and 
Schenley distilling empires. The 
agreements deal only with agree- 
ments among Schenley subsidiaries 
and among Seagram subsidiaries, 
and do not involve conspiracies of 
Schenley and Seagram with each 
other or with each other’s subsidi- 
aries. 

Twelve Seagram subsidiaries 
and four Schenley firms agree not 
to consult with each other about 
prices or terms of sales. In addi- 
tion, each of the subsidiary firms 
is forbidden to maintain any con- 
tract requiring distributors to give 
advance notice of their dealings in 
competitive products. 

The commission dismissed 
charges that Seagram and Schen- 
ley were deliberately attempting to 
monopolies through 
mergers. 


ARF Completes Its 
Appraisal of ‘Life’ 
and ‘Look’ Studies 


New York, March 16—The Ad- 
vertising Research Foundation to- 
day announced the completion of 
its appraisal of the differences 
between the projected audience 
figures reported by the Life study 
of 1950 and the Look study of 1952. 

This appraisal—the first ap- 
praisal of media studies to be un- 
dertaken by the foundation—“is 
beneficial to the entire advertis- 
ing industry,” according to ARF, 
“because it helps to increase the 
basic understanding of all adver- 
tising research techniques, thereby 
leading to improvements of them.” 

The foundation also announced 
that three more media study ap- 
praisals are in process. 


Offers Animated TV Slides 


Filmack Studios, 1327 S. Wabash 
Ave., Chicago 5, is offering ani- 
mated slides for tv. “These slides 
can walk and talk,’ Don Mack, 
sales director of the company, said, 
“and are not much more expensive 
than the present inanimate tv 
slide.” The new slide affords many 
special effects, including zooms, 
wipes, spins, crawlers and back- 
ups. Production of the slides is 


a As for advertising’s subverting who run the company.” The busi- 
the free press, David Ogilvy thinks ness men he’s met represent com- 


advertising is proud of its record 
in this regard. He said agency 
men still squirm when a client 
threatens to cancel, or cancels, a 
schedule because a publication is 
critical of his company or his in- 
dustry. The agency chief also ex- 
pressed his contempt for the pub- 
lishers “who order their miserable 
editors to plug the product.” He 
added, however, that the better 
publications didn’t do this. 

On the score of advertising’s 
making people spend more than 
they can afford, he said briefly 
that if advertising were abolished, 
a lot of people would still live 
beyond their means. 

As for truth in advertising, he 
feels that most advertising is more 
truthful “than the public realizes. 
Our problem is to make the public 
believe the true things we say.” 


a The first step, he thinks, is to 
turn one’s back on the weasel 
(“most of us on the creative side 
are connoisseurs of the weasel,” 
he confessed). 


mon sense, aesthetic sensitivity 
and civic responsibility, Mr. Fore- 
man said. 

He showed examples of effective 
tv commercials, including DuPont’s 
Mylar, Maxwell House, Consoli- 
dated Edison, DeSoto, B. F. Good- 
rich, Kraft, Bond bread and others. 

Summing up, Mr. Foreman de- 
clared that “our personal interests 
as fathers and grandfathers, and 
our wisdom as advertising men 
have kept and will continue to 
keep us from insulting or harming 
the public with our tv copy.” 


s Gordon Kinney, director of tv 
and radio for the Advertising 
Council, reported on the size, 
scope and effectiveness of the 
council’s radio-tv allocation plan. 

But he reproached advertisers 
for failing to sign their public 
service messages and failing to 
make clear that the messages came 
from them, not from networks or 
talent. 

“The biggest campaign ever at- 
tempted to improve business and 


cil’s “Future of America” cam- 
paign, explained the objectives of 
the campaign, which is designed to 
stress positive elements in the 
economy. 

Mr. Gray emphasized the role of 
psychology in determining boom 
or bust in a nation which has 
achieved a_ standard of living 
where 50% of purchases are not 


“This campaign will not be one of 


being handled also in Filmack’s 


short-term predictions or of Polly-| roe 1S ae 8 
anna talk. It will give both busi- “*Y® 

ness and public the plain facts | 

about the tremendous changes tak- | Grant Names Simpson to PR 
ing place here and now. We pro- | Jim Simpson has been named an 
pose to tell this story in such a way account executive in the public re- 
that the business man, the banker, lations department of Grant Ad- 
the manager and the employe can vertising, New York. He was for- 
each see in it his own individual merly with Associated Press and 


for necessities. 


_ | opportunities.” 
“It is a paradox that as our dis- 


National Broadcasting Co. 


cretionary spending power has in- 
creased, the danger that we can 
indeed talk and think ourselves 
into severe economic troubles has 
also increased,” he said. He com- 
mented that the success of the 
new program would depend not 
only upon the ability of advertis- 
ing but also on the willingness of 
business to make funds, talent, 
space and time available. 


= The major target of the cam- 
paign will be business, both large 
and small, with the public as a 
secondary audience. Lined up now 
are these materials: a booklet 
called “The Future of America” 
for general distribution (as the 


VACUUM-FORMED—Einson-Freeman Co., Long Island City, N. Y., produced these ex- 

amples of vacuum-formed displays. Genesee Brewing Co., Rochester, uses the one at 

left as an identification plaque, and Ford Motor Co. ordered the medallion display 
in connection with its golden anniversary celebration. 
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Prince Mills Names Singer 
David Singer Advertising, New 


‘From Corn Cures to Spray Deodorants— 


York, has been named to hande Mennen Co. Reviews 75 Years of Marketing | 


advertising for Prince Mills, New | a 
York manufacturer of woolens. __ (Continued from Page 3) 
With the company’s original big 
| success based on talcum for babies, 


industvial Diamond Ase. of | replacing the old-fashioned baby | 
America. New York. h q | Powder made of a starch-and- 
, w *xork, Das namec chalk mixture, the hit made by| 


Preiss & Brown, New York, tO the talcum for men led to the. 


handle its advertising. |speedy development of further 
‘items for men, such as a shaving 
‘cream in collapsible tubes, a 


Appoints Preiss & Brown 


pa “greaseless” and brusHless shave 
WHEELING MARKET cream, a menthol-iced shave 


|cream, a spray deodorant, a pow- 
'der good for athlete’s foot, a cream 
‘hair oil and a bath tale for men. 

| Itis recalled that the company’s 
first page in The Saturday Evening 
'Post ran in June, 1902. It was a 
|/back-cover (costing $900) in a 
16-page issue, and the only full 
page in that issue. Column space 
,|in SEP had been used since 1900. 
| Mennen was a pioneer in the use of 
' outdoor; and women’s magazines 
= newspapers were used in the 

90s. 


tepresented by 
HOLLINGBERY 


Our new fountain pen 
is facing some tough competition. 
Do you think 

Needham, Louis & Brorby* 
could help us out? 


Could be. If the market position 
of their present clients 

is any index, they seem to 
thrive on competition. 


oS 
Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 
The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 

Monsanto Chemical Company 
Morton Salt Company 


The Peoples Gas Light and 
Coke Company 
Phenix Foods Company 
The Quaker Oats Company 
State Farm Insurance Companies 
Wieboldt Stores, Inc. 
Wilson & Co., Inc. 
Wilson Sporting Goods Co. 


Bill Mennen is the father of two 
boys who are both active in the| 
company—Bill Jr., a graduate of 
Princeton and a tour of duty with 
a wholesale drug house, and 
George, a Cornell man like his 
father. Now v.p.s, both have 
proved their mettle, and have been 
able right-hand men to their 
father and to top management in 
general. 


= President Mennen’s way with 
people, one of the reasons for his 
success, is illustrated by a pleasant 
function which he established in 
1930 called “the peddlers’ party.” 
As its name suggests, it was for 
representatives of the many con- 
cerns, including magazines and 
other advertising media, and it has 
always been heavily attended. It 
is typically a jolly gathering of 
good friends, with Bill Sr., Bill Jr. 
and George acting as hosts. 

In 1946 the occasion was marked 
by President Bill’s 30th anniversa- 
ry as head of the company, and by 
the presentation to him of a hand- 
some oil portrait. He reported that 
he had been invited to his own 
“hanging,” and that he was corre- 
spondingly surprised and relieved 
at the nature of the ceremony. 


= With the company’s _ success 
from the beginning based on sales 
of its products through drugstores, 
with other appropriate retail out- 
lets added as time went on, it is 
not surprising that Mennen has 
always fought vigorously for what 
it believes to be the welfare of its 
distributors. 

Long before the enactment of 
the Miller-Tydings Fair Trade bill 
in 1937, the company won a victory 
over a ruling of the Federal Trade 
Commission against its system of 
discounts to wholesalers and re- 
tailers, the appellate court re- 


MENNENS TODAY—Shown above are the family principals of Mennen Co.—William 
G. Mennen, president, and his sons—George (left), v.p. in charge of production, 
and Bill Mennen Jr., exec. v.p. 


versing the FTC ruling. Capital Bakers Names Agency 

As it enters its fourth quarter-| Canital Bakers Inc.. with stores 
century, Mennen Co., with a fine in Harrisburg, Williamsport, Allen- 
new plant, a home market of 162,- town, Hanover, Pottsville, Coates- 
000,000 Americans (including four yi}je, Carlisle, Pa., Baltimore and 
million babies a year) and two Wilmington, has appointed McKee 
able Mennens in the third genera- g Ajpright, Philadelphia, to handle 
tion from the founder, appears to| the advertising and rmerchandising 
be well set for the long pull. of Capital bread and a complete 

‘line of bakery products. 

National Sales to Hart Co. | 

National Sales Council of Penn- 
sylvania, Hazleton, Pa., has ap- 


‘Newsweek’ Boosts Dembner 
S. Arthur Dembner, formerly a 


pointed Ralph A. Hart Co., Phila- 
delphia, to handle promotion for 
Magic milk shake mix. 


Stacey's Appoints Leete 
H. M. Leete & Co., San Francisco, 
has been named to direct an adver- 


member of the department, has 
been promoted to circulation pro- 
motion manager of Newsweek. 


Appoints Rowe & Wyman 
Bank & Agent Auto Plan, 
Hamilton, O., has appointed Rowe 


tising campaign for Stacey’s Inc., 
San Francisco technical book store. 


& Wyman Co., Cincinnati, to han-, 
dle its advertising. 


SOMETHING IS HAPPENING 


RETAIL ADVERTISING LINAGE GAINS - 1954 -- BOSTON NEWSPAPERS 


IN BOSTON 


LINES JAN FEB MAR 
GAINED IST IST /ST. 
+/00,000 


-25000 HER. TRAV. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 
135 South La Salle Street, Chicago 3, Illinois 


Chicago 
New York 
Hollywood 

Toronto 


PosTr 
#75000 
+50000 
+25000 
REC. AMER. 
GLOBE 
0 s 
POST mee *. 
G.0BE =—— ——— ‘\ 


REC AMER. XXXXKXK 


SOURCE MEDIA RECORDS 
(7 DAY FIGURES) 


‘| HER. TRAV, 


The Boston Post 


John Fox, Publisher 
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More Evidence Needed to Establish Whether 
Cigarets Cause Cancer, Medical Group Told 


(Continued from Page 2) 
ing,” he said, “has been chiefly on 
a Statistical basis. A_ statistical 
correlation does not signify that 
there is a cause and effect relation- 
ship. Analysis of numerous statis- 
tical studies shows that there is 
actually very little difference in 
the incidence of smoking between 
cancer patients and control pa- 
tients, particularly if the statis. 
tics are evaluated with respect to 
age groups. 

“Reports of Hoffman, Schrek, 
Muller, Mills and Porter, Ochsner, 
Wynder and Graham and Watson 
appear to show that smoking is 
involved in lung cancer,” Dr. 
Rosenblatt said. “But they merely 
show a statistical correlation be- 
tween the two phenomena without 
any proof that there is cause and 
effect relationship. Even the statis- 
tical data, when analyzed care- 
fully, show that there actually is 
very little difference in the inci- 
dence of smoking in the cancer 
group and the control group. 


® “Ochsner stated that the effect 
of cigaret smoking does not be- 
come evident until approximately 
20 years; also, that the death rate 
will increase steadily, so that by 
1970 it will be 29.4% per 100,000 
population. This is merely a form 
of extrapolation, or educated 
guessing,” Dr. Rosenblatt said, 
“and is not to be interpreted as 
establishing a cause and effect re- 
lationship between lung cancer 
and smoking. 

“Although Wynder and Graham 
are most emphatic in claiming that 
smoking causes lung cancer, anal- 


ysis of their own figures,” Dr. 
Rosenblatt pointed out, “shows 
that the conclusions are unwar- 
ranted in regard to the establish- 
ment of a specific cause or effect 
relationship. They show 96.5% of 
the cancer patients were moderate 
smokers and 73.7% of the controls 
were moderate smokers; 51% of 
the cancer patients were heavy 
smokers and 19% of the controls 
were heavy smokers. 


s “Numerous attempts have been 
made to demonstrate the carcino- 
genic effect of tobacco during the 
past 50 years,” Dr. Rosenblatt 
said, “and the results are still very 
equivocal.” 

Concerning experiments on mice, 
he said, “Pathologically, lung can- 
cer in mice resembles only remote. 
ly bronchogenic carcinoma in the 
human. The occurrence of lung 
tumors in mice in the course of ex- 
perimental] studies may be inciden- 
tal, inasmuch as lung cancer often 
occurs spontaneously in mature 
mice.” 


CANCER SOCIETY BACKS 
SMOKING-CANCER LINK 


San Francisco, March 17—The 
American Cancer Society decided 
to step cautiously into the cigaret- 
lung cancer act today. 

In a summary report on the 
question by 25 cancer researchers, 
the society cautiously stated: “Evi- 
dence to date justifies the suspi- 
cion that cigaret smoking does, to 
a degree as yet undetermined, in- 
crease the likelihood of develop- 
ing cancer of the lung.” 


demands the utmost skill and 


constant application of a wide vari- 


ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 
fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illineis 
FRanklin 2-6343 


The society, however, is equally 
suspicious of atmospheric con- 
taminants, and it was pointed out 
that many of the experiments to 
date have been made with mice 
which might develop cancer from 
irritants that wouldn't bother hu- 
mans. 

Dr. Charles S. Cameron, medical 
and scientific director of the ACS, 
had this advice: “If you are young 
and do not smoke, or if you are a 
beginner smoker without the in- 
grained habit, do not smoke. If 
you are an older, confirmed smok- 
er, smoke in moderation.” Dr. 
Cameron suggested six to eight 
cigarets a day if the “moderation” 
course is pursued. 


N. Y. STUDY RELATES 
SMOKING AND CANCER 

BurraLo, March 16—More fuel 
for the smoldering controversy 
over smoking and lung cancer was 
contributed this week by the state 
cancer hospital here. 

The current issue of the New 
York State Journal of Medicine 
carries a report of studies made at 
Roswell Park Memorial Institute, 
indicating a relationship between 
smoking and cancer of the lung. 

The study stresses that the evi- 
dence does not show smoking “is 
the sole causitive factor, or even 


that it is operative in the absence 
of other factors,” but it does show 
that the relation incidence of lung 
cancer in persons who smoke a 
pack or more of cigarets a day is 
10 times that of non-smokers. 


# “Other factors” include suscep- 
tibility to atmospheric pollution 
by industrial wastes, engine ex- 
haust fumes, dust from tarred 
roads and occupational exposure 
to cancer-causing dusts or fumes 
of radiation. 

According to the report, “137 
male cancer cases and 396 control 
cases were matched for age and 
place of residence, and adjusted 
for occupation. The excess of ciga- 


ret smokers among the lung cancer 
cases remained after the factors of 
age, residence and occupation were 
equalized.” 

Long-range studies now under 
way are expected to “confirm the 
fact of a substantially increased 
risk of lung cancer among cigaret 
smokers,” according to Dr. Morton 
L. Levin, assistant commissioner 
of medical services, who released 
the report. 


Wilson Joins ‘Living’ 

Don Wilson, formerly with Faw- 
cett Publications, has joined the 
retail advertising sales staff of 
Living for Young Homemakers, 
New York. 
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Hitch Your Sales to a Pony 
And Watch Him Pull for You / 
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BUIRK 


Ke The Beautiful Buy 


STOP AN ACCIDENT 
SAVE A LIFE 


ARTHUR GODFREY — KLEENEX 
CRUSADE FOR SAFETY 


with REFLECTORIZED signs and emblems like these 
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FREE SAMPLE EMBLEM 


MINNESOTA MINING & MFG. CO. 
Dept. AA-34a, St. Paul 6, Minn. 


The ideal material for your advertising emblems and point-of-sale signs— 
*Scotchlite” Reflective Sheeting. Longer lasting...easier to apply... 
color-fast and crack-proof. Sticks to glass, porcelain, stainless steel, alumi- 
num, and other surfaces usually considered poor for applying ordinary sign 
materials. Furthermore, ‘‘Scotchlite’’ Reflective Sheeting lasts for years in 
any climate; is fully reflective to give full-color day and night selling power 
to your trade-mark or selling message. Mail the coupon for FREE sample 
emblem, complete information, and the name of your nearest dealer. 
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Please send me complete information and a free | 
emblem produced with “Scotchlite” Sheeting. | 
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